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©2L RESTAURANT EXPO

28t 23rd

NEW YORK LOS ANGELES
SAT SEPT 21,2024 SAT SEPT 28, 2024
10:00 am - 4:00 pm 9:00 am - 4:00 pm
Metrnpulitan Pavilion alcohol sampling End!: 3:00 pm*
125 West 18th street New York, NY 10011 Pasadena Convention Center
300 E. Green Street, Pasadena, CA 91101
Register Now!

www.eventspass.com/event/ v -' 2 www.eventspass.com/event/
NYMutualTradingRestaurantEXPO2024 Mo LAMutualTradingRestaurantEXPO2024

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

NEW PRODUCTS $ SAVINGS FREE to Attend

¥ b orp under the sge of 13 will be alieesed. Must be 21 years 0ld for aloohal tastings.
i JFRE v a8 profewionsl rade show, 8nd i reuiricied 1o feod and fesduordco profoscionale. Thit it not 8 public svent.




& MUTUAL TRADING

FRE JAPANESE FOOD &
~>= RESTAURANT EXPO

EXPO Highlights
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+ SAKAI TAKAYUKI WA-BOEHE: Personalized Engromngs
* White Chinawars Exclusives Up o 20% OFF
* Bhowroom-Wide Bargains: Up o 25% OFF

* NEW lood and beverage products showcosed of Muorketing Boaths
= Cuisom kne srgrovings by Michike Kubera frem Sakai Takeyvkl

SEMIMARS & WORKSHOPS

* Enguge & Grow: Sociol Medo Siolegies by Sucoess

* Pracision in the Kitchani Live Desonuration of Chel's Toals

* Crafting Shachu Cocktails: Easy Frep for Beer ord Wins Licenssd Resaurants
* Perfecly Bubbly: Celebenite Speciod Momenty with Sporking Sobe

+ Haehi M-I-kh’ 1013 A Hosdi-On Wardkihop Experisnce

+ Sake and Shuki: Soke Drinkware Componative Tasting Workabap

* Step=by-Step Furoshiki: Seple Tachniques to kmpress Yo Guest
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Umami from
For Sushi Rolls, Fish, and Mealt Dishes

GLUTEMN
FREE

chichan with
Yuld =igd slale

Nlarie
MIYAKO ORIENTAL FOODS INC,

Daddbwion Park, CA 917048 US4 Tel 628-F03-F610
Cies

r—
IE MUTUAL TRADING



- : r ) & = v i
__ R _ : .
. . ‘a ‘ - : i A M .
h‘: = - 1] : ,_' ¥
NN .
‘I

Wismettac

148 B 1 - PRTRA FANGY
FREMILM WIDIWM Grary RICE

SEKKA

IvrorTiNG AND DisTRIBUTING ASIAN Foon PropucTts GLopabny

wismettacusa.com




Japanese
B ; 'A /), l (06 R— DM P EEBEEBICHRINTE T ,alljapannews@gmail.comF TTERLZEIW)
MSWS (OBEEBAMBER T - R AT INE BABFIEE - $5H%aljapannews@gmail.com)

(06 H|O|X| £20| $t=0{2 HAL|Of AELICE. WHOAICHH alljapannews@gmail.com2 2 Q12{FA7| HEELICE)

Il SAKE SOMMELIER CLUB 14  New California law went into effect on July 1,
06  Who will convey the appeal of sake? 2024 / Summer Fancy Food Show 2024 held
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Miyako Hybrid Hotel 1st Floor
21381 S. Western Ave., Torrance, CA 90501
For Reservations and Information
% 8 (310) 320-6700
www.ise-shima.us www.ise-shima.us
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Mission of Japanese
Restaurant News

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

- Vol.33- No.309 5



IO
SAKE

SOMMELIER
CLUB

Sho Chiku Bai
§ K E

t&m

Honorary Sake Sommelier & Saka-Sho
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Bon Yagi Katsuya Uechi Rick Smith &
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa
[ F Honorary Sake Sommelier & Saka-Sho
TICGROUP Chairman

Katsuya Group
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GEKKEIKAN SAKE
KYOTO SINCE 1637
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Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier
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Kats Miyazato
Honorary Sake Sommelier

"~ Owner “SAKAYANYC

Owner “True Sake”

Owner of M&M Enterprise
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from
Keio University Faculty of Law, Depart-
ment of Political Science. Worked
for Nomura Securities for 10 years.
Former president of California Sushi

Academy Former chief of planning
dept. at Mutual Trading.

David Kudo

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

No matter how good a product is,
the message needs to be commu-
nicated for customers to try the product.
let’s consider when the appropriate
timing is and how to communicate the
appeal of Japanese sake in a way that
leads to sales.
Consider who the message
is directed to

Are chefs, servers, and bartenders
trained appropriately? Training the staff
to thoroughly understand why a brand of
sake tastes delicious and why customers
should try it is important because a single

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

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

Content

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

) Takao Matsukawa
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i " Latin Regioﬁ Spe(ialriétr
Mutual Trading Co Inc.

By
<

§
%

, Michael John
Simkin
MJS Sake Selection
Owner

Shigeto Terasaka
 Sake Sommelier

President
Japan Hollywood Network

Keita Akaboshi Mei HO Miyuki
Sake Sommelier |48 Sake Sommelier Yoshida
e . T e sake  Sake Sommelier

Isao Kiyota
International
Kikisake-Shi

Academia de Sake Mexico
Founder

Sake Sommelier and Others

'Kosuke Kuji % Teruyuki Joe Mizuno
Nanbu Bijin Inc. ,KObaY?‘,Shl 1 Head of the “Regional
Fifth Generation !'- Taruhei Brewing Co Ltd. Sake Tasting Club”
Brewery Owner
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Timothy Sullivan i1 Masato Kato Akira Yuhara
Sakg ngura(‘ L i -ﬂl mSake Sqrnrrme/ie(r mSake Sanrrmelie(r
% Wismettac Asian Foods Miyako Hybrid Hotel

@

" Mai Segawa Don Lee
Advanced Sake ,‘,‘f’ke Som(neﬁer
,5!”"’"‘-”,’?( Yama Sushi
Tako Grill Owner Chef

Eda Vuong
Sake Sommelier

Mutuarerrading Company “

Philip Harper Rachel
Tamagawa Hand Made Macalisang

| Japanese Sake - Sake and Wine
Master Sake Brewer ) Sommelier

= = Gary Imada
rsqkeAdrv(sror

Chizuko
Niikawa-Helto
v Sake Sommelier
Sake Samurai

Hirohisa Eduardo
Kikuchi | = - Dingler
B §ake SQ(rrzmeIIE(r

Koji Wong
Owner
Japon Bistro

Kaz Tokuhara Koji Aoto
B Sake SqmmeliE( B Sake SQ(rrrmelier”

Manager Savannah

Wismettac Asian Foods Distributing Co. Inc.
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| Sake Ambassador

Kurtis Wells
Miobgit

Eiji Mori
Sake Sommelier

) kétana R'e's'tauran't' 7

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

Young’s Méfkét (omﬁény

Yoshihiro
Sako

N Sake Sqmmelie( K
Yuzuki

—

Stuart Morris
Sake Sommelier
Hana Japanese Restaurant

i

Toshiyuki Koizumi
B Sake SerrrnmeliE(V

Owner “WASAN”

Michael Russell
Certified Sake Sommelier

“Pacific International
Liquor Inc

Sake Shochu Spirits Institute of America
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by Kosuke Kuji
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Kosuke Kuiji
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, lwate Prefecture
Brewers and Distillers’ Association

Young Japanese consumers
and Japanese Sake @

BADEE CHARED

Japan, young consumers

drinking less alcohol and

sake is seen as a problem.
One explanation, however, is that
younger generations worldwide are
drinking less alcohol in general. While
there are several reasons for this trend, I
believe this trend is not likely to change
anytime soon.

In such circumstances, Japanese
sake breweries have been trying
over the past decade to entice young
Japanese consumers to learn about
sake, sample sake, and enjoy sake
through various activities.
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I would like to introduce several
such activities in the next few reports.

First, I introduced this activity
in a previous column as well.
“Wajowaraku” is a private organiza-
tion that collaborates with Japanese
sake specialty shops and sake breweries
to promote and popularize the Japanese
sake culture, active under their motto,
“from O cups to 1 cup.” “ASAKUSA
JACK!” is a sake sampling event
organized by Wajowaraku that targeted
young customers who visited the
Asakusa district, held for two consec-
utive years since the coronavirus
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Japanese Restaurant News -

pandemic ended. Surprisingly, the
number of visitors who sampled sake
in one day exceeded 1,000.

