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NET WT. 9.50z
(270g)

Garlic Flavor
Tonkotsu-style Ramen

#52204
Rich and creamy pork bone broth

A\

Authentic que‘n. No Ki%chen Required.

I

NET WT. 9.50z
(270g)

Rich Taste
Miso Ramen

#18375
Deep and flavorful miso-based broth

NET WT. 9.50z
(270g)

Umami
Soy Sauce Ramen

#49304
Balanced soy sauce-forward

Just ADD WATER
AND MICROWAVE
FOR 5 MINUTES

Artisan style noodles with springy texture and bold flavors!

NET WT. 10.50z
(300g)

Spicy Tantan Noodles
Without Soup

#34579
Soupless tantan noodles featuring

flavored soup a spicy lingering finish

Choose with confidence.

Distributed by Connect with a Mutual Trading representative today!

P N

zﬂ MUTUAL TRADING

THANK YOU

Above images show serving suggestions.
Product availability may vary by region.
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JAPANESE FOOD &
RESTAURANT EXPO 2026

NEW YORK
save the date

SAT
SEPT 19

HAWAII
held in

May

LOS ANGELES
save the date
SAT
SEPT 26

Largest & Longest Running Japanese Food Trade Show Outside of Japan
Principal Meeting Place For Foodservice Professionals & Suppliers

NEW PRODUCTS S SAVINGS FREE to Attend"

* JFRE is a professional trade show, and is restricted to food and foodservice professionals. No one under the age of 18 will be allowed. Must be 21 years old for alcohol tastings.



JAPAN’S HIDDEN JI-BEER GEMS

A Brew Shaped Bold Flavors Born
by the Samurai Heritage of Hagi from Nagoya’s Golden Spirit
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Cyonmage Beer Pale Ale
#4938
ABV:5%

Kinshachi Aka Miso Lager
#3192
ABV: 6%

Kinshachi IPA
¥ #3186
===y ABV:7%

Cyonmage Beer ALT
| #4939
ABV: 5%

product availability may vary by regions
MTE S AKE PAGEANT OF DISTINCTION ~ _
Legendary  Finesse = Award Winning (5= MUTUAL TRADING

mtcsake,com SAKE SHOCHU WINE CRAFTBEER SPIRITS >

Enjoy responsibly ~ @2026 Mutual Trading Co., Inc.

Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes

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

=225 MUTUAL TRADING

N 5 fl.oz. 32 fl.oz.
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traditional Japanese rice dish
cooked with octopus, known for its
rich umami flavor and enjoyed in
many coastal regions of Japan.
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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

— ‘_T.he Finest Japanese Dining industry as a whole.
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TOI.(go by Ryuji Takahashi _
Jizake Strolling
I DT

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.

A Night of Half-Priced Lemon Slices — The Quiet Happiness
Drifting Through Keihin’s Beloved Izakaya, Akafudaya

- The Popular Tavern Culture | Encountered in a Seaside Town—Cheap,

Delicious, and Free from Having to Worry About Anyone Else-
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O a personal note, I recently
n moved from the shadow of
Shinjuku’s skyscraper district to the
Keihin area. Although both are part of
Tokyo, the atmosphere feels remark-
ably different. Around Shinjuku, people
always seem to be moving at a brisk
pace, as if the city itself never stops
rushing forward. In the Keihin region,
however, time appears to flow a little
more gently. Perhaps it is the influ-
ence of the sea breeze, but there is a
curious sense of calm that makes the
passage of time feel slower and more
relaxed. Compared with the Shinjuku
area, the Keihin region also seems to
have far fewer disappointing budget
izakayas. Cheap and delicious estab-
lishments exist here as if they were the
most natural thing in the world, and it is
not unusual to find them already full by
five o’clock in the evening. The drink-
ing culture feels different as well. In
Shinjuku, many bars and izakayas seem
to attract people looking for company
or conversation. In the Keihin area, by
contrast, there appear to be more places
where one can sit quietly and enjoy a
drink alone without saying a word.
Among these establishments—cheap,
delicious, and requiring little in the way
of social effort—there is one particular
place in the Keihin region that I find
myself returning to again and again.
When you visit on a weekday
afternoon, you will find seasoned solo
drinkers lined up along the counter,
seated one seat apart from one another,
quietly enjoying their drinks and snacks
in complete silence. Inside the tavern,
the only sounds that regularly break the
calm are the electronic chimes signal-
ing that an order has been placed. The
Chinese staff members serve food and
drinks with a matter-of-fact efficiency
and little small talk, and somehow that

understated, no-frills style contributes
greatly to the comfort of the place.
What is truly remarkable, however, is
the pricing. A glass of shochu highball
or green tea highball costs just 100 yen,
while a mega-sized mug is only 150
yen. The food menu is equally astonish-
ing: nearly one hundred different dishes
are available, with most priced between
300 and 500 yen. It is the kind of place
that feels almost impossible to imag-
ine in central Tokyo today—a tavern
where abundance, affordability, and
quiet solitude coexist with effortless
ease. However, even this price-break-
ing izakaya has not been immune to
the rising tide of raw material costs.
When I first visited the place about ten
years ago, a plate of tuna sashimi was
only 190 yen. Sake was equally cheap
at 190 yen per “go” (a traditional unit
of measure). Today, however, the situ-
ation has changed. The tuna sashimi
now costs 350 yen, and a “go” of sake
has risen to 300 yen. Even in a place
built on the idea of extreme affordabil-
ity, the quiet pressure of inflation has
inevitably made its mark. Even so, the
place remains extremely cheap, so there
is really no cause for complaint. How-
ever, on a recent visit, [ ordered my
usual mega mug of chiihai for 150 yen,
only to notice something different. The
lemon slice that usually floats coolly in
the glass had been reduced—cut in half.
I have to admit, I prefer the full “full-
moon” slice of lemon, so I felt a slight
sense of disappointment. Still, that feel-
ing was quickly replaced by admiration
for the effort of the shop. Even as other
menu items have gradually increased in
price, they continue to hold the line on
the chiihai, keeping its price unchanged.
In that small gesture lies a kind of quiet
determination—an attempt to preserve
something essential about the place,

even as the surrounding world grows
more expensive. Perhaps it is because
of that very spirit of perseverance that,
despite being a down-to-earth, every-
day izakaya, the establishment has
even expanded overseas. It now oper-
ates several branches in Germany and
United Kingdom, and is still in the pro-
cess of steadily increasing its number
of locations. It is somewhat astonishing
to think that a humble neighborhood
tavern culture, born from cheap drinks
and unpretentious meals, has begun to
take root far beyond Japan—continu-
ing to grow, quietly but surely, across
borders. Even as prices continue to
rise, neither the stance of the establish-
ment nor its regular customers seems to
have changed in any significant way. It
is the kind of place that, once visited,
inevitably makes you want to return
again. For anyone who enjoys a drink,
I would strongly recommend paying a
visit at least once to the popular izakaya
chain Akafudaya.m
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Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honomry Sake Sommeller Honarary Sake Sommel/er & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
TIC GROUP ) ) Chalrman o Honoraly Sake Sommelier & Saka-Sho Owner “True Sake” Owner of M&M Enterprise

Katsuya Group

Owner “SAKAYANYC

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

I this issue, I’d like to report on
n a secret to enhance pairing of
Japanese cuisine with sake.

First, please have three
brands of Japanese sake with very
different properties.

For example, select Junmai
Daiginjo, Tokubetsu Junmai, and
Junmai Kimoto from different regions.

Glasses used for the three sake
brands must have the same shape. Chill
the sake in the refrigerator at approx-
imately 55 degrees F for three hours

prior to serving.

As for the cuisine, they can be
prepared in advance if time allows. If
not, if you want to try several different
dishes to compare, then take out is
recommend. For example, trying
Chinese and Italian cuisine (avoid
foods strong in flavor or garlic) is fun.

For the order of sampling, be sure
to start with sake made from rice with
the highest milling: from Daiginjo —
Tokubetsu Junmai — Junmai. The most
important aspect of sampling sake is to

sip the sake, sample the cuisine, then
drink the same brand of sake again.

If umami or a wide range of rich
flavors are detected, then the pairing
is considered a success. Also, if
the appetite increases, this is also a
good outcome.

Japanese sake goes surprising well
with unexpected dishes (like cheese or
steak), so please try pairing without
biases for interesting discoveries.m
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Sake Sommelier and Others

Chizuko Alice Hama Liloa Papa

Kosuke Kuji Teruyuki oe Mizuno
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anbu pijin Inc. . ead of the "Regiona [ D li Level L1
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Brewery Owner g DaKe samurai Young’s Market Company
: o \ % i .
Timothy Sulli Masato Kato Akira Yuhara Eduardo Yoshihiro
mothy Sutivan Sake Sommelier Sake Sommelier Dingler Sako
Wismettac Asian Foods ¥ Miyako Hybrid Hotel . Sake Sommelier Sake Ambassador  Sake Sommelier

Yuzuki

~ Sake Samurai I: II |
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Takao Matsukawa il \ hel
International Philip Harper . Rachel Koji Wong . . Stuart Morris
‘ Sake Sommelier : Tamagawa Hand Made Macdis@g owner /IJ;;;;?“Wells Sake Sommelier
Latin Region Specialist - = - Japanese Sake Sake and Wine Japon Bistro s Hana Japanese Restaurant
MutuaITradmg "' Master Sake Brewer Sommelier
Keita Akaboshi Mei HO . Miyuki Kaz Tokuhalja Sa}((e‘;:; tnﬁglteor = Toshiyuki Koizumi
Sake Sommelier Sake Sommelier Yoshida . Sake Sommelier | F - Sake Sommelier
’ Sake Sommelier Manager ~ Savannal | T owner “WASAN”
Kuramoto US Inc True Sake a SaRe ormerer Wismettac Asian Foods Distributing Co. Inc. Owner “WASAN
.
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Michael Iohn Mai Segawa Don Lee Eiii . Michael Russell
iji Mori
Simkin Advanced Sake Sake Sommelier = - Gary Imada 5 /3 Sommeli Certified Sake Sommelier
’ Sommelier RV Sake Advisor aKe Sommeler -
r WIS Sake Selection (UL = ' Sommelier YamaSushi T URREEERER Katana Restaurant Pacifi International
Owner Tako Grill Owner Chef | Liquor Inc
b

Shigeto Terasaka Isao Kiyota Eda Vuong Shino Okita Jonathan Cortez
Sake Sommelier International - F5 International Certified Sake Sommelier International
A Kikisake-Shi § Sake Sommelier | = Shochu Advisor Sake Sommelier

President
Japan Hollywood Network

Aﬁadémf& dé Sai(e Mexiko ) Hanbai Solutions LLC.

Mutual Trading
Founder

La'nn Reglon Speclallst
Mutual Trading

®

Sara Guterbock
International
VSake Sommeller

New York Mutual Tradlng

Masae Kusada
International
Sake Sommeller

Rachel Fiekowsky
International
Sake Sommeller

New York Mutual Tradmg

New York Mutual Tradlng

Lora Blackwell [ Info

International
Sake Sommelier
Genji Sake

Sake Shochu Spirits Institute of America
(213) 680-0011, AllJapanNews@gmail.com
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by Kosuke Kuji
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

the youngest person ever to
receive the 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 2
PV ACREBECHEXH €02

collaboration project titled

“Seijo” has launched,

bringing together anime
voice actresses and “Kokushu,” Japan’s
traditional alcoholic beverages culture
that has been registered as a UNESCO
Intangible Cultural Heritage. “Seijo”
is a new project designed to share the
appeal of Japan’s traditional “Kokushu”
— including Sake, Honkaku Shochu,
Awamori, and Hon-mirin — through
the voices of anime voice actors
and comedians.

As the first event of the “Seijo”
project, a special collaboration
event featuring anime voice actors,
comedians, and Japanese sake was held
at Tokyo Station.
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Under the theme of “Giving Voice
to Kokushu,” a wide selection of Sake
and Honkaku Shochu from across Japan
gathered at the venue, showcasing the
diversity and richness of the country’s
traditional alcoholic beverages. The
featured performers included a wide
range of today’s leading anime voice
actors and comedians, such as Kaede
Hondo, Hantaro Tenshin, Mikako
Takahashi, Risae Matsuda, Hotomi
Sekine, Nana Hamasaki, Haruki Ishiya,
as well as the manzai duo Nihonshu.
Bringing together talents from across
the anime and comedy worlds, they
energized the special venue at Tokyo
Station with their distinctive “voices,”
each adding their own color and
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personality to the presentation of
Japan’s traditional “Kokushu.”

Guests were treated to heart-
felt expressions of deep affection for
“Kokushu,” along with unique personal
insights and entertaining anecdotes
shared by the performers.

When I closed my eyes and listened
to the talk, it felt like scenes from that
anime were coming back to me, and I
truly felt that an anime world without
visuals was appearing in my mind.

The activities will become more
full-scale from here on. Events
overseas are also planned, so please
look forward to them.m
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apanese sake generally sold is
undiluted sake adjusted with
water to the alcohol content of 15

~ 16%. However, the alcohol content
of squeezed sake mash itself is rather
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Yoshihide Murakami

Master Sake Sommelier
Liquor Manager
JFC International Inc.

© ]’ ;\‘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.
JESINC.
Interbranch Distribution Center (IDC)

Alcohol content of sake
HABHO7ZILO—ILE

high, at approximately 20~22%, the
highest alcohol content among brewed
liquor worldwide (wine is between
9~14). While alcohol is generated from
sugar broken down by yeast, for yeast
to produce large amount of alcohol at
once, high sugar content of approxi-
mately 40% in the sake mash would be
required. However, if the sugar content
is too high in the yeast, the production
of alcohol would be inhibited due to
osmotic pressure. Within high concen-
tration of sugar, yeast cannot grow.
Despite this fact, the secret behind the
high alcohol-concentration in sake is in
the brewing method.