The price to participate in the
sampling event was set economi-
cally for guests not familiar with sake,
organized in the Asakusa district in an
area with especially many young pedes-
trians, which helped to educate young
people about sake. I was excited to
welcome our young participants from
the event who later visited our shop to
let us know they bought a T-shirt of one
of the sake breweries that participated
in the event from the UNIQLO store,
located in the building just behind the
event venue; while another participant
told us they were on their way to enjoy
sake in a restaurant inside the building.
This event made me realize the impor-
tance of getting young people to taste
and enjoy the flavor of sake.m
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www.jfc.com

EEELUVVEZ 150185
BARLESEA
RO YRT—UEE LT
EiRIcEXED

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’ aINTEF«‘NATIDNAL 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)

Sake is produced with no preservatives
BAEICPAEANE—UMEHDN TULZALY

ake is unfortunately perishable,
S and quick to spoil. The reason

why sake is high in alcohol con-
centration compared to other alcoholic
beverages worldwide is the result of
accumulated technical renovations in an
effort to best preserve sake. However,
the greatest obstacle to sake preser-
vation, “hiochi bacteria” (lactic acid
that spoils sake) could not be defeated
despite high alcohol concentrations.
Therefore, since the Edo Period, tra-
dition dictates sake is brewed during
the winter season to be “heat treated”
in May. Early into the Meiji Era (1868
~ 1912), the heat treatment timing and
technology remained fundamentally
unchanged, and by the early Showa Era
(1926 ~), sake was poured directly into
large kettles and directly heated.

However, the direct application of
heat practiced at the time was merely a
technique generated from many years
of sake brewing experience, and the
mechanism of sake spoiling due to the
“hiochi bacteria” was not yet scientifi-
cally proven. Also, since sterilization
was conducted in wooden barrels not
fully concealed, then stored, even the
heat application was not a thorough
countermeasure to eradicate the hiochi
bacteria. Scientific research into sake
production started in the Meiji Era,
bringing a remarkably quick coun-
termeasure to resolve spoilage that
materialized as a preservative and
became widespread.

Chemist Oskar Korschelt, who
arrived in Japan in 1876 and served as
a chemistry professor at the University
of Tokyo’s Faculty of Medicine, had
previously taught at a beer factory in
Germany where he had already suc-
ceeded in preserving beer by adding

salicylic acid. Korschelt was first to
recognize the hiochi phenomenon
in Japanese sake production, and
announced in 1879 that adding sali-
cylic acid as preservative could prevent
spoilage during the sake production
process, a breakthrough considering
sake breweries nationwide (26,171
breweries across Japan in 1879) were
battling the hiochi bacteria at the time.

Afterwards, salicylic acid con-
tinued to be used long-term as a
preservative to suppress spoilage by
hiochi bacteria, unique to Japanese
sake. However, as complete steril-
ization was made possible by heat
treatment sterilization device and as
disinfection device became widespread,
breweries and sake production facili-
ties also became sanitized, repealing
the designation of this additive as food
preservative in 1975, making this addi-
tive obsolete. Full-scale research on the
hiochi bacteria presumably started in
1906, however, its propagation dis-
covered to be caused by “hiochic
acid” contained in sake was discov-
ered approximately fifty years later
in 1956.m
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L SWV:47
i Polishing Rate: 70%
i (Gohyakumangoku)

L

Jozen Aqua
Junmai
Shirataki Sake Brewery (Niigata)

Denshin Yuki
Junmai Ginjo
Ippongi Kubohonten (Fukui)

§OSMV:+2

¢ Polishing Rate: 55%
i (Yamadanishiki &
i Gohyakumangoku)

CSMV:43
i Polishing Rate: 50%
i (Dewasansan)

Gasanryu Kisaragi
Daiginjo
Shindo Shuzo (Yamagata)

| v

'ﬁT =22 i SMV:+3.6

ey
A pihing Rate: 0%
i : (Gohyakumanngoku)

Mizu no Shirabe

Yamamoto Honke (Kyoto)

SMV: -2 |
olishing Rate: 50% ﬂ = |1 SMV:+4
(Calrose and others) ;

Ozeki Platinum
Ginjo Junmai Daiginjo
0zeki Sake U.S.A. (California)

. . i Polishing Rate: 70%
Hakutsuru Draft
Junmai
Hakutsuru Sake Brewing (Hyogo)
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TOI-(go by Ryuji Takahashi )
Jizake Strolling
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.

“Nihonsakari” is a quality sake brand

HARRIIBRWEE

eries must become successful

first to invigorate the Japanese
sake industry. Major sake breweries
are always involved in preserving
jizake breweries by various means,
such as one sake brewery selling sake
to another sake brewery to be sold as
the purchaser’s sake, through merger
& acquisition (M&A), etc.

Nowadays however, many sake
fans feel jizake is authentic sake,
while sake brewed by major breweries
are not. However, recent sake products
by major sake breweries are delicious
and yet affordable. Therefore, we
organized an event titled “Meeting to
Learn about Sake.” This is a meeting
strictly to learn about sake, not to sell
sake. Nihonsakari Junmai Ginjo and
Junmai Daiginjo, paper-packed sake,
and purine-free sugar-free sake were
lined up and introduced by a sales
representative. Anyone was allowed
to participate. Participants included
men and women of all ages. The older
generation of participants had a bias
towards major sake breweries, such as
Nihonsakari, while some young par-
ticipants never heard of Nihonsakari.

When many sake fans get
together, discussions get more inter-
esting. Although the purine-free
sugar-free sake was not as popular
at first, one participant who used to
drink it constantly for weight loss
enthusiastically explained its health
benefits more passionately than the
sales representative and won over
other participants. Also, young partici-
pants who held no bias towards major
sake breweries were surprised to learn
such delicious sake products are sold
at supermarkets for affordable prices,
while one senior jizake fan listened
with a grimacing face.

I repeatedly said in this meeting
that both jizake and major sake brands
should be available in restaurants and
in liquor shops to increase options and
make the selection more fun for con-
sumers. If food reliability and safety is
a concern, then major sake brands are
good options to select from. Although

I always felt major sake brew-

packed sake and cup sake target mid-
dle-aged and senior consumers, I
believe this event clarified that certain
products and events can prove effec-
tive to court young consumers as well.

Younger generations will soon
increase their alcohol consumption
and become regular consumers of
alcohol with zero bias towards major
sake breweries. Therefore, younger
generations may select national sake
brands in the same way they select
beer sold by major beer manufactur-
ers. Delicious, packed sake products
are economically priced for this
younger generation, whose earnings
will soon increase. If this younger
generation in their middle-aged and
senior years pass on these delicious
flavors to the next generation, major
sake brands can lead the Japanese sake
industry to also raise the familiarity
of jizake breweries and invigorate the
entire sake industry.m
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Sake Shochu Spirits Institute of America
NPOEA

KEE SRS BT
Sake Shochu Spirits Institute of
America was founded with the purpose
to promote further understanding of
Japanese sake, shochu and beerin 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 Beer Institute of America

- Part 2: The History of Sake-

REEREZEHAERF / €02 BREDEE

The Oldest Sake Breweries in Japan

In Japan, 42,966 long-established companies will celebrate over 100 years :

in business in 2023. The oldest business in Japan is Kongo Gumi Co., Ltd., a
construction company founded in 578 AD that fuses traditional construction
methods with the latest technology, celebrating 1,446 years in business this
year. The top ten long-established businesses in Japan include sake breweries
as well. Although there are 850 Japanese sake breweries with over 100 years
in business, this report introduces the top five oldest sake breweries in Japan.
No. 1: SUDOHONKE CO., LTD. (Kasama city, Ibaraki prefecture), founded in 1141
883 years since its founding, the family precept of Sudohonke is, “Quality
sake is brewed from quality rice, quality rice is harvested from quality soil,

quality soil is nourished by quality water, quality water is generated by quality

trees, and quality trees ensure the survival of our sake brewery to uphold the

highest quality of sake.” The sake brand of the oldest sake brewery in Japan is
CHRTBILERTWS,

popular worldwide in Asia, North America, and Europe.

No. 2: Hiraizumi Honpo Co., LTD (Nikaho city, Akita prefecture), founded in 1487
Located in the southern region of Akita prefecture, Hiraizumi Honpo brews
sake in nutrient rich soil from Mount Chokai. Hiraizumi Honpo is notable
for preparing their yeast starter using the “Yamahai” (short for “Yamaoroshi
Haishi”) brewing technique.

No. 3: Kenbishi Sake Brewing Co., Ltd. (Higashinada ward, Kobe prefecture),
founded in 1505

No. 4: Yamaji Shuzo Brewing (Kinohoto town, Shiga prefecture), founded in 1532
No. 5: Yoshinogawa Co., Ltd. (Nagaoka city, Niigata prefecture), founded in 1548m
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NEWS / TRENDS

The 8th “Japan’s Food” Export Fair

Introducing the appeal of Japanese food ingredients worldwide:
20,000 guests attended from 32 nations and regions

£8[E" BERDRM”™ HilH T+ X RFHiE

—BARERBMOBAZHARN 32DEHMgH 5 20,000 LD FKE—

JAPAN'S FOOD"
EXPORT FAIR

‘HEL8 & W EXPO

apanese agricultural, forestry,
J fishery and food products

increased 2.9% year-on-year
and reached 1,454.7 billion JPY in
2023. Since curfews during the novel
coronavirus pandemic lifted, demand
for beef especially increased — ranked
No. 3 - due to demand recovered in
Hong Kong and Taiwan. Further, the
weakened JPY accelerated price wars
over Japanese products in markets
overseas, which increased the export
value of many products.

Under such circumstances, corpo-
rate exhibitors attended the largest
trade fair in Japan where they displayed
Japanese agricultural and livestock
products, seafood products, bever-
ages, condiments, and processed food
products for export overseas. Over 900
companies and organizations exhibited
products increasing in export volume
such as rice, wagyu beef, Matcha, etc.,
developed using original technology to
expand their sales channels.

RX Japan Ltd., Japan’s largest event
organizer, organized the international
trade show held at the Tokyo Inter-
national Exhibition Center TOKYO
BIG SIGHT in Ariake district, Tokyo,
from June 19-21. The “8th ‘JAPAN’S
FOOD’ EXPORT FAIR” was organized
with full cooperation from the Ministry
of Agriculture, Forestry and Fisheries;
and Japan External Trade Organi-
zation (JETRO), along with Japan
Int’l Food Expo (JFEX) — a trade
fair displaying international food and
beverage products to facilitate business
negotiation. The trade fair was held
at the TOKYO BIG SIGHT in the
west exhibition halls 1~4. The trade
fair consists of four expos — “Food,”

“Wine & Spirits,” “Meat & Dairy”
and “Premium.”

“Japan’s Food” Export Fair is a
trade fair specializing in Japanese food
exports consisting of Japanese agricul-
tural and livestock products, seafood
products, beverages, condiments, and
processed food products that Japan
proudly introduces to the world as
“Japan’s food,” exhibited to encourage
the development of sales channels
through negotiations with food buyers
and exporters from worldwide.

Over 900 Japanese companies
affiliated with the food industry exhib-
ited products to approximately 20,000
guests who attended from 32 nations
and regions worldwide. The Japanese
government set the target export value
of agriculture, forestry, fishery, and
food products to 2 trillion JPY by 2025.
Finding a stable market and developing
various sales channels to strengthen
the management base are important to
achieve this goal. The major purpose
of this trade fair is to support the
manufacturing of Japanese agricultural,
forestry, fisheries, and food products
by matching food products with buyers
from overseas to expand the market.

Buyers from worldwide attended
to check high-quality food products
gathered from throughout Japan to
seek ideas and opportunities. Sales
pitches made to sell pre-packaged rice
drew attention among rice products
increasing in export volume. Trading
companies selling wholesale rice
pitched “Gomoku Gohan” (Japanese
Mixed Rice), “Takenoko Gohan”
(Bamboo Rice), and other flavored
pre-packaged rice products. One repre-
sentative commented on the popularity

of pre-packaged rice products: “Rice
exports are increasing in volume,
impacted by the weakening JPY. Also,
flavored pre-packaged rice can be
enjoyed regularly.”

Lively sales pitches also took place
for Wagyu beef. Ito Ham Co., Ltd.
proposed their premium sliced Wagyu
beef brand “Ito Wagyu” for export only,
a product developed in response to the
demand to omit cutting the meat to
save high labor costs overseas. There-
fore, beef is exported sliced instead of
in blocks to enable immediate use in
restaurants and grocery stores, a repre-
sentative explained? enthusiastically.
Also, Matcha exports are selling well as
an ingredient to process food products.

Although an increase in exports
is desirable, appealing products to
consumers are needed to achieve
the target export value of 2 trillion
JPY. Some attendees said continued
collaboration between the Japanese
government and businesses are neces-
sary to introduce products with added
value to the global market.m
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NEWS / TRENDS

Kosuke Kuji appointed President of the Iwate
Prefecture Japan-Sake Makers Association

T

sFREsHS

osuke Kuji, the fifth-gener-
ation owner of sake brewery
“Nanbu Bijin,” based in

Ninohe city, Iwate prefecture; and long-
time columnist of Japan Restaurant
News, was recently appointed Presi-
dent of the Iwate Prefecture Japan-Sake
Makers Association. Founded in 1902,
Nanbu Bijin adheres to their family
precept, “commitment to quality,”
established by their first owner, and
continues striving to brew the ultimate
sake with a sincere mindset by applying
traditional sake-brewing techniques
under the guidance of their Nanbu Toji.

In 1997, Nanbu Bijin invited
sake brewers that aspired to export
sake overseas and launched “The
Japanese Sake Export Association”
- a private organization that supports
the popularization and international-
ization of Japanese sake - to officially
start exporting sake overseas as one
of the first sake breweries in Japan to
expand their sales channels overseas.
Helped by the global popularity of
Japanese cuisine, Nanbu Bijin currently
exports sake to thirty-nine countries
worldwide, including North America,
Europe, Middle Eastern regions such
as the United Arab Emirates, and
southeastern Asia.

A highly reputable brand overseas,
Nanbu Bijin is recognized as a repeat
winner of the “Gold Medal” by the
Monde Selection and the U.S. National
Sake Appraisal. In 2013, Nanbu
Bijin acquired Kosher Certification
(compliant with Jewish dietary laws)
for both “Japanese sake” and “sugar-
free Plum sake” at the same time. As
a sake brewery that acquired “Kosher”
Certification, one of the highest
authorities to guarantee compliance
with global food reliability and safety
standards, Nanbu Bijin is expected
to continue introducing the beauty of
traditional Japanese culture worldwide.

In this report, we interviewed Mr.
Kosuke Kuji about his future aspira-
tions as the newly appointed President
of the Iwate Prefecture Japan-Sake
Makers Association.

JRN: Congratulations on your recent
appointment. What are your main goals
as the President of the Iwate Prefecture
Japan-Sake Makers Association?

Kuji: My goals include raising the

ERICAEET

YL A

bar of quality sake flavor throughout
Iwate prefecture, to further strengthen
the bond between sake breweries
throughout Iwate prefecture and
contribute to the Iwate sake brands. I
also hope to capitalize on the advantage
that Iwate prefecture recently gained
from having acquired a national label
as a Geographical Indication (GI) to
promote sake produced in Iwate prefec-
ture, both domestically and worldwide.
One of my major goals is to introduce
our sake products to foreign tourists
visiting Morioka city, the capital of
Iwate prefecture, which garnered
attention from an article by the New
York Times. Iwate prefecture is also an
agricultural prefecture, home to many
contract farmers, whom I will help
to enhance close alliances with sake
breweries.

JRN: Nanbu Bijin is renowned world-
wide. How do you plan to capitalize
on your brand’s success in the
U.S. market?

Kuji: Nanbu Bijin has connections
across the U.S. First, I plan to use these
connections with help from the Iwate
prefectural government and JETRO to
negotiate and promote sake products
from sake breweries that haven’t yet
expanded into the U.S. market.

JRN: What challenges do you expect
to face in the U.S. market to enhance
the brand awareness of sake from Iwate
prefecture? What measures do you have
in mind?

Kuji: “Iwate prefecture” is widely
unknown to American consumers.
The most widely known public figure
from “Iwate prefecture” is Dodgers
baseball player Shohei Otani, so I plan

12 August 2024 - www.alljapannews.com
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to collaborate with him. First, I must
promote and familiarize Iwate prefec-
ture to raise the brand awareness of
sake produced in Iwate prefecture.
Also, Iwate prefecture having acquired
a national label as a Geographical
Indication (GI) should help to promote
sake produced in Iwate prefecture,
since GI are more familiar in the U.S.
market than Japan.

JRN: Do you have any specific initia-
tives or collaborative projects in mind
to promote sake from Iwate prefecture
in the U.S. market?

Kuji: The New York Times published
an extensive article on Morioka city,
an advantage I’d like to capitalize on by
organizing a promotional event in the
U.S. with the Iwate prefectural govern-
ment this year. Japan External Trade
Organization (JETRO) and the Japan
Sake Brewers Association also held
various promotional events in the U.S.,
from which we’ll select a few events
proven to be highly effective to have our
entire association participate together.