Sake mash that creates Japanese
sake is prepared by adding steaming
rice, rice malt, and water to the yeast
starter with large quantity of cultured
yeast. Therefore, sake mash contains
two parallel functions: to produce sugar
by gradually breaking down steaming
rice into glucose using yeast from the
rice malt, and alcohol fermentation
by breaking down the glucose into
alcohol and carbon dioxide gas using
the glucose. In other words, the glucose
in the sake mash is always maintained
at an appropriate concentration for the
yeast. For this reason, yeast can gen-
erate large quantities of alcohol without
exposure to osmotic pressure. In this
way, the production of alcohol in the
sake mash and alcohol fermentation
occurring together is known as “par-
allel multiple fermentation.” Also, it is
known that alcohol tolerance is added
to the yeast starter by a portion of the
rice malt component, which generates
high concentration of alcohol. On the
other hand, grapes, the ingredient to
produce wine, is a “saccharine food
ingredient” that originally contains

abundant sugar content, thus there is
no need to produce sugar during the
production process.

However, in principle, smashing
grapes and placing them in a container
would allow the natural yeast on the
grape skin to produce alcohol fermen-
tation that produces wine. However,
the alcohol concentration level will
not be as high as Japanese sake. In this
way, alcohol fermentation occurring
independently is referred to as single
fermentation. Also, in case of beer,
since the ingredient is the same grain
product (starch) as rice, it is necessary
to convert the food ingredient into sugar
during the production process. First,
the saccharogenic amylase of the malt
would break down into sugar, where the
yeast proliferates for alcohol fermenta-
tion. In this way, the function to convert
into sugar and alcohol fermentation that
takes place independently is referred
to as “fermentation after saccharifica-
tion.” However, since beer uses a large
quantity of water, alcohol-level is rather
low at approximately 5%.m
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Kurosawa Ginrei
Junmai Daiginjo
Kurosawa Sake Brewery (Nagano)

Hakutsuru Draft
Junmai
Hakutsuru Sake Brewing (Hyogo)

Ozeki Karatanba Nama Chozo
Honjozo
0zeki Corporation (Hyogo)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Shichiken Oonakaya
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

Seiryo Zen Turf
Tokubetsu Junmai
Seiryo Shuzo (Ehime)

) COREFFUASHEREEL DRHEINTVET,  This article was courtesy from Shibata Shoten Co Ltd.
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America
was founded with the purpose to promote

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

million people enjoy wine in North America.

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

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

Sake Shochu Spirits Institute of America
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Japanese Sake Type Differ According to the Combination
of Flavor and Aroma

In addition, Japanese sake type also differs by aroma and
preparation method. The Sake Service Institute focused on the
sake flavor and aroma to classify sake into four different types.

Sake type is classified by plotting the sake flavor onto the
horizontal axis and sake aroma onto the vertical axis. Sake with
concentrated flavor and aroma is designated as Mellow Sake,
while sake with concentrated flavor but light aroma is Pure
Sake, sake with subtle flavor but pungent aroma is Aromatic
Sake, and sake with subtle flavor and light aroma is designated
as Refreshing Sake.

Compatible cuisines and temperature are indicated for each
sake type as reference to select your sake type for sampling.

Refreshing sake with no odd flavor is referred to as clean
sake flavor. The lower the rice-polishing ratio, the cleaner the
sake flavor. To the contrary, the higher the rice-polishing ratio,
the more concentrated the umami flavor in the sake. Generally,
aromatic sake is best served chilled, while rich sake is best
served hot. Raising the temperature increases the umami and
sweet flavors, mellowing the acidity of sake.

Heating both Mellow and Pure Sake produces more full-
bodied flavors.

Rich sake refers to Japanese sake light and refreshing in
flavor, while sweet Japanese sake is heavy and strong in flavor.m
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Hidejiro Matsu, Seiwa Market Founder

ince establishing a Japanese
S food import business in Hawaii

in 1965, Matsu has been at the
forefront of promoting Japanese cuisine
in North America, dedicating more than
half a century to its growth and evolu-
tion. By steering the company from
wholesale distribution to a member-
ship-based retail business, he helped
build it into a powerhouse of the
Japanese supermarket industry.

Even after selling the business he
had led for decades in 2013, Matsu’s
entrepreneurial journey was far from
over. In 2015, he founded Seiwa
Market, embarking on a new chapter
in his mission to expand the reach of
Japanese food culture. Today, with
operations based in California and
Texas, he continues to explore new
opportunities and push the boundaries
of the Japanese food market. We spoke
with Matsu, whose career has been
defined by a willingness to embrace
change and evolve, and with Haseda
of Seiwa Market Houston, who is
leading reforms on the ground, about
the transformation of North America’s
Japanese food market and their vision
for its future.

Evolving for Our Customers
Seiwa Market traces its roots
to Marukai Corporation U.S.A., an
importer of Japanese products and
food established in Hawaii in 1965 by
the Matsu brothers. At the time, the
company primarily served Japanese
immigrants and expatriates, supplying
them with familiar products from
home. Yet even in those early years,
Matsu recognized that the market was
beginning to change. As the Japanese
community in North America expanded
throughout the 1970s, demand for
Japanese food products surged.
However, in 1978, the exchange rate
shifted dramatically, with the U.S.
dollar falling from around ¥300 to
¥180, sharply increasing import costs
and putting significant pressure on the
wholesale business. Faced with this
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“My Life’s Work”

-Seiwa Market Founder Hidejiro Matsu Looks Back on 60 Years
of Challenges and Ahead to the Future of North America’s
Japanese Food Market-

IFADANETLT=]
—t I —7y FEIEBNMFT _EBEKHEE
0FEDHEL AL KBAXRBHIZDRE—

challenge, Matsu made a bold strategic
move, pivoting from wholesale distri-
bution to retail.

He developed an innovative
business model that enabled products
to be sold at prices more than 40
percent lower than those of competitors
and launched the membership-based
Marukai Wholesale Mart. The concept
proved an immediate success, attracting
strong customer support and setting
a new standard for Japanese food
retailing in North America. “We wanted
to provide quality products at the lowest
possible prices. That’s why we chose
the membership model,” Matsu recalls.
The strategy proved highly effective.
Membership grew rapidly, and at its
peak, the company attracted more than
170,000 members across Hawaii and
California, establishing itself as a major
force in the Japanese retail market.

Matsu describes this principle
as the foundation of his management
philosophy. “The most important thing
in business is to think about your
customers,” he says. It is a belief that
has remained unchanged since the day
he founded the company and continues
to guide its direction today.

From Recreating Japan to
Experiencing Japanese Culture

In the past 20 years, the Japanese
supermarket landscape in North
America has changed dramatically.
Where Japanese customers once formed
the core clientele, today Asian commu-
nities and local shoppers have become
the primary drivers of sales, reshaping
the market’s identity in the process.
Haseda provides the following perspec-
tive on today’s market landscape.

“The business has shifted from
a model that recreates Japan to one
that offers an experience of Japanese
culture,” he says.

In the past, the focus was primarily
on seasonings and ingredients used to
recreate traditional Japanese home
cooking. Today, however, ready-to-eat
items such as sushi, bento, prepared

foods, and ramen have become key
drivers of sales.

“The industry has now entered a
new era”—one in which stores must be
designed so that even those unfamiliar
with Japanese cuisine can shop with
ease and confidence.

Refining the “Seiwa Identity”
Amid Intensifying Competition

While the boom in Japanese cuisine
has driven market expansion, it has also
significantly reshaped the competi-
tive landscape. “High costs, delays,
instability, and unpredictability,” says
Haseda, describing the current state of
the logistics environment.

Rising procurement costs, supply
chain instability, and labor shortages—
amid these mounting challenges, Seiwa
Market has focused its strategy on two
key differentiators: authenticity and
responsiveness to local markets.

In the fresh produce section,
post-purchase handling is rigorously
managed. “Freshness and product selec-
tion are no longer differentiators. The
real difference lies in how we handle
the ingredients,” he says. Equally
notable is the company’s philosophy
of focusing not only on what to carry,
but also on what to exclude. By stream-
lining its assortment, Seiwa Market
has struck a balance between freshness
and profitability.

Winning Customers in the Age of
Social Media

Reaching younger generations
and non-Japanese customers has
also become a major focus. At Seiwa
Market, efforts are underway to
deepen understanding of Japanese food
through multilingual product descrip-
tions, tasting events, and sampling
programs. “It’s not enough to simply
put products on the shelves—we need
to make them understandable through
experience,” he says. At the same time,
the company acknowledges that there
are still challenges in fully leveraging
social media as a marketing tool.

“We are no longer in an era where
people come to a store just because
the products are available. Today, they
decide to visit after seeing it on social
media,” he explains.

This shift has made it essential
to design stores that are appealing
in advance—from their overall
atmosphere to cleanliness and presen-
tation—so that they are chosen before
customers even arrive.

Building Quality Through
Systems, Not Individuals

In the retail industry, securing
talent has become one of the most
critical management challenges. At
Seiwa Market, the company is driving
a shift from an era in which “people
create quality” to one in which
“systems create quality.”

Key priorities include task
division, standardization, visualiza-
tion, structured task management, and
continuous feedback. In workplaces
with a diverse, multinational staff,
the company is committed to bridging
cultural differences through clearly
defined standards. Instead of tailoring
operations to individuals, it focuses on
building systems that allow anyone to
deliver the same level of performance.
This is the Seiwa Market approach to
organizational design.

A Community-Based Hub for

Spreading Japanese Food Culture
Connections with the local commu-

nity are also a key role for Seiwa
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Market. Over the years, the company
has built strong relationships through
catering orders for sushi and bento
boxes for Japanese-American organi-
zations, as well as large-scale orders
from institutions such as Rice Univer-
sity. At the same time, the company
deliberately chooses not to participate
in large public events. “We want to
prioritize the in-store experience and
the customers who actually visit us,”
he explains. Seiwa Market’s ambition
goes beyond being a grocery retailer.
It aims to function as a local hub for
Japanese food culture. The vision is not
to let interest in Japanese cuisine fade
as a short-lived trend, but to embed it
into everyday life. This is the future the
company is working toward.

The Vision for Five
to Ten Years Ahead

Seiwa Market’s ambition goes
beyond being a grocery retailer. It aims
to function as a local hub for Japanese
food culture. The vision is not to let
interest in Japanese cuisine fade as a
short-lived trend, but to embed it into
everyday life. This is the future the
company is working toward.

Five Strategic Priorities

1. Positioning Seiwa Market as a Hub
for Japanese Food Culture in Local
Communities

2. Expanding Ready-to-Eat Products as
a Core Growth Driver

3. Establishing a Strong Private Label
Strategy

4. Building a Multinational Operational
Structure

5. Driving Long-Term Engagement
with Local Customers

The penetration of Japanese
food culture is accelerating in Texas.
At the same time, the entry of local
supermarket players is intensifying
competition across the market. To
succeed in this increasingly crowded
landscape, the key, he notes, lies in
authenticity, clarity, and flexibility.
“Greater competition is also an oppor-
tunity for growth,” he says, maintaining
an optimistic outlook on the future of the
Japanese food market in North America.

Never Give Up

Matsu cites Kazuo Inamori,
founder of Kyocera, as the person
who has most influenced his thinking.
“Was my motive good, and was there
any self-interest?” Inamori’s belief in
prioritizing moral integrity over profit
has served as a cornerstone of Matsu’s
management philosophy. His journey
has also included life-threatening
experiences, including an encounter
with an armed robbery, moments that

left a lasting impression on him.

Still, he has pressed on,
overcoming one challenge after
another. Asked what message he would
like to pass on to younger generations,
he answers without hesitation: “Never
give up. In business, many things will
happen—but opportunities will surely
come.” And when asked what Seiwa
Market represents to him, Matsu replies
calmly, yet with quiet strength: “It was
my life.” In that single sentence lies the
weight of more than 60 years of trials
and perseverance.

As Japanese cuisine continues its
evolution from a “special-occasion
cuisine” to an everyday part of life,
Seiwa Market’s ambition extends
beyond retail. It aims to function
as a platform that roots Japanese
food culture in local communities. A
willingness to embrace change, while
remaining close to both customers and
store operations, is what will drive its
next chapter of growth.m
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Restaurant Trend Report

Beyond Bitter:

The Rise of Fruity Japanese Ji-Beer

WIRDZ DI

IN—F 4 —lkHADOHIE — )LD H A

i-Beer: “Local Beer”, artisan craft

brew, reflecting unique characters has

long leaned into bold hops, bitterness,
and high-alcohol experimentation. But
consumer preferences are shifting toward
beverages that feel lighter, smoother, and
easier to enjoy casually.

This change is especially noticeable among
younger consumers.

Gen Zs came of age on flavored beverages.
Yuzu. Lychee. Matcha. Mikan. These flavors
are no longer unfamiliar or niche. They
already exist across cocktail menus,
sparkling beverages, desserts, and snack
culture. The question is no longer whether
consumers are interested in fruit-forward
or tea-infused drinks. The question is
whether restaurant beverage programs are
offering them in beer form.

That shift creates new opportunities for
Ji-Beer.

Unlike many Western craft beer styles
built around hop intensity, Ji-Beer often
emphasizes balance, seasonality, and
compatibility with food. In many ways, it
reflects the broader philosophy of Japanese
cuisine itself: harmony over dominance.

For foodservice operators, fruit and
tea-forward Ji-Beer offers something
increasingly valuable: approachable flavor
profiles that appeal not only to beer
drinkers, but also to cocktail, wine, and
hard seltzer consumers looking for
something refreshing, flavorful, and new.

Many restaurants already feature specialty
cocktail sections to showcase signature
beverages and create a stronger sense of
identity. Ji-Beer can serve a similar role
within the beer category. A dedicated
seasonal or specialty beer section
featuring fruit and tea-forward Ji-Beer
can help differentiate a beverage program
while creating opportunities for featured
pours, pairing menus, and stronger guest
interaction.

“Citrus brightens. Floral notes lift.
Tea adds depth without heaviness.”

Universal pairing principles presented
through a distinctly Japanese lens.

As younger consumers gravitate toward lighter, fruit forward flavors, Ji-Beer is emerging
as a refreshing new direction for beverage menu.

Fruit and tea inspired Ji-Beer offers restaurants an approachable, versatile option that
appeals beyond traditional beer drinkers.
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KYOTO PEACH WEIZEN KYOTO WHITEYUZU ALE
“Soft and summery. “Bright Japanese citrus with
Like a peach Bellini, but made a clean finish.
L for food.” Great if you like gin & tonics.”
J J

N
WAKAYAMA BREWERY
LYCHEE BEER
“Floral and delicate.
Surprisingly great with

spicy dishes.”

Los Angeles HQ

MUTUAL TRADING

San Diego

YUZU WITBIER
“Crisp, citrusy, and very
easy-drinking. A Japanese

take on a summer classic.”
J

A\

Seattle <+ Las Vegas

celebrating 100 years

N
WAKAYAMA BREWERY

MIKAN BEER
“Light, easy, and slightly citrusy.
A lot of guests who don’t
usually drink beer love this one” )

KYOTO MATCHA IPA

“Matcha softens the IPA

bitterness. Earthy, clean,
and really good with

grilled foods.”

Phoenix ¢ Dallas * Houston

WAKAYAMA BREWERY
YUZU BEER
“Fresh and zesty.

Think yuzu lemonade
with more depth.”

N
A OOLONG ISLAND ALE

“Brewed with oolong tea. Smooth,
lightly roasted, and unlike most
beers people have tried before.”

Austin * Honolulu

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist
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Fruit-Forward Ji-Beer

PRODUCT OPERATOR NOTES PRODUCT OPERATOR NOTES
KYOTO PEACH Soft, ripe white peach on a gentle wheat WAKAYAMA BREWERY | Bright and zesty with more pronounced
WEIZEN base. Perfect for brunch, patio, and daytime YUZU BEER yuzu intensity. Works across sushi,
#54567 menus. Strong crossover appeal for guests #23573 izakaya dishes, and grilled
who usually order rosé. seafood applications.
Floral yuzu citrus with a clean finish. A Delicate floral sweetness that pairs
WAKAYAMA BREWERY
L UL food-first beer that pairs naturally with LYCHEE BEER especially well with spicy dishes and
YUZUALE oysters, crudo, sashimi, and lighter seafood lighter desserts.
#2997-1 dishes. #28139
= YUZU Belgian witbier stru.ct.:ure with Japanese WAKAYAMA BREWERY Mi:ﬂ Jsranese mal?dbalrir} ch;ra;terl;/vith
WITBIER citrus character. Familiar enough for beer e e a highly approachable finish. Excellent
#18747 drinkers while still offering something gateway beer for guests who enjoy hard
% distinctive. #10551 seltzers or canned cocktails.
Tea-Forward Ji-Beer
PRODUCT OPERATOR NOTES PRODUCT OPERATOR NOTES

KYOTO MATCHA
IPA
#9651

Matcha’s gentle bitterness and umami
round out the hop profile beautifully. Excel-
lent with yakitori, grilled meats,
and charred flavors.

OOLONG ISLAND
ALE
#10860

Roasted oolong aromatics with a

smooth, lightly tannic finish. Pairs

naturally with karaage, fried foods,
and savory small plates.

Summer Beer Fligh

Three fruit-forward Ji-Beer pours served with
simple tasting cards. Ideal for omakase,
prix-fixe, and seasonal tasting menus.

EXPANDING BEYOND THE BEER LIST

Brunch Anchor
KYOTO PEACH WEIZEN in place of the mimosa.
Same occasion, stronger story. Pairs naturally with egg
dishes, smoked salmon, and lighter brunch fare.

Yakitori & Tea Beer Night

KYOTO MATCHA IPA with skewers.
OOLONG ISLAND ALE with karaage. Excellent as

limited-time pairing features or seasonal promotions.

New York + Boston

BADKZHADALIZ

Washington DC

Dessert Finish

LYCHEE BEER paired with mochi or panna
cotta creates a lighter, cleaner finish to the meal.

Southeast Asian,
and even Mexican-inspired menus.

Chicago (Yamasho) °

Atlanta + Florida °

Bringing the Flavors of Japan
to the People of the World

Lima (Super Nikkei) °

Spice Pairing
LYCHEE BEER with spicy dishes. Floral sweetness
cools and contrasts beautifully across Japanese, Korean,
Southeast Asian, and even Mexican-inspired menus.

For operators thinking beyond traditional
beer categories, Ji-Beer may become less
of a niche offering and more of a modern
menu advantage.
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HOSBEREEICEST, HIE—LIFHIEY
BHR3-yFREGATlEad BRBWAEAZL
—ERDBALEINELNER A,

Tokyo
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20 Gold Prize-Winning Sake Brands from Fuku-
shima Prefecture at the 2026 Annual Japan

Sake Awards

- Back on Top in Japan: Fukushima’s Sake Brewing Showcases
the Enduring Strength of Craftsmanship and Terroir-

2026 F2EFHEEFT

BERTERE 20 321H

-BUBE—A, @EOBESEDHTRLIE" REAL” DK -

T he results of the 114th edition
of The Annual Japan Sake
Awards were announced on
May 20, 2026. This year’s competition
once again highlighted the remark-
able quality of Japanese sake from
Fukushima Prefecture, with 20 local
labels earning the prestigious “Gold
Prize” distinction.

The Annual Japan Sake Awards
is Japan’s largest and most prestigious
sake competition, jointly organized
by the National Research Institute
of Brewing (NRIB) and the Japan
Sake and Shochu Makers Associa-
tion. Widely regarded as a benchmark
for excellence in Japanese sake, the
annual event brings together breweries
from across the country to showcase
the highest levels of brewing artistry
and quality. First launched in 1911,
the competition has a long and distin-
guished history and is held annually
with the aim of improving the quality
of Japanese sake and advancing
brewing technology. Breweries from
across Japan submit newly brewed
sake produced that year, which is
rigorously evaluated for aroma, flavor,
balance, and overall character. Today,
it stands as the only nationwide sake
competition in Japan and occupies an
exceptionally important position within
the sake brewing industry.

At the 2026 competition, judging
was conducted for newly brewed sake
produced during the 2025 brewing year
(July 2025 to June 2026). The prelim-
inary round took place in late April,
followed by the final round in early
May, with a large number of entries
submitted by breweries from across
the country. In the judging process,
not only the elegance of Ginjo aroma
but also the harmony of flavor and
the quality of the finish are evaluated.
Among the award-winning entries,
only the most outstanding are selected
as “Gold Prize sake,” making a Gold
Prize one of the highest honors for
a sake brewery. A total of 793 sake
entries were submitted to this year’s

14 July 2026 - www.alljapannews.com

competition, compared with 809 entries
the previous year. Among them, 411
labels were selected as award-winning
sake, while 217 entries—recognized as
particularly outstanding—were chosen
as Gold Prize sake, up from 202 the
year before.

Among these, Fukushima Prefec-
ture secured 20 Gold Prize-winning
entries, earning the top position
nationwide for the second consecutive
year. Since the 2010s, Fukushima has
demonstrated overwhelming strength at
The Annual Japan Sake Awards, once
setting an unprecedented record of nine
consecutive years at No. 1. Although it
fell short of the top position in 2023 and
2024, it returned to the national lead
in 2025, and in 2026 further increased
its number of award-winning entries
to successfully achieve back-to-back
victories at the top.

At the announcement of this year’s
results, voices of celebration were also
heard from officials of the Fukushima
Prefecture Sake Brewers Coopera-
tive. On the day of the announcement,
a loud cheer rose the moment the
number of award-winning breweries
was confirmed, and with the words
“20 breweries achieved,” sake industry
stakeholders across the prefecture
shared in the celebration. In Fukushima
City, a commemorative ceremony
was also held, and a tasting event
featuring Gold Prize-winning sake
was organized at the local tourism and
product center. The sight of residents
and visitors celebrating while sampling
what is widely regarded as “Japan’s
finest sake” symbolized the depth and
richness of Fukushima’s sake culture.

Kenji Suzuki, Special Advisor to
the Fukushima Prefecture Sake Brewers
Cooperative, notes that the cost of
procuring sake rice has skyrocketed in
certain regions, with prices climbing to
more than twice their level of two years
ago. The surge is largely attributed to
growing demand for rice for everyday
consumption, which has intensified
competition for supplies and pushed up

costs for brewers. In addition to soaring
sake rice prices, breweries were also
hit by higher costs for heavy fuel oil
used to power the boilers that steam
rice during production. With brewers
facing mounting financial pressures,
Suzuki commended their achievements,
saying that “brewing conditions were
tougher than in any recent year, yet the
quality produced was outstanding.”
He described the result as “a testament
to the industry-wide commitment to
improving brewing techniques,” adding
that Fukushima’s brewers are deter-
mined to maintain their momentum
and continue their winning streak in
the years to come.

This year’s results are also
expected to have a significant impact
on the regional economy and tourism
promotion. A Gold Prize at The Annual
Japan Sake Awards not only enhances
the visibility of individual breweries,
but also contributes to strength-
ening the overall brand value of sake
produced in Fukushima Prefecture.
Governor Masao Uchibori praised
Fukushima sake as “a leading force in
the prefecture’s recovery efforts” and
described its achievement of being
named Japan’s top-performing region
at the Annual Japan Sake Awards
as “a tremendous source of pride.”
Commenting on Fukushima’s second
consecutive year at the top, Uchibori
said the accomplishment reflects “the
cumulative efforts made since the Great
East Japan Earthquake” and serves as
a powerful demonstration of the excep-
tional quality of sake produced in
Fukushima. He also expressed hopes
for continued promotion of Fukushima
sake both domestically and interna-
tionally, along with further growth in
exports to overseas markets.

In recent years, Fukushima Prefec-
ture has been actively promoting
“Fukushima sake” both domestically
and internationally, with a strong focus
on sake-related events and overseas
exports. This consecutive victory
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has provided an excellent opportu-
nity to demonstrate the high quality
of Fukushima-produced sake to
audiences not only across Japan, but
also around the world. Reflecting on
the results, Kenichi Watanabe, Presi-
dent of the Fukushima Prefecture
Sake Brewers Cooperative, said he
was “extremely proud” of the achieve-
ment, describing it as “the result of the
hard work and passion of the region’s
brewers.” Watanabe noted that the
accomplishment was the product of a
collective commitment among Fukushi-
ma’s breweries to continually improve
quality. “Achieving the nation’s top
ranking for a second consecutive year
is a tremendous source of encourage-
ment for everyone involved,” he said.

He also highlighted the indus-
try's ongoing efforts to enhance
brewing expertise and nurture the next
generation of toji (master brewers),
emphasizing that these initiatives are
now bearing fruit. Looking ahead,
Watanabe expressed his determina-
tion to work closely with breweries
across the prefecture to maintain the
momentum and ensure that more
than 20 breweries continue to earn
Gold Prizes in future competitions.
He added that the achievement will
further strengthen the reputation of
Fukushima sake and provide new
opportunities to promote the region’s
products both across Japan and in
international markets.

The Annual Japan Sake Awards is
not merely a judging competition, but
an important stage that supports sake
culture itself in Japan. The dedication
and passion of brewers who continue
to refine traditional techniques are
embodied in every single glass of
sake. The achievements demonstrated
by Fukushima Prefecture at the 2026
competition once again left a strong
impression nationwide of the depth and
complexity of Japanese sake, as well as
the power of regional culture. Going
forward, Fukushima’s sake brewing is
expected to continue evolving and to
play a leading role in driving Japanese
sake culture forward.

Quality sake from twenty sake
breweries in Fukushima prefecture
won the “Gold Prize” at The Annual
Japan Sake Awards
KINSUISHO

Kinsuisho Brewery Shiki-gura
KISSUIHIDARIUMA

Ariga Jozo Inc
SENKOMA

Senkoma Shuzo
HIROTOGAWA

MATSUZAKI SYUZO Co., Ltd.
SASANOKAWA

Sasanokawa Shuzo Co., Ltd.

AZUMA-TOYOKUNI

Toyukuni Shuzo
OKUNOMATSU

Higashi-Nihon Shuza
KYONOHANA

Tatsuizumi-shuzo Limited Partnership
AIZUCHUJO

Tsurunoe Sake Brewing
HARUHANA

Hanaharu Sake Brewery
NAGURAYAMA

Nagurayama Sake Brewery Co., Ltd.
AIZU YOSHINOGAWA

Yoshinogawa Co., Ltd.
KITANOHANA

Kitanohana Shuzo Ltd.
AIZUHOMARE

Homare Sake Brewery Co., Ltd.
KOKKEN

Kokken Shuzo Co., Ltd.
TAJIMA

AlZU SHUZO Sake Brewery
GAKKIMASAMUNE

Oki Daikichi Honten
GENSAI

Suehiro Sake Brewery Co.,Ltd.