JRN: How do you envision the future
of Japanese sake in the global market?
What role do you envision sake from
Iwate prefecture playing in the future
of Japanese sake in the global market?
Kuji: If everything goes as planned,
Japanese sake will be listed as
UNESCO’s Intangible Cultural Heritage
in November. The significant benefit
from this achievement will be like
what we saw when Japanese cuisine
was registered as UNESCO’s Intan-
gible Cultural Heritage. Once Japanese
sake gets registered as UNESCO’s
Intangible Cultural Heritage, the path

forward to enhance brand awareness
of sake from Iwate prefecture will be a
long one that requires consistent effort
over time. Renowned as the mecca
of “Nanbu Toji,” Iwate prefecture is
home to the largest Toji Association
boasting the highest sake-brewing skills
throughout Japan. Therefore, I hope to
see the traditional sake-brewing skills
of Nanbu Toji also gain recognition by
its registration with UNESCO, which
will help to introduce and popularize sake
from Iwate prefecture in the U.S. market.
I’'m confident “Iwate prefecture” can
play a major role as the mecca of tradi-
tional Japanese sake-brewing skills.

JRN: Thank you very much for your
time. We pray for your continued
success and wish you all the best in
your future endeavors.m
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Guide to sake breweries
in lwate Prefecture
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NEWS / TRENDS

New California law went into effect on July 1, 2024

-Senate Bill (SB) No. 478 Consumer Legal Remedies Act prohibits hidden fees-
AV AINZT7MTT7RHLADSFERFIE

—BENI-FEEOLFEEZRIET 5EFE SB4T8—

he newly enacted Senate Bill
I No. 478 (SB 478) that went into
effect in California bans “drip
pricing” — the addition of “hidden
fees” such as service fee, living wage
surcharge, employee health insurance
fees, etc., added onto the advertised fee
in a sales transaction.

Although the federal government
targeted specific industries in the past
and enacted measures to increase price
transparency, SB 478 targets various
products and services. Since SB 478
went into effect on July 1, businesses in
violation of clarifying all fees from the
start can be subject to a hefty penalty.
Although the restaurant industry was
initially targeted in this senate bill,
California Governor Gavin Newsom
signed an emergency legislation to
exempt restaurants and the food and

beverage industry at the last minute on
the condition that menus show the fees
“clearly and conspicuously.”

On the other hand, California
Assembly Bill (CA AB) 1013 also
went into effect on the same day, which
requires bars and night clubs, etc. (type
48 liquor license holders) to purchase
date-rape drug testing kits, and display
signs to notify customers that the date-
rape drug testing kits are for sale or
provide them for free.

Date-rape drug testing kit: A
“simple drug testing kit” to determine if
any controlled substances were mixed
into your beverage, now required to be
made available due to many reported
incidents of sexual assaults involving
the use of date rape drugs.m
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Summer Fancy Food Show 2024 held in New York City

-The largest premier food show in the East Coast-

addition to the Winter
In Fancy Food Show - the
largest premier food trade
show in the west coast of the United
States - held every April in Las Vegas,
the Summer Fancy Food Show — held
every June in New York - is one of the
most influential trade shows in North
America. The “Summer Fancy Food
Show 2024” was held at the Jacob
Javits Convention Center in New York
City from June 23~25.
This year, 2,523 corporations and

organizations exhibited food products.
The exhibition hall displayed various
food products such as sweets, snacks,
beverages, ham and cheese, vegan and
vegetarian food products at booths,
where samples were made available
and brand representatives introduced
the products. The long-established
trade show started in the 1950s, said
to generate several billion dollars
annually. Over 30,000 visitors attended
the trade show this year, a terrific
opportunity to catch the latest trends in

14 August 2024 - www.alljapannews.com

the food industry.

Japan External Trade Organiza-
tion (JETRO) installed the “Japan
Pavilion,” where 38 Japanese compa-
nies exhibited Japanese food products
such as Japanese sweets, tea, condi-
ments, processed seafood products,
Japanese beef, rice, etc.

The U.S. food service market size
was valued at 905.13 billion USD
(141.9 trillion JPY) as of 2023 and
projected to grow to 1,767.54 billion
USD (approximately 277.11 trillion
JPY) by 2030.m
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NEWS / TRENDS

USA Trade Tasting (USATT)
held in Chicago

-USATT is an annual trade-only and
networking event held to promote the
sales of wine, craft beers, and craft
spirits from around the world, where
spirits producers negotiate with
importers and distributors, etc.-

i EEE ST EES
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(44 SA Trade Tasting” (USATT),
an annual event to negotiate

the sales of spirits, was held at Morgan
Manufacturing in Chicago from May

22~23,2024. Beverage Trade Network,
specializing in promoting, distributing,

and marketing alcoholic beverages for

over 80 years as an operator of various

business-to-business platforms that

connect the beverage industry world-
wide, organized the event.
Approximately 80 corporate exhib-

itors participated in the event, attended
by suppliers, distributors, and many

buyers. From Japan, “SAKE-CONSO,”
led by the National Tax Agency, exhib-
ited Japanese spirits from 11 producers.

SAKE-CONSO is a consortium
operated by the National Tax Agency

and affiliate organizations to introduce
spirits producers and the Japan Sake
and Shochu Makers Association (JSS)

to exporters, wholesalers, and trading
companies; and collaborates with

affiliate organizations to provide infor-
mation and advice to export products,
arranges experts for individual consul-

tations, and provides various support

as needed.

Toshio Ueno, Founder of Sake

School of America (based in Los
Angeles), also led a seminar that intro-
duced the fundamentals of Japanese
sake and shochu.m

Toshio Ueno
Founder of Sake School of America
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2024 UNFI Holiday and Winter
Show

8/5-7

Minneapolis, MN

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.

World Brewing Congress 2024

8/17-20

Minneapolis, MN

The brewing industry is a dynamic
and ever-evolving landscape faced
with various complex issues, such as
sustainability, supply chain resilience,
market trends, and regulatory shifts.
WBC 2024 aims to provide a compass
for the brewing community to chart
its course through the challenges that
brewers and brewing professionals
encounter on a global scale.

Newtopia Now

8/25-28

Denver, CO

Colorado Convention Center

At New Hope Network, we are working
to cultivate a prosperous high-integ-
rity CPG and retail ecosystem that
creates health, joy and justice for all
people while regenerating the planet.
We strive to create an environment

of mutual respect, free from harass-

ment and unprofessional behavior. We :

promote equal opportunities, regard-
less of race, gender, religion, political
opinion, ability, sexual orientation,
marital status, or age. Join us in hon-
oring the values upon which Natural
Products Expo is built: equity, integrity
and transparency. Join us in modeling
the changes we want to see in the
world when the industry gathers all of
our events.

Plant Based World Expo

9/11-12
Javits Center, NY
plantbasedworldexpo.com

Plant-based food and beverages have
entered a new era of resilient growth.
Healthier, tastier, low-carb, soy-free
and other options are contributing to
projection that the market will reach
$77.8 billion by 2025 (and double just
five years later). Plant Based World
Expo is the only 100% plant-based
event in the U.S. designed exclusively

for food service professionals, retailers, :

distributors, buyers, brokers and

Japanese Restaurant News -

non-profits. Plant Based World Expo
connects and empowers businesses

within the global supply network to

successfully develop, source and dis-
tribute plant-based products.

Americas Food & Beverage Show
9/16-18

Miami Beach Convention Center
www.americasfoodandbeverage.com/

The Americas Food & Beverage

Show & Conference is only open to

the industry, making this an exclu-
sively B2B (business to business)

event. Attendees of the Show are
there looking for new and innova-

tive products to source, add to their
store shelves, menus, and to wow their
clients. The World Trade Center Miami
and Informa Markets LATAM announce
a collaboration through an event co-
location and co-promotion agreement,
to redefine the culinary landscape

for the years 2024 through 2026. This
strategic partnership marries two dis-
tinct yet complementary visions: the
Americas Food & Beverage Show &
Conference, presented by the World
Trade Center Miami, and Food Hos-
pitality Latam, produced by Informa
Markets.

CHFANOW
9/19-22

Toronto, Canada
www.chfanow.ca/

CHFA NOW is the number one source
for new products and education for
retailers who are doing business in
Canada. If your store sells natural
health products, organics, specialty
foods, health & beauty, sports nutri-
tion and/or nutraceuticals, this is
your one-stop shopping experience.
Everyone working in retail — from
owners to managers to buyers —
will benefit from the opportunity to
see, touch, taste and compare thou-
sands of products. Take advantage
of discounted show pricing on your
favourite products, receive special
incentive programs from the exhibi-
tors and make connections you won't
find anywhere else.