Hakasegura
BANDAIHO

Shirai Shuzoten
MATABEI

Shuke Shuzo

“The Annual Japan Sake Awards”

“The Annual Japan Sake Awards”
is an annual sake contest held in May
since 1911, organized by the National
Research Institute of Brewing (NRIB),
a national research institute for sake;
and the Japanese Sake & Shochu
Makers Association. The national sake
contest, the most prestigious in the
sake brewing industry, targets Ginjo
sake produced with the highest sake
brewing skills. Serious dedication by
sake breweries that continue to submit
entries and technical experts help to
improve the quality of sake.

The Annual Japan Sake Awards
was held for the 113th year in 2025. The
“Gold Prize” is awarded to sake entries
of especially notable quality among the
new sake brewed and submitted for that
year, for which sake breweries nation-
wide compete for the honor.m
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N EWS / TREN Ds Text courtesy from National Restaurant Association

Report: Sales to hit $1.55T in 2026 despite challenging

business environment

-Success will hinge on operators’ ability to ‘get the math right.’-

EBLVWEERRRBICHHDDST,
2026 FD5E LI 1IE 5500 R RILIC)

ETAIRAH

-BIIE. BRED THFZELIBETESDY ICHD>TVS-

consumer’s desire to partake in the
flavors, convenience, and social experi-
ences that restaurants provide.

Annual industry sales in 2026 will
reach $1.55T, although real (inflation-
adjusted) sales growth is expected to
remain relatively modest at 1.3%, and
the total number of employees will
grow by 100K to reach 15.8M.

espite a projection for cautious
D optimism amid modest sales
growth, restaurant operators
will need to demonstrate resilience and
innovation to manage the restrained
spending of their guests while meeting
their heightened demands at the same
time, the National Restaurant Associ-
ation’s 2026 State of the Restaurant
Industry reports. The industry will
again face numerous challenges—
as it did last year—including higher
operating expenses, such as increased
food and labor costs, evolving immigra-
tion policies and shifts in consumer
behavior, says Dr. Chad Moutray, the
Association’s Chief Economist and
Senior Vice President of Research.
“Success in 2026 will hinge on the
ability of operators to get the math right
in a still-challenging economic environ-
ment,” Moutray said. “Following a
year when 60% of operators reported
decreased traffic, there is cautious
optimism for improvement. At the
same time, however, they’ll have to
remain laser focused on controlling
costs while also delivering value and
providing satisfying menu innovation
that resonates with consumers.”
While the economic pressures
will persist, the report also forecasts
more positivity, fueled by the U.S.

Addressing the challenging
business environment

The report focuses on three main
areas affecting the current business
environment.

* Operating conditions will remain
difficult: Uneven traffic and rising
costs will continue to strain revenue
and profitability, and those elevated
expenses will reinforce the need for
operational efficiency and creativity.

* Profitability will be challenging:
According to the data, 42% of opera-
tors said their restaurants were not
profitable in 2025, and that they had
limited ability to raise menu prices.
As a result, margin pressures will
remain a concern in 2026.

* Resilience and creativity will be
essential: Technology is becoming an
essential tool for managing operations
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costs, while delivering the value and
experiences customers want and the
research shows that customers now
expect technology will be a part of
their restaurant experiences.

The report also examines how
low- and middle-income consumers
are dealing with lingering inflation
and the cooling labor market that’s
tightening their household budgets.
Currently, higher-income households
and consumers with investments are the
ones driving much of the spending of
disposable income. This will challenge
operators to attract a broad range of
customers by delivering meaningful
value that resonates across different
budget levels.

As the job market impacts
spending power, the Association will
continue to watch for changes in
hiring. But the potential for increased
economic growth later this year
could bolster confidence and support
additional spending.

When it comes to how consumers
spend at restaurants in 2026, the
majority (61%) say they still consider
restaurants essential to their lifestyles
and will continue prioritizing dining
out. However, they also note that value
offerings, like discounts and daily
specials, and loyalty programs will
influence their restaurant choices, both
on- and off-premises.

Some of the most crucial informa-
tion surrounds the industry’s acceptance

and deployment of workforce develop-
ment and technological improvements.
According to the report, this includes:

* Creating a future-ready workforce

* Investment in training and tools that
equip employees for evolving roles

* The ability to blend hospitality with
technology-driven efficiency.

Operators also say they intend to
cultivate the next generation of talent
by ensuring they develop a skilled,
adaptable workforce that delivers
exceptional service.

When it comes to increasing their
use of technology, 60% of opera-
tors say their restaurants are in the
technology mainstream, while nearly
3 in 10 think they’re lagging, and only
1 in 10 consider themselves to be at the
forefront of technological innovation
compared to their peers.

Topping the list of areas impacted
by technology are on-premises ordering
and payment, marketing/advertising,
customer feedback, and back-office
functions.

Many operators also say they’re
planning to utilize breakthrough
efficiencies, such as digital ordering,
automation, and data analytics,
to streamline their operations,
reduce costs, enhance the custom-
er’s experience, and drive long-term
competitiveness.m
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The Japanese Sake Embraced by the World’s Pinnacle of

Gastronomy -Kura Master 2026

— Where Japanese Sake Meets the World’s Highest Gastronomic Stage-

HREREIEDORXILH FE.N.
-Kura Master 2026— R RS IEDERZERITHHI NI “FIiE O

he judging session for Kura
I Master 2026, the Japanese sake
competition held in Paris, took
place on April 27 at the prestigious Le
Pavillon Ledoyen, nestled within the
gardens of the Champs-Elysées, where
the official results were unveiled.
Marking the 10th anniversary of Kura
Master 2026, this year’s edition became
the largest in the competition’s history.
In addition to the sake competition,
the event expanded to encompass 23
categories in total, including Japanese
wine, Honkaku Shochu and awamori,
as well as liqueurs—showcasing the
remarkable breadth and evolution of
Japan’s artisanal alcohol culture.

Launched in 2017, Kura Master is
a Japanese alcohol competition created
by the French, for the French palate.
What sets the competition apart is its
panel of judges: rather than Japanese
experts, the evaluation is entrusted to
France’s leading culinary and beverage
professionals.

Approximately 125 judges took
part this year, including sommeliers
honored with the prestigious MOF
(Meilleur Ouvrier de France) title,
sommeliers from Michelin-starred
restaurants, beverage directors from
five-star hotels, and renowned restau-
rateurs. Every entry was assessed
through a rigorous blind-tasting
process, ensuring that each label was
judged solely on its character, balance,
and craftsmanship.

The setting for this landmark 10th
anniversary was Le Pavillon Ledoyen,
a historic establishment founded in
1779. Today, it stands as a temple of
gastronomy led by Yannick Alléno, one
of the world’s most Michelin-starred
chefs. Surrounded by the lush greenery
of the Champs-Elysées gardens, the
venue provided a symbolic stage
where Japanese sake and Japanese
wine were evaluated through the lens of
French culinary culture—an eloquent
reflection of Kura Master’s growing
international prestige. This year’s sake
competition featured judging across
nine categories, including junmai,
junmai daiginjo, and sparkling sake.
The evaluation process was conducted
over six tasting sessions, with judges

18 July 2026 - www.alljapannews.com

BADHE

comparing six to eight labels at each
table in a meticulous blind-tasting
format. From the 55 finalists selected
for the final round, 30 outstanding
sake labels were awarded distinction
prizes, while nine exceptional entries—
one from each category—received the
coveted Jury Prize, the competition’s
highest honor.

One of the defining character-
istics that continues to distinguish
Kura Master is its strong emphasis
on pairing. Within French culinary
culture, wine and spirits are consid-
ered complete only in harmony with
food, and Japanese sake is evaluated
not merely on its own merits, but also
through its compatibility with cuisine.

This philosophy was especially
evident in this year’s “Alliance
Gastronomie Prize,” a special judging
category centered on pairings with
dishes curated under the supervi-
sion of Yannick Alléno. The category
focused exclusively on sparkling sake,
exploring how Japanese sake can
engage in dialogue with haute cuisine
at the highest level.

More than a mere competition of
spirits, it was also an exploration into
the role Japanese sake can play at the
world’s table.

Meanwhile, the Japanese wine
competition entered its second edition,
drawing growing international atten-
tion. Presiding over the judging panel
was Paz Levinson, the internationally
acclaimed sommelier renowned on
the global gastronomic stage. Somme-
liers from leading institutions such as
Ritz Paris, Cheval Blanc Paris, and
Mandarin Oriental Paris, alongside
professionals from three-Michelin-
starred restaurants, evaluated the
distinctive character and quality of
Japanese wines. In France—the very
heart of European wine culture—the
establishment of a serious platform for
discussion and evaluation of Japanese
wine marks a significant step forward
for Japan’s wine industry, signaling its
steady emergence on the global stage.

In recent years, Japanese sake
exports have continued to reach record
highs, steadily strengthening their
presence in international markets. In

France in particular, growing enthu-
siasm for Japanese cuisine, combined
with an increasing number of Michelin-
starred restaurants incorporating
sake into their wine lists, has helped
reposition “SAKE” not merely as
an expression of Japanese culture,
but as an integral element of global
gastronomy. Against this backdrop,
Kura Master has emerged as a symbolic
international stage—one that reflects
and reinforces sake’s evolving role
within the world of fine dining.

This year’s Kura Master 2026
served as a compelling showcase
of how Japan’s diverse drinking
culture—spanning sake, Japanese wine,
shochu, and liqueurs—is received at
the forefront of French gastronomy.
Marking its 10th anniversary, the
competition has evolved beyond a
traditional tasting contest. It now
stands as a cultural bridge, fostering
dialogue between Japan and France
and positioning itself as a true platform
for cultural exchange—one that carries
Japan’s beverage heritage onto the
global stage. What the gourmets of
Paris discovered in each glass was not
taste alone. It was the terroir behind
it, the philosophy of its maker, and,
ultimately, the essence of Japanese
culinary culture itself.

The awards ceremony, scheduled
for Wednesday, September 30 at the
Residence of the Ambassador of Japan
in France, will announce the ultimate
“President’s Prize,” selected from
among the Jury Prize winners. The
event will also honor the Best Brewery
of 2026, present the Jury Prizes, and
recognize the recipients of the Alliance

i Kava Massa

FARINS

Gastronomique Prize.

Japanese Sake Competition:
“Jury Prize” Winners (Top winners
in each of the 9sake categories)

1. Sparkling Sake Category

Yamanashi Meijo Co., Ltd.
Shichiken Hoshinokagayaki
Sparkling

2. Junmai Diginjo (1-35%) Category

MIYAKE HONTEN Co., LTD.
Sempuku Yamadanishiki
Junmaidaiginjo 35

3. Junmai Diginjo (36-50%) Category
Azakura Shuzou Co., Ltd.
Azakura Junmaidaiginjo Muroka-
genshu Misatonishikishikomi

4. Junmai (51- 65%) Category
TSUBOSAKA Shuzo Co., Ltd.
Junmaiginjo SEPPIKOSAN

Muroka-genshu

5. Junmai (66- 100%) Category
Nabedana Kouzaki Brewery
Jinyu Junmai

6. Diginjo Category
AKITA SEISHU CO,, LTD.
Kariho Daiginjo KOUN

7. Classic Fermentation Category
Shata Shuzo Co., Ltd
Tengumai Yamahai Jikomi
Junmaishu

8. Aged Amber Sake Category
Enoki Shuzo Co., Ltd.
Hanahato Kijoshu Aged for 8 years



9. Aged Sake Category

MIYAKEHONTEN Co., Ltd.
Sempuku Shinriki Kimoto Junmai
Muroka Genshu85

Japanese Sake Competition:

Alliance Gastronomique Award

Winner

AKITA SEISHU CO., LTD.
Dewatsuru AWA SAKE ASHITAE

Honkaku Shochu & Awamori
Competition: “Jury Prize”
Winners (Top winners in each
of the 8 Honkaku Shochu &
Awamori categories)

*Sweet Potato Category
Wakashio Shuzo Co., Ltd.
GLOW EPO5
*Rice Category
Toyonaga Distillery
Joatsu Toyonagakura
*Barley Category
Toyonaga Distillery
Mugishiru
*Brown Sugar Category
Amami Oshima Brewery
Jougo
*Awamori Category
Yaesen Distillery
Yaesen
*Variety Category
Hachinohe Shuzo Co., Ltd.
MINATO DISTILLERY APPLE
SPIRITS
*Barrel Aging Category
DEN-EN SHUZO CO., LTD
DEN-EN ENVELHECIDA
*Prestige Koji Spirits Category
Shinozaki shochu
ASAKURA SHERRY CASK FINISH

Japanese Wine Competition:
Jury Award Winner (Top winners
in two wine categories each)
1. Koshu Category
Monde Winery Co., Ltd.

Koshu Barrels2024
2. Muscat Bailey A Category
Horaisun Winery CO., LTD

R359 SANGOKU

MOF (Meilleurs Ouvriers de France)

Meilleur Ouvrier de France (“Best
Craftsman of France Sommelier”)
is a prestigious award presented to
individuals who demonstrated excep-
tional skills and craftsmanship in
various industries such as culinary
arts, confectionery, patisserie, jewelry,
folk art, gardening, etc. Befitting the
French spirit of Art de Vivre (“the art
of living”), the award is presented in
approximately 180 professions, of
which the most renowned is “Culinary
Arts.” Renowned chefs awarded
the MOF include Paul Bocuse and
Joel Robuchon.m
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2026

FOOD EVENT CALENDAR
-+ JUNE-AUGUST &3

JUNE

Summer Fancy Food Show

6/28-30

New York, NY

The Jacob K. Javits Convention Center,
New York

In 2026, the Specialty Food Asso-
ciation 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, dis-
tributors, investors, media, students,
and manufacturers 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 Associa-
tion 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 Association
(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 taste-
buds, chew on emerging trends, and
get facetime with all the right people
at one of the food industry's tentpole
events.

July

FoodieLand Food Festival
7/3-5

Los Angeles, CA

Rose Bowl Stadium

Experience FoodielLand: a nation-
wide food festival filled with 250+
vendors with global flavors, artisan
shops, games, and live music. Food-
ieLand is the nation's LARGEST FOOD
FESTIVAL, uniting local talent, small
businesses, and global flavors in one
vibrant experience. More than just
a festival, FoodieLand is a gathering
place where people come together to
celebrate community through food,
culture, and unforgettable moments.
Get your tickets now! See you there.

School Nutrition Association
— SNA

7/12-14
Charlotte, NC
Charlotte Convention Center

Known as the School Nutrition Event
of the Year, SNA's Annual National Con-
ference (ANC) is the largest and most
vibrant gathering of K-12 school nutri-
tion professionals in the country. Each
July, thousands of school nutrition
operators, directors, managers, state
agency staff, and industry partners
come together for four energizing days
of learning, networking, and discovery.
ANC is where school nutrition comes to
life. From cutting-edge education ses-
sions and expert-led keynotes 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 professional

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 Convention
has been acquired by the Texas Restau-
rant Show. This merger, to be known as
the Bar & Nightclub Showcase, 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 Convention, will help guide
the transition and elevate the experi-
ence 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 technology,
compliance insights, and work-
force 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 connected.
Stay at the forefront.
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The Foodservice Conference
— International Fresh Produce
Association

7/23-24

Monterey Conference Center
Monterey, CA
www.freshproduce.com

This conference unites fresh produce
and foodservice industry leaders to
explore innovative solutions and foster
collaborations. Attendees enjoy keynote
sessions, networking opportunities, and
insights into the latest foodservice trends.
With its focus on fresh produce’s role in
culinary innovation, the event is ideal for
chefs, suppliers, and distributors aiming to
drive growth in foodservice.

Bite of Seattle
7/24-26

Seattle Center
Seattle, WA

For over 40 years, The Bite has
proudly served as the gathering place for
local and regional businesses to foster
community connections and celebrate
the Pacific Northwest’s food scene. Under
new management by FoodieLand, and in
partnership with Seattle Center, The Bite
promises an impressive lineup of 300+
food vendors, retail pop-ups, craft beer
and wine tastings, and 50+ musical artists.
FoodieLand'’s mission has always been
about community and fostering connec-
tion through cuisine. Acquiring the Bite
in 2023, FoodieLand extended its West
Coast flair to the PNW, bringing over 16
annual events across the country. Its first
year revitalized the annual city tradition,
bringing in over 355,000 attendees across
the 3-day festival.

UNFI Holiday and Winter Show
Central / West

7/20-22
Las Vegas, NV

The specialty food market can be
incredibly competitive and gaining shelf
space or distribution requires you to be
on the ball. Luckily, no matter what stage
of growth your brand is in, we have the
data and expert insights and product-
level attribute tracking to help you get the
sweetest results. This selling show exhibits
the full spectrum of products and services,
supporting both the natural and conven-
tional suppliers, as well as all grocery retail
customer channels for the western region.

August

2026 Los Angeles Food & Sake Expo
8/

Anaheim Marriot Hotel
Anaheim, CA

Annual Wismettac Sake and Food
Celebration — a signature event featuring
premium sake and delicious food pairings.

Source Premium Japanese Sake &
Asian Food-efficiently, in one place.
Meet some of our vetted manufac-
tures and distributors, sample the
latest products, and experience first-
hand. Special prices and discounts
will also be available for events par-
ticipants. This event is strictly 21+
Valid government-issued photo ID is
required for entry. This is B2B-Only
event and not open to the general
public. For more information about
the event, please contact a sales rep-
resentative at Wismettac Asian Foods

Inc.

California Restaurant Show
8/23-25

Anaheim Convention Center
Anaheim, CA
www.californiarestaurantshow.com/

Whether you're an indepen-
dent owner, quick-serve restaurant
operator, chef, caterer, baker, bar or
nightclub operator, hospital, hotel,
or commercial foodservice per-
sonnel — join us August 23-25, 2026,
at the California Restaurant Show
at the Anaheim Convention Center.
Join thousands of your peers at the
show, where you'll have access to
the hottest menu trends, state-of-
the-art design and decor, the best in
business education, and hundreds of
the leading vendors and purveyors
dedicated to serving the restaurant &
foodservice community — all under
one roof. Watch live culinary demon-
strations, competitions, and awards
ceremonies and listen in on educa-
tion sessions in our Education Alley
Theaters. Shop from hundreds of
exhibitors, explore the latest in food-
service trends, and join our exciting
events - all on the show floor!

Dream Asia

8/7-9

South Carolina State Fairgrounds
Columbia, SC

Dream Asia Festival is coming
to South Carolina on August 07-09,
2026, at the South Carolina State Fair-
grounds in Columbia, bringing three
unforgettable days of Asian food,
culture, entertainment, and family
fun. Explore 80+ Asian food vendors,
shop 30+ unique merch and anime
vendors, enjoy high-energy live per-
formances including K-STAR Circus: A
Kung-Fu Journey, DJ & live music, cul-
tural showcases, K-pop dance parties,
and cosplay contests, and take partin
interactive experiences like the Squid
Game Challenge, Karaoke Contest,
and JDM Car Expo. Experience crowd-
favorite attractions like the Fetch
the Fun Dog Show, along with a Kids
Activity Zone and petting zoo.
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One of North America’s largest Japanese food trade shows,
“FOOD & SAKE EXPO,” was held

-JFC International brought together food and sake,
attracting more than 1,500 industry professionals-

JtKREAROBABEAS TFOOD & SAKE EXPOJ R
JFCA >V RA—F - 7—ReBEZRES. 1500 ABOERBEREL KIS

osted on May 16 at the
Hilton Hotel in Costa Mesa,
California, the “Food & Sake

Expo” organized by JFC International
— a member of the Kikkoman Group
and one of the largest Japanese food
distributors in the United States —
drew significant attention as a major
industry event showcasing the appeal of
Japanese sake and washoku culture to
the North American market. The venue
welcomed a wide range of attendees,
including sake breweries from across
Japan, food manufacturers, restaurant
professionals, distributors, and local
buyers, creating a vibrant atmosphere
for networking and lively exchanges on
the latest products and market trends.

This year’s expo showcased not
only traditional varieties of sake such
as Junmai, Ginjo, and Daiginjo, but
also a diverse lineup of market-driven
products, including low-alcohol
options, sparkling sake, and fruit-
infused liqueurs designed to appeal to
evolving consumer tastes.

In particular, sake featuring elegant
aromas and a light, refined finish
reminiscent of white wine received
strong praise from American buyers
familiar with wine culture. Plum wines
and fruit liqueurs made with ingredients
such as peach and yuzu also attracted
considerable attention as products
well positioned to appeal to younger

Japanese Restaurant News

consumers and female customers.

At the venue, exhibitors went
beyond simple tastings, actively
presenting pairing suggestions with
Japanese cuisine. By matching sake
with dishes such as sushi, yakitori,
and contemporary fusion creations,
they highlighted new ways to enjoy
Japanese sake, with a clear focus on
expanding its adoption in local restau-
rants. Many exhibitors also emphasized
versatility as a key message, with one
noting, “We want people to under-
stand that sake pairs not only with fine
Japanese dining, but also with Western
cuisine and casual dishes as well.”

Yoshihide Murakami of JFC Inter-
national, commented, ”Amid concerns
over an economic slowdown, Trump-
era tariffs, and rising costs for rice, raw
materials, and logistics, Japan’s sake
market is increasingly shifting from
premium offerings toward more afford-
able price segments. While overall
consumption levels at restaurants
have remained relatively stable, there
is a noticeable trend toward smaller
formats, with bottles moving from
the traditional 720ml size to 300ml
servings in an effort to reduce procure-
ment costs. At the same time, cocktail
events featuring sake and shochu have
been gaining strong popularity, partic-
ularly among younger consumers.
This growing interest is also driving
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demand for low-alcohol, sweeter, and
more approachable products, signaling
a broader shift toward more casual
and flexible drinking occasions. An
increasing number of products with
alcohol content in the 11-13% range
are also entering the market, reflecting
a broader shift in both Japan and the
United States toward more flexible
and creative ways of enjoying sake.
What was once considered a distinctly
American approach—sake cocktails—
is now also being embraced in Japan,
with some brewers noting that they
have begun hosting similar initiatives
at their own breweries. Sake is gradu-
ally evolving beyond being a beverage
meant solely for traditional consump-
tion, becoming instead part of a more
versatile drinking culture that encour-
ages mixing and experimentation with
other drinks. While the outlook remains

uncertain, sake continues to show resil-
ience, maintaining steady growth even
as the beer market contracts, and is
widely regarded as holding up well
under current market conditions.”

In North America, growing health
consciousness and the popularity of
fermented foods have been steadily
boosting interest in Japanese cuisine
year after year. Against this backdrop,
sake is increasingly being recognized
as an integral part of food culture,
and this year’s Food & Sake Expo
went beyond a simple tasting event
to become a comprehensive platform
showcasing the full breadth of Japanese
food and sake together. The event also
served to reaffirm the strong potential
of the North American market as Japan
continues to pursue the expansion of its
alcoholic beverage exports.m
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NET WT. 9.50z
(270g)

Garlic Flavor
Tonkotsu-style Ramen

#52204
Rich and creamy pork bone broth

A\

Authentic que‘n. No Ki%chen Required.

I

NET WT. 9.50z
(270g)

Rich Taste
Miso Ramen

#18375
Deep and flavorful miso-based broth

NET WT. 9.50z
(270g)

Umami
Soy Sauce Ramen

#49304
Balanced soy sauce-forward

Just ADD WATER
AND MICROWAVE
FOR 5 MINUTES

Artisan style noodles with springy texture and bold flavors!

NET WT. 10.50z
(300g)

Spicy Tantan Noodles
Without Soup

#34579
Soupless tantan noodles featuring

flavored soup a spicy lingering finish

Choose with confidence.

Distributed by Connect with a Mutual Trading representative today!
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THANK YOU

Above images show serving suggestions.
Product availability may vary by region.
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JAPANESE FOOD &
RESTAURANT EXPO 2026

NEW YORK
save the date

SAT
SEPT 19

HAWAII
held in

May

LOS ANGELES
save the date
SAT
SEPT 26

Largest & Longest Running Japanese Food Trade Show Outside of Japan
Principal Meeting Place For Foodservice Professionals & Suppliers

NEW PRODUCTS S SAVINGS FREE to Attend"

* JFRE is a professional trade show, and is restricted to food and foodservice professionals. No one under the age of 18 will be allowed. Must be 21 years old for alcohol tastings.
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Honorary Sake Sommelier & Saka-Sho

GEKKEIKAN SAKE
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Honorary Sake Sommelier

(ae)

.
Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Hanorary Sake Sommeller Honarary Sake Sommel/er & Saka Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
TIC GROUP ) ) Chalrman Honora’y Sake Sommelier & Saka-Sho Owner “True Sake” Owner of M&M Enterprise

Katsuya Group

Owner “SAKAVANYC'

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

I this issue, I’d like to report on
n a secret to enhance pairing of
Japanese cuisine with sake.

First, please have three
brands of Japanese sake with very
different properties.

For example, select Junmai
Daiginjo, Tokubetsu Junmai, and
Junmai Kimoto from different regions.

Glasses used for the three sake
brands must have the same shape. Chill
the sake in the refrigerator at approx-
imately 55 degrees F for three hours

prior to serving.

As for the cuisine, they can be
prepared in advance if time allows. If
not, if you want to try several different
dishes to compare, then take out is
recommend. For example, trying
Chinese and Italian cuisine (avoid
foods strong in flavor or garlic) is fun.

For the order of sampling, be sure
to start with sake made from rice with
the highest milling: from Daiginjo —
Tokubetsu Junmai — Junmai. The most
important aspect of sampling sake is to

sip the sake, sample the cuisine, then
drink the same brand of sake again.

If umami or a wide range of rich
flavors are detected, then the pairing
is considered a success. Also, if
the appetite increases, this is also a
good outcome.

Japanese sake goes surprising well
with unexpected dishes (like cheese or
steak), so please try pairing without
biases for interesting discoveries.m
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"Creative sushi & Sake” [Ilustrares the technigues of the
fimest sushi cheds throughouwt the world, conoenirating on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top Japanese
professional chefs with many years of experience,

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

https:/falliapannews.com/page/sushisake-1
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» New Forms of Sushi

» New Styles of Sushi

= Innovative and Popular Creative
Sushi

= Mastering Techniques

= Sushi in the USA and Europe

+ In What Way Has "Sushi” Evolved?

« For all who love Sake
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JAPAN’S HIDDEN JI-BEER GEMS

A Brew Shaped Bold Flavors Born
by the Samurai Heritage of Hagi from Nagoya’s Golden Spirit
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Cyonmage Beer Pale Ale
#4938
ABV:5%

Kinshachi Aka Miso Lager
#3192
ABV: 6%

Kinshachi IPA
¥ #3186
===y ABV:7%

Cyonmage Beer ALT
| #4939
ABV: 5%

product availability may vary by regions
MTE S AKE PAGEANT OF DISTINCTION ~ _
Legendary  Finesse = Award Winning (5= MUTUAL TRADING

mtcsake,com SAKE SHOCHU WINE CRAFTBEER SPIRITS >

Enjoy responsibly ~ @2026 Mutual Trading Co., Inc.

Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes

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

=225 MUTUAL TRADING

N 5 fl.oz. 32 fl.oz.
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Restaurant Trend Report

Beyond Bitter:

The Rise of Fruity Japanese Ji-Beer
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i-Beer: “Local Beer”, artisan craft

brew, reflecting unique characters has

long leaned into bold hops, bitterness,
and high-alcohol experimentation. But
consumer preferences are shifting toward
beverages that feel lighter, smoother, and
easier to enjoy casually.