Groceryshop

10/7-9
Mandalay Bay, Las Vegas
groceryshop.com

Groceryshop is where the global
grocery and CPG ecosystem unites
to explore bleeding-edge trends and
technologies. Learn from over 165
industry luminaries and find your next
game-changing solution at Meetup,
the largest meetings program ever

in grocery and CPG. At Groceryshop,
we deliver insights fresh from the top
shelves—every speaker is VP level or
higher, ensuring you get actionable
tips straight from the decision-
makers. And don't worry, our stage is
always organic with no pay-to-play
fillers—ever.
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/KAMPAI! A SAKE TASTING TG)UIR JAPAN

TEXAS - JAPAN SISTER CITY MAT(EH URS l_
/KAMPAI BEREBETA R T4 2T IYT—

n the final day of the Asian Pacific
American Heritage Month on May

31, Asia Society Texas in Houston
held a unique Sake tasting event featuring
a line-up of twelve Sake and three craft
beers. Selections included those to
match ten Texan cities with their sister
city counterpart affiliations in Japan,
represented by eight prefectures including
Chiba, Kumamoto, Miyagi, Niigata,
Kanagawa, Gunma, Hyogo, and Iwate.

The program began with U.S.-Japan Council
introducing the Japanese Counsel-General
of Japan in Houston, the Honorable
Zentaro Naganuma, followed by a quick
edu-presentation to empower guests
with tips on how to best select their Sake
on the next trip to a retailer or a sushi
bar. The guests then flowed through the
Sake and beer stations attended by Sake
industry experts who further provided
tasting and food pairing guidance.

The participants were especially happy to
discover their own Japanese sister city and

brewery connections. Others expressed
the joy experiencing the wide variety
of Sake, served, all in one place: Junmai

type, Honjozo type, Kimoto, Nigori, Taru,

Sparkling, Nama, Genshu, Muroka, and
even Mirin as a dessert Sake. True to the
home of the Texan BBQ, Ryujin Bull Rider
Junmai Daiginjo was a crowd pleaser, as
was the Houston match-up with the Chiba
brewed Kinoene Ripe Apple Junmai Ginjo
and Kinoene Akiagari Junmai Ginjo brewed
by linuma Honke.

Other standouts were Nanbu Bijin
Shinpaku Junmai Daiginjo and Kiku-
Masamune Junmai Taru Sake. Over at the
beer stations, all three offered unique
flavors from Japan, with the Premium Red
Ale Echigo Beer running out by halfway
point of the event, a true testament of its
popularity.

This B to C event, the first major Sake
tasting in Houston, was sponsored by the

Asia Society Texas, U.S.-Japan Council,

Geniji Sake, and Mutual Trading.

Ode to a cowboy taming a bull in a harmonious dance: Houston guests took a special
liking to Ryujin Shuzo Bull Rider Junmai Daiginjo, full aroma of gorgeous tropical fruits,
rounded flavor, and a cool-dry finish. Great compatibility with Texan meaty dishes.

Los Angeles HQ »
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| KAMPAI! A SAKETASTING TOUR OF JAPAN:
TEXAS - JAPAN SISTER CITY MATCH UP

|TEXAS CITY |jAPAN CITY & PREFECTUREl SAKE & BEER
FINE JIZAKE
Houston Chiba, Chiba Kinoene Ripe Apple Junmai Ginjo
Tyler Yachiyo, Chiba Kinoene Akiagari Junmai Ginjo
San Antonio Kumamoto, Kumamoto Akazake Mirin
Dallas Sendai, Miyagi Michinoku Onikoroshi Honjozo
Fort Worth Nagaoka, Niigata Hakkaisan Ju_nmai Dai,c_;injo 45
Kubota Senjyu Junmai Ginjo
Galveston Niigata, Niigata Kikusui Funaguchi Sparkling Nama Genshu

Corpus Cristi Yokosuka, Kanagawa

Izumibashi Kuro Tombo Kimoto Junmai

Pasadena Hadano, Kanagawa
Huntsville Niiharu, Gunma Ryujin Bull Rider Junmai Daiginjo
Canyon City Minakami, Gunma Akagisan Junmai Sparkling Shalala
none Iwate Nanbu Bijin Shinpaku Junmai Ginjo
none Hyogo Kiku-Masamune Junmai Taru Sake

PREMIUM CRAFT BEER

Fort Worth ii
Nagaoka, Niigata Premium Red Ale Echigo Beer
Galveston Niigata, Niigata
none Kyoto Lucky Dragon Pale Ale
none Kyoto Kyoto Matcha IPA

Dallas e+ New York <+ Boston °

Washington DC

Miami

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist



Cool Down with Kuramoto Ice:

Japanese Kakigori Becomes

the Hottest Trend in America
—DEXH

TAYYhLERE!
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hen was the last time you had
WShaved ice? For those who moved

to the United States many years
ago, it might have been at a childhood
summer festival. Interestingly, in Japan, the
cost of a single serving of shaved ice can
now be around 1,500 yen, and at some
places, nearly 3,000 yen. Despite these high
prices, long lines and reservations are still
common.

Although all shaved ice is generally
referred to as “kakigori” in Japan, there
are many diverse styles, and modern
Japanese shaved ice has evolved into a dish
distinct from those in other countries.The
origins of shaved ice in Japan are said to
date back over 1,000 years, but before the
development of refrigeration technology,
ice was a precious commodity. It wasn't
until around 1900, when ice-making
technology advanced, that shaved ice
became popular among the general public.
At the same time, shaved ice machines
began to evolve, and over the course of
about 100 years, the current trend of light,
fluffy, melt-in-your-mouth shaved ice was
established.

So, what sets Japanese shaved ice apart
from those in other countries? First, the
ice itself. Popular shaved ice stores in Japan
consistently focus on the quality of the ice,
with most using pure ice that has been
slowly frozen over more than 48 hours.
The typical style involves thinly shaving
block ice with an ice shaving machine
and topping it with homemade syrups,
creams, and seasonal fruits. The flavors

photo credit @kolibarsd

are diverse: spring brings strawberry and
cherry blossom, summer features mango
and white peach, autumn offers chestnut
and sweet potato, and winter includes
chocolate, allowing for a year-round
seasonal experience. Even non-shaved
ice stores, like ramen restaurants looking
to boost sales during the summer, find it
a good match for their dessert menus,
and pastry shops, whose peak seasons
are winter holidays like Christmas and
Valentine's Day, sometimes introduce
shaved ice as a summer specialty to attract
customers.

A successful example in the U.S. is KoLi
Bar, part of the USA Yakyudori group in
San Diego. They use pure ice blocks from
Kuramoto Ice in Kanazawa, Japan, offering
shaved ice of the same quality as in Japan.In
July 2023, they were featured on Fox News,
resulting in long lines every day and selling
over 400 servings in a day. In other regions,
food events often see long lines for shaved
ice priced between $12 and $16,and more
shops and restaurants are starting to offer
it on weekends.

Since 2020, Kuramoto Ice has been
distributed in many major cities across the
U.S., making high-quality pure ice blocks,
crucial for shaved ice, more affordable
and accessible. It will be interesting to
see whether kakigori will become as
established in America as ramen, or evolve
differently like the California roll did from
its Japanese origins. We look forward to
seeing how it develops.

KURAMOTO ICE

oy

For product inquiry, contact Mutual Trading Rep.
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Testimonial Spotlight:
Why Our Customers Love Shaved Ice

Q:What is the merit of adding Shaved Ice to the Menu?
Ebata-san: Adding Kakigori to the menu has increased the number of

customers visiting the restaurant.

Q:What was the reason for choosing Kuramoto Ice?
Ebata-san: Price, quality, and ease of use.

rates.What prompted you to add shaved ice to the menu?
Ebata-san: Ramen Boys has a large capacity, so we never had to worry about

that.

It might not be suitable for smaller, busier establishments.

Q: How well-known is "Kakigori" in the US?
Ebata-san: Honestly, the recognition of "Kakigori" is quite low! On our menu,
we list it as Kakigori (Japanese Shaved Ice).

Yosuke Ebata
Executive Chef, Ramen Boys

Honolulu - The Cherry Co. *

Bringing the Flavors of Japan
to the People of the World
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Restaurant employment growth was uneven in recent months
-Restaurant job growth slowed in recent months, but the recent uptick in job

openings suggests the demand for employees remains solid-

C By BOBMBEERADBUICIIIESDEHH T

-BRBEDRAZILC

M. EEEICXT T SHFE

estaurant employment regis-
tered a modest gain in April,
according to preliminary data

from the Bureau of Labor Statistics
(BLS). Eating and drinking places*
added a net 6,600 jobs in April on a
seasonally-adjusted basis. That came on
the heels of stronger gains in February
(25,100) and March (28,500).