This change is especially noticeable among
younger consumers.

Gen Zs came of age on flavored beverages.
Yuzu. Lychee. Matcha. Mikan. These flavors
are no longer unfamiliar or niche. They
already exist across cocktail menus,
sparkling beverages, desserts, and snack
culture. The question is no longer whether
consumers are interested in fruit-forward
or tea-infused drinks. The question is
whether restaurant beverage programs are
offering them in beer form.

That shift creates new opportunities for
Ji-Beer.
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Unlike many Western craft beer styles
built around hop intensity, Ji-Beer often
emphasizes balance, seasonality, and
compatibility with food. In many ways, it
reflects the broader philosophy of Japanese
cuisine itself: harmony over dominance.

For foodservice operators, fruit and
tea-forward Ji-Beer offers something
increasingly valuable: approachable flavor
profiles that appeal not only to beer
drinkers, but also to cocktail, wine, and
hard seltzer consumers looking for
something refreshing, flavorful, and new.

Many restaurants already feature specialty
cocktail sections to showcase signature
beverages and create a stronger sense of
identity. Ji-Beer can serve a similar role
within the beer category. A dedicated
seasonal or specialty beer section
featuring fruit and tea-forward Ji-Beer
can help differentiate a beverage program
while creating opportunities for featured
pours, pairing menus, and stronger guest
interaction.
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For operators thinking beyond traditional
beer categories, Ji-Beer may become less
of a niche offering and more of a modern
menu advantage.
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

the youngest person ever to
receive the 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 2
SHE - BEHEARBHHT

collaboration project titled

“Seijo” has launched,

bringing together anime
voice actresses and “Kokushu,” Japan’s
traditional alcoholic beverages culture
that has been registered as a UNESCO
Intangible Cultural Heritage. “Seijo”
is a new project designed to share the
appeal of Japan’s traditional “Kokushu”
— including Sake, Honkaku Shochu,
Awamori, and Hon-mirin — through
the voices of anime voice actors
and comedians.

As the first event of the “Seijo”
project, a special collaboration
event featuring anime voice actors,
comedians, and Japanese sake was held
at Tokyo Station.

Under the theme of “Giving Voice
to Kokushu,” a wide selection of Sake
and Honkaku Shochu from across Japan
gathered at the venue, showcasing the
diversity and richness of the country’s
traditional alcoholic beverages. The
featured performers included a wide
range of today’s leading anime voice
actors and comedians, such as Kaede
Hondo, Hantaro Tenshin, Mikako
Takahashi, Risae Matsuda, Hotomi
Sekine, Nana Hamasaki, Haruki Ishiya,
as well as the manzai duo Nihonshu.
Bringing together talents from across
the anime and comedy worlds, they
energized the special venue at Tokyo
Station with their distinctive “voices,”
each adding their own color and

personality to the presentation of
Japan’s traditional “Kokushu.”

Guests were treated to heart-
felt expressions of deep affection for
“Kokushu,” along with unique personal
insights and entertaining anecdotes
shared by the performers.

When I closed my eyes and listened
to the talk, it felt like scenes from that
anime were coming back to me, and I
truly felt that an anime world without
visuals was appearing in my mind.

The activities will become more
full-scale from here on. Events
overseas are also planned, so please
look forward to them.m
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apanese sake generally sold is
undiluted sake adjusted with
water to the alcohol content of 15

~ 16%. However, the alcohol content
of squeezed sake mash itself is rather
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.
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Alcohol content of sake

B EHERE

high, at approximately 20~22%, the
highest alcohol content among brewed
liquor worldwide (wine is between
9~14). While alcohol is generated from
sugar broken down by yeast, for yeast
to produce large amount of alcohol at
once, high sugar content of approxi-
mately 40% in the sake mash would be
required. However, if the sugar content
is too high in the yeast, the production
of alcohol would be inhibited due to
osmotic pressure. Within high concen-
tration of sugar, yeast cannot grow.
Despite this fact, the secret behind the
high alcohol-concentration in sake is in
the brewing method.

Sake mash that creates Japanese
sake is prepared by adding steaming
rice, rice malt, and water to the yeast
starter with large quantity of cultured
yeast. Therefore, sake mash contains
two parallel functions: to produce sugar
by gradually breaking down steaming
rice into glucose using yeast from the
rice malt, and alcohol fermentation
by breaking down the glucose into
alcohol and carbon dioxide gas using
the glucose. In other words, the glucose
in the sake mash is always maintained
at an appropriate concentration for the
yeast. For this reason, yeast can gen-
erate large quantities of alcohol without
exposure to osmotic pressure. In this
way, the production of alcohol in the
sake mash and alcohol fermentation
occurring together is known as “par-
allel multiple fermentation.” Also, it is
known that alcohol tolerance is added
to the yeast starter by a portion of the
rice malt component, which generates
high concentration of alcohol. On the
other hand, grapes, the ingredient to

produce wine, is a “saccharine food
ingredient” that originally contains
abundant sugar content, thus there is
no need to produce sugar during the
production process.

However, in principle, smashing
grapes and placing them in a container
would allow the natural yeast on the
grape skin to produce alcohol fermen-
tation that produces wine. However,
the alcohol concentration level will
not be as high as Japanese sake. In this
way, alcohol fermentation occurring
independently is referred to as single
fermentation. Also, in case of beer,
since the ingredient is the same grain
product (starch) as rice, it is necessary
to convert the food ingredient into sugar
during the production process. First,
the saccharogenic amylase of the malt
would break down into sugar, where the
yeast proliferates for alcohol fermenta-
tion. In this way, the function to convert
into sugar and alcohol fermentation that
takes place independently is referred
to as “fermentation after saccharifica-
tion.” However, since beer uses a large
quantity of water, alcohol-level is rather
low at approximately 5%.m
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: Polishing Rate: 50%
: (Yamadanishiki &
i Nihonbare)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Shichiken Oonakaya
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

i Polishing Rate: 37%
i (Yamadanishiki)

Honjozo
0Ozeki Corporation (Hyogo)

Polishing Rate: 70%

Ozeki Karatanba Nama Chozo

f ERLGT Rk
x|
i Polishing Rate: 60% o
i (Matsuyamamii) =

Seiryo Zen Turf
Tokubetsu Junmai
Seiryo Shuzo (Ehime)

Junmai

Polishing Rate: 70%
Hakutsuru Draft

Hakutsuru Sake Brewing (Hyogo)

¢ Polishing Rate: 50%
i (Gohyakumangoku,
i Chiyonishiki)

Kurosawa Ginrei
Junmai Daiginjo
Kurosawa Sake Brewery (Nagano)

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

In addition, Japanese sake type also differs by aroma and
preparation method. The Sake Service Institute focused on the
sake flavor and aroma to classify sake into four different types.

Sake type is classified by plotting the sake flavor onto the
horizontal axis and sake aroma onto the vertical axis. Sake with
concentrated flavor and aroma is designated as Mellow Sake,
while sake with concentrated flavor but light aroma is Pure
Sake, sake with subtle flavor but pungent aroma is Aromatic
Sake, and sake with subtle flavor and light aroma is designated
as Refreshing Sake.

Compatible cuisines and temperature are indicated for each
sake type as reference to select your sake type for sampling.

Refreshing sake with no odd flavor is referred to as clean
sake flavor. The lower the rice-polishing ratio, the cleaner the
sake flavor. To the contrary, the higher the rice-polishing ratio,
the more concentrated the umami flavor in the sake. Generally,
aromatic sake is best served chilled, while rich sake is best
served hot. Raising the temperature increases the umami and
sweet flavors, mellowing the acidity of sake.

Heating both Mellow and Pure Sake produces more full-
bodied flavors.

Rich sake refers to Japanese sake light and refreshing in
flavor, while sweet Japanese sake is heavy and strong in flavor.m

SAKE Class

|,':.-.-_-_- 103

EESSE L]
—— RIBORAE ANERETHE

Rtz BRBEAIURBERABE
HEETHE-EP HARBRBAR GRS
M—REBoELBEREORNERAMELE
i BAES DA mERE

DORBHEH- FRAMESETIE OR
MERBBEANNBARE, OREREETR
RABRBIBAEE, OREREME RN
BARE, ORMERBRABXNBRIH-

HEE-—BRE HAESEECARIEN
RAEE AR E  F I PR RIR R B A8 B
AMUERZE

REMK -ORBERNE BEERBEARL
FBYE - —ARZRER ) ERIF R Y S REREKER
EHRHBGEMEZF AR BRI ERSH
BAESAREEEENSK

BERD BRRBNBRBEES SR M
BEERBINESRARRABIAE -BER
EFE B SR S EMBARE B IKRY
SESEMRM-

LEEAEMER MARKAENRR
HE N AR 2 2 R E K

PREBEEEBYIE 2 B 458 B WK it R By —
RESD I ot B AEE O R B REHRZE
BAMBFEFOMRES

ONLINE

i
i
"
i —
i




To I'.( g o by Ryuji Takahashi .
Jizake Strolling

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.

A Night of Half-Priced Lemon Slices — The Quiet Happiness
Drifting Through Keihin’s Beloved Izakaya, Akafudaya

- The Popular Tavern Culture | Encountered in a Seaside Town—Cheap,

Delicious, and Free from Having to Worry About Anyone Else-
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O a personal note, I recently
n moved from the shadow of
Shinjuku’s skyscraper district to the
Keihin area. Although both are part of
Tokyo, the atmosphere feels remark-
ably different. Around Shinjuku, people
always seem to be moving at a brisk
pace, as if the city itself never stops
rushing forward. In the Keihin region,
however, time appears to flow a little
more gently. Perhaps it is the influ-
ence of the sea breeze, but there is a
curious sense of calm that makes the
passage of time feel slower and more
relaxed. Compared with the Shinjuku
area, the Keihin region also seems to
have far fewer disappointing budget
izakayas. Cheap and delicious estab-
lishments exist here as if they were the
most natural thing in the world, and it is
not unusual to find them already full by
five o’clock in the evening. The drink-
ing culture feels different as well. In
Shinjuku, many bars and izakayas seem
to attract people looking for company
or conversation. In the Keihin area, by
contrast, there appear to be more places
where one can sit quietly and enjoy a
drink alone without saying a word.
Among these establishments—cheap,
delicious, and requiring little in the way
of social effort—there is one particular
place in the Keihin region that I find
myself returning to again and again.
When you visit on a weekday
afternoon, you will find seasoned solo
drinkers lined up along the counter,
seated one seat apart from one another,
quietly enjoying their drinks and snacks
in complete silence. Inside the tavern,
the only sounds that regularly break the
calm are the electronic chimes signal-
ing that an order has been placed. The
Chinese staff members serve food and
drinks with a matter-of-fact efficiency
and little small talk, and somehow that

understated, no-frills style contributes
greatly to the comfort of the place.
What is truly remarkable, however, is
the pricing. A glass of shochu highball
or green tea highball costs just 100 yen,
while a mega-sized mug is only 150
yen. The food menu is equally astonish-
ing: nearly one hundred different dishes
are available, with most priced between
300 and 500 yen. It is the kind of place
that feels almost impossible to imag-
ine in central Tokyo today—a tavern
where abundance, affordability, and
quiet solitude coexist with effortless
ease. However, even this price-break-
ing izakaya has not been immune to
the rising tide of raw material costs.
When I first visited the place about ten
years ago, a plate of tuna sashimi was
only 190 yen. Sake was equally cheap
at 190 yen per “go” (a traditional unit
of measure). Today, however, the situ-
ation has changed. The tuna sashimi
now costs 350 yen, and a “go” of sake
has risen to 300 yen. Even in a place
built on the idea of extreme affordabil-
ity, the quiet pressure of inflation has
inevitably made its mark. Even so, the
place remains extremely cheap, so there
is really no cause for complaint. How-
ever, on a recent visit, [ ordered my
usual mega mug of chiihai for 150 yen,
only to notice something different. The
lemon slice that usually floats coolly in
the glass had been reduced—cut in half.
I have to admit, I prefer the full “full-
moon” slice of lemon, so I felt a slight
sense of disappointment. Still, that feel-
ing was quickly replaced by admiration
for the effort of the shop. Even as other
menu items have gradually increased in
price, they continue to hold the line on
the chiihai, keeping its price unchanged.
In that small gesture lies a kind of quiet
determination—an attempt to preserve
something essential about the place,

even as the surrounding world grows
more expensive. Perhaps it is because
of that very spirit of perseverance that,
despite being a down-to-earth, every-
day izakaya, the establishment has
even expanded overseas. It now oper-
ates several branches in Germany and
United Kingdom, and is still in the pro-
cess of steadily increasing its number
of locations. It is somewhat astonishing
to think that a humble neighborhood
tavern culture, born from cheap drinks
and unpretentious meals, has begun to
take root far beyond Japan—continu-
ing to grow, quietly but surely, across
borders. Even as prices continue to
rise, neither the stance of the establish-
ment nor its regular customers seems to
have changed in any significant way. It
is the kind of place that, once visited,
inevitably makes you want to return
again. For anyone who enjoys a drink,
I would strongly recommend paying a
visit at least once to the popular izakaya
chain Akafudaya.m
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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.
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Academy Former chief of planning
dept. at Mutual Trading.

David Kudo

Sake Sommelier
Master Sake Sommelier
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Pairing of Sake

I this issue, I’d like to report on
n a secret to enhance pairing of
Japanese cuisine with sake.

First, please have three
brands of Japanese sake with very
different properties.

For example, select Junmai
Daiginjo, Tokubetsu Junmai, and
Junmai Kimoto from different regions.

Glasses used for the three sake
brands must have the same shape. Chill
the sake in the refrigerator at approx-
imately 55 degrees F for three hours
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"Creative Sushi & Sake” [Ilustrares the technigues of the
fimest sushi cheds throughouwt the world, concenirating on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top |apanese
prodessional chefs with many years of experience,

[published in English by All Japan News, i, in 2005)

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

prior to serving.

As for the cuisine, they can be
prepared in advance if time allows. If
not, if you want to try several different
dishes to compare, then take out is
recommend. For example, trying
Chinese and Italian cuisine (avoid
foods strong in flavor or garlic) is fun.

For the order of sampling, be sure
to start with sake made from rice with
the highest milling: from Daiginjo —
Tokubetsu Junmai — Junmai. The most
important aspect of sampling sake is to
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+ In What Way Has "Sushi” Evolved?
+ For all who love Sake

sip the sake, sample the cuisine, then
drink the same brand of sake again.

If umami or a wide range of rich
flavors are detected, then the pairing
is considered a success. Also, if
the appetite increases, this is also a
good outcome.

Japanese sake goes surprising well
with unexpected dishes (like cheese or
steak), so please try pairing without
biases for interesting discoveries.m

S RIE YD O ZHE2 =2
H;I LIC =0 O S 1ot H2 =0
A Z2 =0| UXK0IM OEA WS
LIHEA|7| HFREL|CE,

ZECto|LE g Bto| HX[= WS
LoEcHH, o IHI01%'% H3Lct
T, AMES =9 FE= Z2 o
LIt

Y22 2|2 SA(KI=Lt AH|
3 )_,_|.E goro| P} D|-A|_||:_|- A
2 7HXIX] 20 Hojgls sHEH U=
HAHS & = ASFLICH

UM HAEY RA 37



Brewery Owner

% Kosuke Kuji

Nanbu Bijin Inc.
Fifth Generation

~ Sake Samurai : !
- T

Keita Akaboshi
Sake Sommel/er

Kuramoto USInc

Michael John
‘Simkin

5 MJS Sake Selectlon
Owner

Shigeto Terasaka
 Sake Sommelier -

SAKE SOMMELIER

President
Japan Hollywood Network

Sara Guterbock
International
VSake Sommeller

New York Mutual Tradlng

Takao Matsukawa
International
Sake Sommeller -
Latin Reglon Speclallst e
Mutual Tradin X -
9 - \-J,

Mei HO
Sake Sammeher

True Sake

Isao Kiyota

International

~ Kikisake-Shi |
Academia de Sake Mexico

Founder

Sake Sommelier and Others

Joe Mizuno

Head of the “Regional

Teruyuki
'Kobayashi

Taruhei Brewing Coltd. Sake Tasting Club”
Brewery Owner
o, \:
Masato Kato Akira Yuhara
Timothy Sullivan Sake Sommelier g Sake Sommelier
Wismettac Asian Foods Mlyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Philip Harper

'Tarhag'awa' Hand Made
Japanese Sake
Master Sake Brewer

Miyuki
Yoshida
Sake 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

Mutual Trading

Masae Kusada
International
Sake Sommeller

Rachel Fiekowsky
International
VSake Sommeller

New York Mutual Tradmg

= (ertified Sake Sommelier

New York Mutual Tradlng

Chizuko
Niikawa-Helto

B §ake Sqmmelie(r |

Koji Wong
Owner
Japon Bistro
Kaz Tokuhara Koji Aoto
Sake Sommelier  Sake Sommelier
h Manage} B Savannah
Wismettac Asian Foods Distributing Co. Inc.
©
= Gary Imada
-t Sake Advisor
14
Shino Okita Jonathan Cortez

Shochu Advisor

Hanbai Solutions LLC.

Lora Blackwell [ Info

International
Sake Sommelier

Eduardo
Dingler
§qke Am,b,‘?””d"f |

Kurtis Wells
Milogist

Eiji Mori
Sake Sommelier
Katana Restaurant

International
Sake Sommeller

La'nn Reglon Speclallst
Mutual Trading

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
Sake Sommelier

Toshiyuki Koizumi
Sake Sommelier

Michael Russell
(ertified Sake Sommel/er

' Pacific International
Liquor Inc

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

BFAE

California

SAKE

CHALLENGE

by Kosuke Kuji 225

Kosuke Kuji
Fifth Generation Brewery Owner
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Born May 11, 1972. Entered

Tokyo University of Agriculture’s
Department of Brewing and
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the youngest person ever to
receive the lwate Prefecture Young
Distinguished Technician Award. In
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alma mater, Fukuoka High School.
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Anime, Voice Actors, and Japanese Sake Part 2
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collaboration project titled

“Seijo” has launched,

bringing together anime
voice actresses and “Kokushu,” Japan’s
traditional alcoholic beverages culture
that has been registered as a UNESCO
Intangible Cultural Heritage. “Seijo”
is a new project designed to share the
appeal of Japan’s traditional “Kokushu”
— including Sake, Honkaku Shochu,
Awamori, and Hon-mirin — through
the voices of anime voice actors
and comedians.

As the first event of the “Seijo”
project, a special collaboration
event featuring anime voice actors,
comedians, and Japanese sake was held
at Tokyo Station.

F2H

Under the theme of “Giving Voice
to Kokushu,” a wide selection of Sake
and Honkaku Shochu from across Japan
gathered at the venue, showcasing the
diversity and richness of the country’s
traditional alcoholic beverages. The
featured performers included a wide
range of today’s leading anime voice
actors and comedians, such as Kaede
Hondo, Hantaro Tenshin, Mikako
Takahashi, Risae Matsuda, Hotomi
Sekine, Nana Hamasaki, Haruki Ishiya,
as well as the manzai duo Nihonshu.
Bringing together talents from across
the anime and comedy worlds, they
energized the special venue at Tokyo
Station with their distinctive “voices,”
each adding their own color and

personality to the presentation of
Japan’s traditional “Kokushu.”

Guests were treated to heart-
felt expressions of deep affection for
“Kokushu,” along with unique personal
insights and entertaining anecdotes
shared by the performers.

When I closed my eyes and listened
to the talk, it felt like scenes from that
anime were coming back to me, and I
truly felt that an anime world without
visuals was appearing in my mind.

The activities will become more
full-scale from here on. Events
overseas are also planned, so please
look forward to them.m
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apanese sake generally sold is
undiluted sake adjusted with
water to the alcohol content of 15
~ 16%. However, the alcohol content
of squeezed sake mash itself is rather
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Alcohol content of sake
YRFo| PAZ E4

high, at approximately 20~22%, the
highest alcohol content among brewed
liquor worldwide (wine is between
9~14). While alcohol is generated from
sugar broken down by yeast, for yeast
to produce large amount of alcohol at
once, high sugar content of approxi-
mately 40% in the sake mash would be
required. However, if the sugar content
is too high in the yeast, the production
of alcohol would be inhibited due to
osmotic pressure. Within high concen-
tration of sugar, yeast cannot grow.
Despite this fact, the secret behind the
high alcohol-concentration in sake is in
the brewing method.

Sake mash that creates Japanese
sake is prepared by adding steaming
rice, rice malt, and water to the yeast
starter with large quantity of cultured
yeast. Therefore, sake mash contains
two parallel functions: to produce sugar
by gradually breaking down steaming
rice into glucose using yeast from the
rice malt, and alcohol fermentation
by breaking down the glucose into
alcohol and carbon dioxide gas using
the glucose. In other words, the glucose
in the sake mash is always maintained
at an appropriate concentration for the
yeast. For this reason, yeast can gen-
erate large quantities of alcohol without
exposure to osmotic pressure. In this
way, the production of alcohol in the
sake mash and alcohol fermentation
occurring together is known as “par-
allel multiple fermentation.” Also, it is
known that alcohol tolerance is added
to the yeast starter by a portion of the
rice malt component, which generates
high concentration of alcohol. On the
other hand, grapes, the ingredient to
produce wine, is a “saccharine food

ingredient” that originally contains
abundant sugar content, thus there is
no need to produce sugar during the
production process.

However, in principle, smashing
grapes and placing them in a container
would allow the natural yeast on the
grape skin to produce alcohol fermen-
tation that produces wine. However,
the alcohol concentration level will
not be as high as Japanese sake. In this
way, alcohol fermentation occurring
independently is referred to as single
fermentation. Also, in case of beer,
since the ingredient is the same grain
product (starch) as rice, it is necessary
to convert the food ingredient into sugar
during the production process. First,
the saccharogenic amylase of the malt
would break down into sugar, where the
yeast proliferates for alcohol fermenta-
tion. In this way, the function to convert
into sugar and alcohol fermentation that
takes place independently is referred
to as “fermentation after saccharifica-
tion.” However, since beer uses a large
quantity of water, alcohol-level is rather
low at approximately 5%.m
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: Polishing Rate: 50%
: (Yamadanishiki &
i Nihonbare)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

Shichiken Oonakaya
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

RS
SheasFEe

i Polishing Rate: 37%
i (Yamadanishiki)

Honjozo
0Ozeki Corporation (Hyogo)

Polishing Rate: 70%

Ozeki Karatanba Nama Chozo

f_:' ERLGT Rk
x|
i Polishing Rate: 60% o
i (Matsuyamamii) =

Seiryo Zen Turf
Tokubetsu Junmai
Seiryo Shuzo (Ehime)

Junmai

Polishing Rate: 70%
Hakutsuru Draft

Hakutsuru Sake Brewing (Hyogo)

¢ Polishing Rate: 50%
i (Gohyakumangoku,
i Chiyonishiki)

Kurosawa Ginrei
Junmai Daiginjo
Kurosawa Sake Brewery (Nagano)

This article was courtesy from Shibata Shoten Co Ltd.
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TOI'_(‘_-IO by Ryuji Takahashi .
Jizake Strolling

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.

A Night of Half-Priced Lemon Slices — The Quiet Happiness
Drifting Through Keihin’s Beloved Izakaya, Akafudaya

- The Popular Tavern Culture | Encountered in a Seaside Town—Cheap,

Delicious, and Free from Having to Worry About Anyone Else-
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O a personal note, I recently
n moved from the shadow of
Shinjuku’s skyscraper district to the
Keihin area. Although both are part of
Tokyo, the atmosphere feels remark-
ably different. Around Shinjuku, people
always seem to be moving at a brisk
pace, as if the city itself never stops
rushing forward. In the Keihin region,
however, time appears to flow a little
more gently. Perhaps it is the influ-
ence of the sea breeze, but there is a
curious sense of calm that makes the
passage of time feel slower and more
relaxed. Compared with the Shinjuku
area, the Keihin region also seems to
have far fewer disappointing budget
izakayas. Cheap and delicious estab-
lishments exist here as if they were the
most natural thing in the world, and it is
not unusual to find them already full by
five o’clock in the evening. The drink-
ing culture feels different as well. In
Shinjuku, many bars and izakayas seem
to attract people looking for company
or conversation. In the Keihin area, by
contrast, there appear to be more places
where one can sit quietly and enjoy a
drink alone without saying a word.
Among these establishments—cheap,
delicious, and requiring little in the way
of social effort—there is one particular
place in the Keihin region that I find
myself returning to again and again.
When you visit on a weekday
afternoon, you will find seasoned solo
drinkers lined up along the counter,
seated one seat apart from one another,
quietly enjoying their drinks and snacks
in complete silence. Inside the tavern,
the only sounds that regularly break the
calm are the electronic chimes signal-
ing that an order has been placed. The
Chinese staff members serve food and

drinks with a matter-of-fact efficiency
and little small talk, and somehow that
understated, no-frills style contributes
greatly to the comfort of the place.
What is truly remarkable, however, is
the pricing. A glass of shochu highball
or green tea highball costs just 100 yen,
while a mega-sized mug is only 150
yen. The food menu is equally astonish-
ing: nearly one hundred different dishes
are available, with most priced between
300 and 500 yen. It is the kind of place
that feels almost impossible to imag-
ine in central Tokyo today—a tavern
where abundance, affordability, and
quiet solitude coexist with effortless
ease. However, even this price-break-
ing izakaya has not been immune to
the rising tide of raw material costs.
When I first visited the place about ten
years ago, a plate of tuna sashimi was
only 190 yen. Sake was equally cheap
at 190 yen per “go” (a traditional unit
of measure). Today, however, the situ-
ation has changed. The tuna sashimi
now costs 350 yen, and a “go” of sake
has risen to 300 yen. Even in a place
built on the idea of extreme affordabil-
ity, the quiet pressure of inflation has
inevitably made its mark. Even so, the
place remains extremely cheap, so there
is really no cause for complaint. How-
ever, on a recent visit, [ ordered my
usual mega mug of chiihai for 150 yen,
only to notice something different. The
lemon slice that usually floats coolly in
the glass had been reduced—cut in half.
I have to admit, I prefer the full “full-
moon” slice of lemon, so I felt a slight
sense of disappointment. Still, that feel-
ing was quickly replaced by admiration
for the effort of the shop. Even as other
menu items have gradually increased in
price, they continue to hold the line on

the chithai, keeping its price unchanged.
In that small gesture lies a kind of quiet
determination—an attempt to preserve
something essential about the place,
even as the surrounding world grows
more expensive. Perhaps it is because
of that very spirit of perseverance that,
despite being a down-to-earth, every-
day izakaya, the establishment has
even expanded overseas. It now oper-
ates several branches in Germany and
United Kingdom, and is still in the pro-
cess of steadily increasing its number
of locations. It is somewhat astonishing
to think that a humble neighborhood
tavern culture, born from cheap drinks
and unpretentious meals, has begun to
take root far beyond Japan—continu-
ing to grow, quietly but surely, across
borders. Even as prices continue to
rise, neither the stance of the establish-
ment nor its regular customers seems to
have changed in any significant way. It
is the kind of place that, once visited,
inevitably makes you want to return
again. For anyone who enjoys a drink,
I would strongly recommend paying a
visit at least once to the popular izakaya
chain Akafudaya.m
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Brewery Owner Sake Sommelier and Others
% Kosuke Kuji L Teruyuki Joe Mizuno Cl.-n'izuko
s - i Kobayashi " Niikawa-Helto
4 NanbuBijin Inc. | ] y: Head of the “Regional L Sake Sommelier
| Fifth Generation Taruhei Brewing Co Ltd. Sake Tasting Club” . .
(ﬂ Brewery Owner 9 s a/,(e 5 amurai ..
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Timothy Sulli Masato Kato Akira Yuhara Hirohisa
E mo )S,a fe Sa::::;; s - Sake Sommelier - Sake Sommelier Kikuchi
N % Wismettac Asian Foods Miyako Hybrid Hotel Sake Sommelier |
> ! 4
Takao Matsukawa . \
{ International Philip Harper + Rachel Koji Wong
. Sake Sommelier Tamagawa Hand Made Macallsgng Owner
.[' Latin Region Specialist Japanese Sake Sake and Wine Japon Bistro
Q | Mutual Trading Master Sake Brewer Sommelier
Keita Akaboshi Mei HO Miyuki Kaz Tokuhara
Sake Sommelier Sake Sommelier Yoshida Sake Sommelier
Sake Sommelier Manager
Kuramoto US Inc. i } True Sake AR - Wismettac Asian Foods
X ’ «
8} Michael John Mai Segawa Don Lee G d
Simkin Advanced Sake Sake Sommelier == 1; p ?:Xdlm? a
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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
International International International International
Sake Sommelier Sake Sommelier Sake Sommelier Sake Sommelier
New York MutuaITradlng NewYork Mutual Tradmg New York Mutual Tradlng Genji Sake