Although April represented the
third consecutive increase in restau-
rant jobs, growth was uneven in recent
months. On average during the last 6
months, eating and drinking places
added less than 8,000 jobs each month.
That compares to an average monthly
gain of more than 27,000 jobs during
the previous 6 months (May 2023 to
October 2023).

Despite the recent slowdown,
the trendline remains modestly
positive, which means the industry
workforce continues to expand beyond
pre-pandemic levels. As of April 2024,
eating and drinking places were 40,000
jobs (or 0.3%) above their February
2020 employment peak.

Demand for employees
remains solid

Restaurant job growth slowed
somewhat in recent months, but the
recent uptick in job openings suggests

CHABTERUDEIE L 7=H
HERRICHR L TVWBAZZRELTULWS-

the demand for employees remains
solid. There were just over 1 million
job openings in the combined restau-
rants and accommodations sector on the
last business day of March, according
to data from the Bureau of Labor Statis-
tics’ Job Openings and Labor Turnover
Survey (JOLTS).

That represented the 3rd consec-
utive monthly increase and the first
time since September 2023 that job
openings topped 1 million. Despite
the recent increase, openings remained
well below the record highs of more
than 1.5 million openings registered in
several months during 2021 and 2022.
Another recent labor market develop-
ment is that restaurant operators appear
to be having more success keeping the
employees that they have.

During the last 6 months, an
average of 4.7% of employees in the
combined restaurants and accommo-
dations sector quit their jobs, according
to BLS. That was more than a full
percentage point below the average
monthly quit rate of 5.8% during 2021
and 2022.

It was also slightly below 2019’s
average monthly quit rate of 4.9%,
which is an indication that the indus-
try’s labor market may be normalizing.
Note: The job openings and quits
data presented above are for the

SUSHI CHEF, HELP WANTED
HIRING PEOPLE, RENT A ROOM
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broadly-defined Accommodations and
Food Services sector (NAICS 72),
because the Bureau of Labor Statis-
tics does not report data for restaurants
alone. Eating and drinking places
account for nearly 90% of jobs in the
combined sector.m

*Eating and drinking places are the
primary component of the total restaurant
and foodservice industry, providing jobs
for roughly 80% of the total restaurant
and foodservice workforce of 15.5 million.
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Japanese Restaurant Association
24th Annual Golf Tournament held

KEIHRL AN R

JILTRe=RME

of America (JRA)(President:

Shinji Kugita) held their annual
golf tournament at the Angel National
Golf Club in Sunland city, Calif., on
July 8 to raise funds for various activi-
ties organized to popularize Japanese
cuisine. JRA represents the Japanese
food industry in the U.S., established
to advance training and promote
understanding of Japanese cuisine.
The association organizes seminars
on hygiene management and labor,
and annual events such as the Sushi
& Sake Festival and this golf tourna-
ment, scheduled year-round to support
the JRA.

Held for the 24th time this year, the
annual golf tournament was attended
by approximately 144 participants
consisting of restaurant affiliates,
food manufacturers, business partners,
Japanese food importers, and other
Japanese food industry related profes-
sionals. In addition, approximately 60
companies including food manufac-
turers and corporate partners who
support the cause provided original
products to sponsor the event.

The winner of this golf tournament
held in the Double Peoria System was
Yuki Nishimura, works for a fresh fish
company in Los Angeles.

This golf tournament organized by
the JRA is characteristic for installing
food and beverage booths in the middle
of the teeing ground and course, serving
hand-rolled sushi prepared by sushi
chefs, beer, chilled green tea, okonomi-
yaki, yakisoba, ramen, yakitori, etc.
Since the golf tournament is held in
the hot summer heat, beer and chilled
green tea were very popular among the
players who feasted on hand-rolled
sushi, yakitori, takoyaki, etc.

Shinji Kugita, President of the
JRA, commented on the associa-
tion’s aspirations, “We thank the
144 participants for coming despite
the very hot weather. Thank you to
all the participants involved in the
operation. For future events, we’re
planning the Sushi and Sake Festival
at the Doubletree Hilton Hotel in Little
Tokyo in November 3rd. We plan to
organize various events to popularize
Japanese cuisines and to bring joy to
our consumers.”’m

l apanese Restaurant Association

Yuki Nishimura, Winner (Center)
Shinji Kugita, President of JRA (Left)
Seia Watanabe Ms. JRA (Right)
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24th JRA Golf Tournament Results
$F240 JRADILZh—F AV NBiE

1st 2B Yuki Nishimura 91(67.2)
Bluefin

2nd 217 Chitomo Katoh 97(67.6)
Kagura Restaurant

3rd 3fiZ Ryu Kato 89(68)

JCC Foundation
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©KIKUSUI SAKE'CO.,LTD
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KIKUSUI SAKE CO., LTD. to further develop the U.S. market

KER—TY rDESLBBHAMEICTFYL Y

ounded in Shibata city, Niigata
F prefecture in 1881, Sake brewery

KIKUSUI SAKE CO., LTD.
successfully commercialized “Kikusui
Funaguchi Nama Genshu,” the first
unpasteurized sake packaged in cans
in Japan. The long-established sake
brewery celebrates over 140 years in
business this year.

Sake brand “Kikusui” was
first exported in the mid-1990s and
expanded worldwide. The top sake
exports (by value) are “Junmai Ginjo,”
unpasteurized sake “Funaguchi”
packaged in aluminum cans, and
nigori sake “Perfect Snow,” which
accounts for approximately 80 percent
of Kikusui Brewery’s sales. “Junmai
Ginjo” was first sold in Japan and
exported in 2008, now exported only,
currently “the most popular Junmai
Ginjo in the U.S.” according to the
brewery. Although “Funaguchi” is a top
seller in the East Coast, the aluminum
can was initially seen as cheap and
didn’t sell well when first exported.

When first released in Japan
in 1972, a system was not estab-
lished yet in the sake industry to sell
and distribute raw sake. During that
time, Kikusui Brewery developed a
new way to successfully maintain the
fresh quality of their unpasteurized
sake year-round by packaging them
in aluminum cans. The sales of raw

sake, considered then to be a risk, was
resolved by thinking outside the box
with a resourceful mindset.

Sales of raw sake was made
possible in the market by none other
than the “customer’s voice,” reflected
Manager Shuichi Kikuchi. “How can
we satisfy our customers? The culture
at Kikusui Brewery is constantly
focused on answering this one
question.” Kikusui Brewery continues
efforts to further enhance the quality
of their sake to encounter the satisfied
smiles of their customers.

Next, the sales staff thoroughly
and passionately promoted the “reasons
and advantages of packaging sake in
aluminum cans.” “If you try Funaguchi
only once, you’ll taste the fresh and
fruity flavors of raw sake.” Over time,
“Funaguchi” became popular as “sake
packaged in aluminum cans to preserve

20 August 2024 . www.alljapannews.com
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freshness” and “cool and stylish,” and
became a hit. [zakaya restaurants in
New York City and ramen shops served
Funaguchi in cans as is, a style that
survived the test of time.

BEST CUP SAKE awarded to
“RED CAN” Kikusui Funaguchi
Ginjo Nama Genshu in the 2024
Rolling Stone Spirits Awards

The Rolling Stone is a monthly
magazine with a focus on music,
politics, and pop culture with over
400,000 readers, founded in 1967.
The magazine overcame cultural
and language barriers through their
digital channel and became well-
established worldwide. The Rolling
Stone announced winners of the 2024
Rolling Stone Best Spirits Awards,
carefully selected over a year by
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the magazine’s alcoholic beverage
industry experts who served as judges
to evaluate the flavor, taking especially
refined brewing methods into consid-
eration. The Best list includes a
section for Japanese sake, in which
the “Red Can” of “Kikusui Funaguchi
Ginjo Nama Genshu” was selected as
“The Best Cup.”

The award-winning “Red Can” is
a premium unpasteurized sake with a
Ginjo aroma, one of four types in the
Funaguchi series, along with Gold,
Green, and Silver/Black Cans. The
alcohol content of the sake aged inside
the can is 19 percent. The Funaguchi
Red Can is aged at low temperature
over a year and is characteristic for its
deep, rich flavor and velvety palate. If
stored in a refrigerator, the Red Can
can be further aged for another three to
four years.