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

Young’s Market Company

b

Stuart Morris
Sake Sommelier

Eduardo Yoshihiro
Dingler Sako
SakeAmbassador B VSake Sammelier B

Yuzuki

Kurtis Wells
Mixologist
§ § Hana Japanese Restaurant

Koji Aoto
Sake Sommelier

Toshiyuki Koizumi
Sake Sommeller

Savannah Owner “WASAN”

Distributing Co. Inc.

Eiji Mori
Sake Sommelier

Michael Russell
(ertified Sake Sommel/er

Pacific International
Liquor Inc

Jonathan Cortez
International
Sake Sommelier

Katana Restaurant
Latin Region Specialist
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

ha lanzado el proyecto

Japonés - Parte 2
"Seijo", una colabora-

S e cion entre actores de voz

de anime y el sake japonés (incluido el
sake, Patrimonio Cultural Inmaterial de la
Humanidad de la UNESCO).

Este proyecto busca transmitir el atrac-
tivo del "Kokushu" (bebidas alcohdlicas
japonesas) como el sake, el shochu autén-
tico, el awamoriy el hon-mirin a través de
las voces de actores de voz y comedian-
tes, fomentando una nueva cultura del
alcohol mediante eventos experiencia-
les y contenido de audio. Como primer
evento, se llevo a cabo una colaboracion
entre actores de voz, comediantes y sake
japonés en la Estacion de Tokio. Bajo el
lema "Dando Voz al Alcohol Japonés”, se
reunieron diversos tipos de sake y shochu
auténtico de todo Japon, y actores de voz
y comediantes compartieron su exquisitez
y atractivo con los fans utilizando sus exce-
lentes voces. Entre los actores de doblaje
y comediantes que participaron se encon-
traban Kaede Hondo, Taro Tenshinhan,
Mikako Takahashi, Risa Matsuda, Hitomi
Sekine, Nana Hamasaki, Haruki Ishitani
y el duo comico "Nihonshu”, entre otros.
Un grupo diverso de actores de doblaje,
comediantes y humoristas que participan
en populares animes actuales llenaron el
recinto especial en la Estacion de Tokio
con sus maravillosas voces. Los asistentes

by Kosuke Kuji

225

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

quedaron cautivados por el profundo amor
por el sake japonés, sus perspectivas unicas
y anécdotas entretenidas, mientras disfru-
taban del sake disponible para degustacion
ese dia. Escuchar con los ojos cerrados era
como si las escenas del anime cobraran vida;
un mundo de anime, ausente en las image-
nes, se desplegaba en la mente. A partir de
ahora, intensificaremos nuestras actividades.
Tenemos eventos internacionales planeados,
asi que estén atentos.
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Contenido alcohdlico del sake japonés
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eneralmente, el sake
japonés disponible
comercialmente se diluye

150 tipos de sake delicioso
Importado de todo Japdén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.
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Y 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)

con agua para alcanzar una
concentracion de alcohol del
15-16%. Sin embargo, el sake
sin diluir, obtenido simplemente
prensando el mosto, puede
llegar a tener un contenido
alcoholico de hasta el 20-22%.
Este es el contenido alcoholico
mas alto entre todas las bebi-
das alcoholicas fermentadas del
mundo (el vino tiene un conte-
nido alcoholico del 9-14%). El
alcohol se produce cuando la
levadura descompone el azucar,
pero para que la levadura pro-
duzca tal cantidad de alcohol
de una sola vez, el mosto debe
contener una alta concentra-
cion de azucar, cercana al 40%.
Sin embargo, si la concentracion
de azucar es demasiado alta, la
presion osmotica suprime los
procesos fisiologicos de la leva-
dura (alta presion de azucar).
Ademas, la levadura ni siquiera
puede crecer en concentracio-
nes de azucar tan elevadas. El
secreto del excepcional con-
tenido alcoholico del sake
japonés reside en su método
de elaboracion. El mosto uti-
lizado para elaborar el sake
japonés se prepara anadiendo

arroz al vapor, arroz koji y agua
a un cultivo iniciador que con-
tiene una gran cantidad de
levadura. Por lo tanto, dentro
del mosto, la sacarificacion, en
la que el arroz cocido al vapor
se descompone gradualmente
en glucosa por accion de las
enzimas del arroz koji, y la fer-
mentacion alcoholica, en la que
la levadura descompone ese
azucar en alcohol y dioxido de
carbono, se producen simulta-
neamente. En otras palabras,
la concentracion de azucar en
el mosto se mantiene siem-
pre en un nivel adecuado para
la levadura. Como resultado, la
levadura puede producir una
gran cantidad de alcohol sin
estar sometida a una alta pre-
sion de azucar. Esta ocurrencia
simultanea de sacarificacion y
fermentacion alcoholica dentro
del mosto se denomina "fer-
mentacion multiple paralela”.
Ademas, se sabe que algunos
componentes del arroz koji con-
fieren a la levadura del sake
tolerancia al alcohol, per-
mitiéndole producir altas
concentraciones de alcohol.
Por otro lado, las uvas, materia
prima del vino, son una "mate-
ria prima de carbohidratos” rica
en azucar desde el principio,

por lo que no es necesaria la
sacarificacion en el proceso de
elaboracion. Por lo tanto, en
principio, si las uvas se trituran y
se colocan en un recipiente, solo
se producira la fermentacion
alcohdlica debido a la accion de
la levadura natural adherida a los
hollejos, y se convertira en sake
(vino), pero la concentracion de
alcohol no sera tan alta como

la del sake japonés. Este tipo

de fermentacion alcohodlica que
ocurre sola se llama "fermen-
tacion simple”. Ademas, en el
caso de la cerveza, dado que las
materias primas son los mismos
granos (materias primas a base
de almiddn) que el arroz, es
necesario sacarificar las mate-
rias primas durante el proceso
de fabricacion. Primero, las enzi-
mas sacarificantes de la malta
descomponen los azucares, y
luego se deja crecer la levadura
para llevar a cabo la fermenta-
cion alcoholica. Este proceso,
en el que la sacarificacion y la
fermentacion alcohdlica se rea-
lizan por separado, se llama
"fermentacion multiple de una
sola etapa”. Ademas, debido a
que la cerveza utiliza una gran
cantidad de agua, el contenido
de alcohol es bajo, alrededor
del 5%.

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

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)
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i Polishing Rate: 37%

. (Yamadanishiki  Polishing Rate: 70%

Ozeki Karatanba Nama Chozo
Honjozo
0zeki Corporation (Hyogo)

Shichiken Oonakaya
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)
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i Polishing Rate: 60% o
i (Matsuyamamii)

Seiryo Zen Turf
Tokubetsu Junmai
Seiryo Shuzo (Ehime)

. Polishing Rate: 70%

Hakutsuru Draft
Junmai
Hakutsuru Sake Brewing (Hyogo)

¢ Polishing Rate: 50%
i (Gohyakumangoku,
i Chiyonishiki)

Kurosawa Ginrei
Junmai Daiginjo
Kurosawa Sake Brewery (Nagano)
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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: Diferencias segun la com-
binacion de sabores y aromas

Ademas, los tipos de sake japonés tam-
bién se diferencian por su aromay método
de elaboracion. El Sake Service Institute se
centro en el sabor y el aroma para clasificar
el sake en cuatro tipos distintos.

Utilizando el sabor como eje hori-
zontal y el
aroma como eje vertical, el sake con sabory

aromaintensos se clasificacomo "sake anejo™;

el sake con un sabor intenso pero un

aroma sutil, como "sake puro”;

el sake con un sabor ligero y un

aroma intenso, como "sake aro-

matico”; y el sake con sabory

aroma sutiles, como "sake refrescante”.
Cada tipo incluye sugeren-

cias de maridaje y temperatura de servicio,

lo que lo convierte en una referencia util para

encontrar el sake perfecto.

El sake con un sabor limpio y refres-
cante se describe como "sake limpio”. El
sake elaborado con arroz pulido a un menor g
rado de molienda tiende a ser mas limpio. Por
el contrario, el sake elaborado con
arroz pulido a un mayor grado de molienda tie
ne un sabor umami mas intenso.

En general, se dice que el sake con un
aroma intenso sabe mejor frio, mientras que el
sake con cuerpo se dis-
fruta mejor caliente. Aumentar la tem-
peratura realza el umamiy el dulzor,

y suaviza la acidez.

El sake anejo y el sake con cuerpo desarro-
llan un sabor mas intenso al calentarse.

Si bien «con cuerpo» es un tér-

mino que se usa para describir el sabor del
sake, también se emplean tér-

minos como «ligero y seco» y

«con cuerpo y dulce».
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To k o by Ryuji Takahashi
leake Strolling

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.

Una noche de medias rodajas de limon: la tranquila feli-
cidad que se respira en «Akafudaya», una taberna
de clase trabajadora en la zona de Keihin

—Descubriendo una cultura de tabernas asequibles, deliciosas y sin pretensio-
nes en una localidad costera—

ersonalmente, me mudé
del corazon del subcen-
tro de Shinjuku a la zona
de Keihin. Aunque sigo
en Tokio, Shinjuku da la impre-
sion de que todo el mundo se
mueve a un ritmo frenético,
pero curiosamente, en Keihin el
tiempo parece transcurrir un
poco mas despacio, quizas
por la brisa marina.Y, en com-
paracion con Shinjuku, hay
menos izakayas baratos y
decepcionantes.
Aqui abundan los lugares eco-
nomicos y deliciosos, y suelen
estar llenos a las 5 de la tarde.
En cuanto al estilo de beber,
mientras que en Shinjuku hay
muchos lugares donde se reune
la gente que busca compa-
nia, en Keihin parece haber
muchos sitios donde se puede
beber solo y en silencio. En esta
zona que es barata, de buena
comida y no requiere habili-
dades de comunicacion, hay
un lugar que frecuento. Sivas

un dia laborable por la tarde,
encontraras bebedores solitarios
experimentados sentados uno al
lado del otro en la barra, disfru-
tando en silencio de sus bebidas
y aperitivos. El Unico sonido en
el restaurante es el pitido elec-
tronico cuando se toma un
pedido, y el servicio sencillo y
directo del personal femenino
chino es muy agradable. Lo
sorprendente de este lugar es
que los highballs de shochu 'y
los highballs de té verde cues-
tan solo 100 yenes el vaso, y

los vasos gigantes cuestan 150
yenes. También tienen una carta
enorme de unos 100 platos, la
mayoria con precios entre 300 y
500 yenes. Sin embargo, incluso
este izakaya de precios bajos

se esta viendo afectado por la
ola de aumento de los costes

de las materias primas. Cuando
visité el restaurante por primera
vez hace unos 10 anos, un plato
de sashimi de atun costaba 190
yenes. El sake también era una

ganga a 190 yenes la copa (180 |
ml), pero ahora el sashimi de
atun cuesta 350 yenes y el sake
300 yenes. Sigue siendo increi-
blemente barato, asi que no hay
problema, pero cuando fui el
otro dia y pedi mi habitual high-
ball de shochu gigante de 150
yenes, la rodaja de limon que
normalmente flota refrescan-
temente en la taza solo estaba
a la mitad. Me sorprendié un
poco porque personalmente
creo que las rodajas de limon

se ven mejor cuando tienen
forma de medialuna, pero me
impresiono el esfuerzo del res-
taurante por mantener el precio
de sus highballs de shochu igual
a pesar de que otros platos del
menu han subido de precio.

Quizas debido a esta dedica-
cion, este izakaya informal tiene
varias sucursales en Alemania y
el Reino Unido, y sigue expan-
diendo su numero de locales.
Aunque los precios han subido,
la postura del restaurante y los

clientes habituales no han cam-
biado mucho, y es un lugar al
que querras volver una vez que
lo visites. Si te gusta el alco-
hol, sin duda deberias probar al
menos una vez la cadena infor-
mal de izakayas "Akafudaya".
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