The origin of the name
“Funaguchi”

During the sake brewing process,
the fermented mash is placed in a bag
and pressed to separate sake from sake
lees. These bags are lined side-by-
side and stacked up in a rectangular
tool called “sake tun,” and the sake
flowing out of the sake tun is referred
to as “Funaguchi.” The flavor of this
freshly pressed, unpasteurized, raw
sake with no water added was bottled
and named “Funaguchi.”m

ARTHOTHEAD L 57
LEK—FLIZD ) ORERLIZHR
L A s R ik, B
IREETRENTICH D, A2 1881 4F &
SAET 14042 B2 2 i TH %,
19904 R I I # BAdA L T L
K, “HAK” 77y RERMFICERL T
W5, T ol A TR
TOVIHEAD AR T2 6, &2
D TR=7 27 2/ —) DEH B
D8 Z DB E v, THUKIGEE, (X
2008 41 HAE P & it iFE 72 - 72 23,

ZN SRy DA, ST T
AV A TS R 27— ik
ICH -7, EIFES, T2 E )
B RIS R % & Atk 5 I LA
DEGHTZDS, WME 7L SEA D 23
F—=THHRE 52772013 A EE
hrolEwvnd,
HARTHI I N7 197245411, R
Tl Z TS 2 ARPE S A 7 4
DI N T ote, ZARY, 4
K IX A% TV IMICT 5 2 LT
BIORFF 2 EIL L . AR EOE @ & o
I Hit AR HICR EAA L, ME
Y2 T o BHORER,
R FER LER O Kok, 1o
WFEZ RIS L 2D, EDTH AR

TEEMOF ) 72 LT i~ —
Pr—IMREERRDIK S, T TUXE
BRDBEATLEZ 2D, ZD %W
IZHEZ DN, FHAKEGED AN F v —7
DTT, THVY W0 RAFOEHIC
M)z, LYRWEAEZROTF v L
VYLK 2R, S5 BLED S
Z EEe,

ZNDBIREFEAY Y 75T THIC
A2 T LI - I B ERELICT
KD 9 L2 HA v, T—
ERDIZTL Y ah D IN—F 4 =K
FOHD B WL X Z2T0> TS5,
WOLY TS5 1 TPVIERED
SIMEBMEENTVWSE  T7—LTRY
AV yTa) LI A=UPREL T
LAY, Za—3a—7DFEHEP I — X
VIETIRETZEDEER LAY A D
EHLTWwo 7,

i< E BEERE TRE
A=Y YJRAN—ViE
RZANZAEYYYFPI—RZE

a—Y A —riEix, 1967 FICE]
Tz HTGEET, Flicayrzrya—)
BRDZE T —, BUA, KREULOFE
WAEIY s D405 AL Lo
BHH, THICTIIILF vy 2IL%E
U CxXALR SRR B 2 T Fp o
b 2 ATliECH B, 2ou—) 7

A b—vEEdS, 2024FE0—Y v A b —
v RAL Ay - P FOZE
Wiz FR L, ZAUSFEZEDWIEEMSE
DEHAIZE > T1EMEL T THHES
A, FAC R AIFEAMG X 41, Fric BN
s ke EEEI N, ¥ RALD
Y2 MZIEHAESMbEENTED,
THK S CHGREERFNG ) @ TR
D RRA Ay W GERI N, %
EZEOWEY -T2 ZDE EMEED L
7o  BERDT 2 7L 3 7 LA,
&b, G, B/ BEOLECEIY—
R AFHOFOHRE T, HHNBED 7V
a—)UEE19% I b 6T, 14E%
P TERAR S TR D 5% B I,
RAD B 5 FE7 AR & )Ly FD X
9 2 L1472 0 YR, EBUHICIRE
1, BT 34E, 4SEORMRE S L HHE
X2,

I3 <s) EVWSZRIDER

WG D O TETIE, BITEKZBIE
OB ANTUIED | 5 & e
T2, ZOBZUANTHEATANS, K
ERRTEOMEEZ W LS v, O
H2 6idut T < 2 E 4K TIE Ta7%
CHy ENEAL, LIEDETo, KA
LEIKS LT, LiFossEodt
B, ZOWARDOED RGO &
6. 1550, AT,

BA&THhE
YA AR A

RO TECAAS BT
"

..:'r-i

JAPDNESES

Scan the QR code or go to

www.alljapannews.com/page/news-1

Japanese Restaurant News

- Vol.33- No.309 21



NEWS / TRENDS

Japanese food ingredients promoted
at the Los Angeles Dodger Stadium
Samples of “Onigiri” (rice balls) prepared

from Japanese rice, etc., distributed

ROvy—X2PT7LTHEREBMIOE—3Y
—BAEREXREFERALEC BICED” BREEY YT S ERG—

event to popularize Japanese

culture and socialize, was
held at the Dodger Stadium on July
2. This event is an opportunity for
the Japanese and Japanese American
community to strengthen their bond
with the Dodgers and their fans, a
popular annual event held before
the game.

Since this season opened, the
concession stand “Tsukiji Gindaco”
opened to sell takoyaki (dough balls
filled with pieces of octopus) to a long
line of customers. When the takoyaki
stand opened at the Dodger Stadium,
“Tsukiji Gindaco” was recognized by
the Ministry of Agriculture, Forestry
and Fisheries for introducing Japanese
agricultural, forestry, fisheries, and
food products overseas, and was certi-
fied as a Japanese Food and Ingredient
Supporter Store. Japan External Trade
Organization (JETRO) and Japan Food
Product Overseas Promotion Center
(JFOODO) collaborated with “Tsukiji
Gindaco” to distribute free samples
of three different kinds of “Onigiri”
prepared from Japanese rice and nori,
etc., and custard buns in the Dodgers
Stadium event space.

Akira Kajita, Executive Director
of Japan External Trade Organization
Los Angeles, commented on his aspira-
tions to promote Japanese foods “We

‘ ‘ J apanese Heritage Night,” an

From left: Shunichiro Kitagawa, Consulate General of Japan LA / Morio Sase,
President of HOTLAND Co., Ltd. / Akira Kajita, Executive Director of Japan

External Trade Organization Los Angeles

selected ‘onigiri’ because the Dodger
Stadium already had a plan to sell
onigiri prepared from Japanese food
ingredients. We have planned four
different events total including this
event to promote Japanese foods at the
Dodger Stadium.”

Morio Sase, President of
HOTLAND Co., Ltd. that operates
“Tsukiji Gindaco,” commented: “The
onigiri we prepared were all made from
Japanese food ingredients. We prepared
3,000 onigiris total consisting of three
different kinds — tuna mixed with
slightly spicy mayonnaise to suit the
local palate, bonito flakes, and a veggie

version — along with 1,800 custard buns
from Hattendo Co., Ltd., introduced as
a Japanese sweet bun, as samples. We
received wonderful support from our
corporate sponsors such as Shirako
Co., Ltd., AUTEC North America,
California Rice Center, Inc., Takaokaya
USA, Inc., and Tsukiji Gindaco.”

A long line of customers formed in
front of the food booth to try samples as
soon as the stadium opened. “Onigiri”
was so popular, they were gone within
the hour. Joseph Johnson, a spectator
who visited the Dodger Stadium with
his family, commented: “I learned of
onigiri from a Japanese anime show my

kid was watching. I’ve also seen it at a
Japanese supermarket. The onigiri I had
today was delicious because it wasn’t
cold.” Johnson further commented
on the Japanese custard bun: “This is
bread? Japanese sweets are delicious!
I’'m a fan.” The Dodgers Stadium also
has dessert stands that sell slices of
cake, chocolate, etc., where “Mochi Ice
Cream” (ice cream wrapped in sweet,
pounded rice dough) is popular. To say
“mochi” is a term commonly used by
Americans is not an exaggeration.
“Japanese Heritage Night” is an
event held to popularize Japanese
culture and socialize. A live taiko drum

22 August 2024 - www.alljapannews.com



performance, live music, and Japanese
guitarist and actor MIYAVI known
for his charity work performed before
the game. Also, the oldest Japanese
American Dodgers fan Yoshiko Miwa,
a supercentenarian at 110 years old,
was presented with the uniform number
110 by Dodgers pitcher Yoshinobu
Yamamoto. George Takei, Japanese
American actor renowned for his role
in the popular science fiction TV series
“Star Trek,” threw the first pitch and
enlivened the event.

Shohei Ohtani was the first desig-
nated hitter (DH) in the starting lineup
during the Los Angeles Dodgers vs.
Arizona Diamondbacks game on this
day. Ohtani successfully hit to the right
and a two-run home run (27) during
the 7th inning, totaling 5 hits, 3 RBIs,
and 2 hits. The Dodgers won against
the Diamondbacks with the score 6-5.
After the game, Ohtani commented:
“Although many Japanese guests come
often, the game today was special. ’'m
glad I was able to make some hits and
home runs today, and I’m happy that
our team won.”’m
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i ae APE: EIZIS"'EEAEHEIZISE D
H:E-rnw r-,"-".:llld _

A ASTERERAEIBIEE oo oo
| IZaKE I( lllu_j]
ol Kl T 1J=ij;..41__-:_.ur_|r
SRS 718 7 ] St S LS BUSOMOonl Fsuusns J oW el pog
Sake Shochu Spirits Institute of Am rlca- art 2:|The History of Sake

28853 EERY | \ P3

26 Apgust 2024 . AlljapAnhEws com /

H B T l""




> MUTUAL TRADING

-1 JAPANESE FOOD &
©2L RESTAURANT EXPO

28t 23rd

NEW YORK LOS ANGELES
SAT SEPT 21,2024 SAT SEPT 28, 2024
10:00 am - 4:00 pm 9:00 am - 4:00 pm
Metrnpulitan Pavilion alcohol sampling End!: 3:00 pm*
125 West 18th street New York, NY 10011 Pasadena Convention Center
300 E. Green Street, Pasadena, CA 91101
Register Now!

www.eventspass.com/event/ v -' 2 www.eventspass.com/event/
NYMutualTradingRestaurantEXPO2024 Mo LAMutualTradingRestaurantEXPO2024

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

NEW PRODUCTS $ SAVINGS FREE to Attend

¥ b orp under the sge of 13 will be alieesed. Must be 21 years 0ld for aloohal tastings.
i JFRE v a8 profewionsl rade show, 8nd i reuiricied 1o feod and fesduordco profoscionale. Thit it not 8 public svent.
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quality KYOTO SINCE 1637

Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier

X Kﬂ(lSéKE-SHI
I i
SAKE

SOMMELIER
CLUB

e

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 o 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 Executive

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 electronically) in North
America, Japan, and Southeast Asia.

]

1: [l g

| '*g' w-SUShiESOkE |

Who will convey the appeal of sake?

o matter how good a product
is, the message needs to be
communicated for customers

to try the product.

let’s consider when the appropriate
timing is and how to communicate the
appeal of Japanese sake in a way that
leads to sales.

Consider who the message
is directed to

Are chefs, servers, and bartenders
trained appropriately? Training the
staff to thoroughly understand why a
brand of sake tastes delicious and why
customers should try it is important

because a single try will not be suffi-
cient to understand even ten percent of
the appeal of a brand. Therefore, please
have staff try the sake paired with the
cuisine.

Timing

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

Content

Speak informatively to customers
in a way that generates a response like
“Oh really?” For example, “How about
AAA, a dry and refreshing sake from
Niigata that goes great with sushi?” Or
“Would you like to try BBB, a brand of
sake from Akita that has body and goes
great with teriyaki?” The point is to
word the recommendations into easy-
to-understand sales pitches that makes
customers want to try the brand. Offer
two to three different brands that range
from reasonable to mid-range prices.m
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“Creative Suthi & Sake® illustrates the technigques of the
finest sushi chefs throughout the world, concentrating on
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# New Forms of Sushi
* Mew styles of Sushi
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« Innovarive and Popular Creative
Sush

= Mastering Techniques

« Sushi in the USA and Europe

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

the artistic presentations, unigue ingredients and advanced
mathods of preparation. The writers were all top |apanese
professional chefs with many years of experience.

[published in English by All [apan Rews, Inc., in2005)
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n the final day of the Asian Pacific
American Heritage Month on May

31, Asia Society Texas in Houston
held a unique Sake tasting event featuring
a line-up of twelve Sake and three craft
beers. Selections included those to
match ten Texan cities with their sister
city counterpart affiliations in Japan,
represented by eight prefectures including
Chiba, Kumamoto, Miyagi, Niigata,
Kanagawa, Gunma, Hyogo, and Iwate.

The program began with U.S.-Japan Council
introducing the Japanese Counsel-General
of Japan in Houston, the Honorable
Zentaro Naganuma, followed by a quick
edu-presentation to empower guests
with tips on how to best select their Sake
on the next trip to a retailer or a sushi
bar. The guests then flowed through the
Sake and beer stations attended by Sake
industry experts who further provided
tasting and food pairing guidance.

The participants were especially happy to
discover their own Japanese sister city and

FRBE A BN A A AR S5

MUTUAL TRADING
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brewery connections. Others expressed
the joy experiencing the wide variety
of Sake, served, all in one place: Junmai
type, Honjozo type, Kimoto, Nigori, Taru,
Sparkling, Nama, Genshu, Muroka, and
even Mirin as a dessert Sake. True to the
home of the Texan BBQ, Ryujin Bull Rider
Junmai Daiginjo was a crowd pleaser, as
was the Houston match-up with the Chiba
brewed Kinoene Ripe Apple Junmai Ginjo
and Kinoene Akiagari Junmai Ginjo brewed
by linuma Honke.

Other standouts were Nanbu Bijin
Shinpaku Junmai Daiginjo and Kiku-
Masamune Junmai Taru Sake. Over at the
beer stations, all three offered unique
flavors from Japan, with the Premium Red
Ale Echigo Beer running out by halfway
point of the event, a true testament of its
popularity.

This B to C event, the first major Sake
tasting in Houston, was sponsored by the
Asia Society Texas, U.S.-Japan Council,
Geniji Sake, and Mutual Trading.

PRETRI 2457 S B FE M Ryujin Shuzo Bull Rider ZK KSR, 38 501 78 IR
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(Sparkling)  ZEW (Nama) . J5iH
(Genshu) . fEJEEIEE (Muroka) ,
SLAE R E BRI (Mirin) « FFG 18
MRS 1 JEAS, HEFIRyujin Bull Rider
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| TEXAS CITY [ JAPAN CITY & PREFECTURE | SAKE & BEER |
FINE JIZAKE
Houston Chiba, Chiba Kinoene Ripe Apple Junmai Ginjo
Tyler Yachiyo, Chiba Kinoene Akiagari Junmai Ginjo

San Antonio

Kumamoto, Kumamoto

Akazake Mirin

Dallas Sendai, Miyagi Michinoku Onikoroshi Honjozo
Fort Worth Nagaoka, Niigata Hakkaisan Ju.nmai Daig.inj.o.45
Kubota Senjyu Junmai Ginjo
Galveston Niigata, Niigata Kikusui Funaguchi Sparkling Nama Genshu

Corpus Cristi Yokosuka, Kanagawa

Izumibashi Kuro Tombo Kimoto Junmai

Pasadena Hadano, Kanagawa
Huntsville Niiharu, Gunma Ryujin Bull Rider Junmai Daiginjo
Canyon City Minakami, Gunma Akagisan Junmai Sparkling Shalala
none Iwate Nanbu Bijin Shinpaku Junmai Ginjo
none Hyogo Kiku-Masamune Junmai Taru Sake
PREMIUM CRAFT BEER
ForeYWorth Nagaoka, Niigata Premium Red Ale Echigo Beer
Galveston Niigata, Niigata
none Kyoto Lucky Dragon Pale Ale
none Kyoto Kyoto Matcha IPA

Dallas e+ New York <+ Boston °

Washington DC * Miami

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist



Cool Down with Kuramoto Ice:

Japanese Kakigori Becomes

the Hottest Trend in America
- BRBIK A EZBRE

FH Kuramoto k&2

hen was the last time you had

shaved ice? For those who moved

to the United States many years
ago, it might have been at a childhood
summer festival. Interestingly, in Japan, the
cost of a single serving of shaved ice can
now be around 1,500 yen, and at some
places, nearly 3,000 yen. Despite these
high prices, long lines and reservations are
still common.

Although all shaved ice is generally
referred to as “kakigori” in Japan, there
are many diverse styles, and modern
Japanese shaved ice has evolved into a dish
distinct from those in other countries.The
origins of shaved ice in Japan are said to
date back over 1,000 years, but before the
development of refrigeration technology,
ice was a precious commodity. It wasn't
until around 1900, when ice-making
technology advanced, that shaved ice
became popular among the general public.
At the same time, shaved ice machines
began to evolve, and over the course of
about 100 years, the current trend of light,
fluffy, melt-in-your-mouth shaved ice was
established.

So, what sets Japanese shaved ice apart
from those in other countries? First, the
ice itself. Popular shaved ice stores in Japan
consistently focus on the quality of the ice,
with most using pure ice that has been
slowly frozen over more than 48 hours.
The typical style involves thinly shaving
block ice with an ice shaving machine
and topping it with homemade syrups,
creams, and seasonal fruits. The flavors
are diverse: spring brings strawberry and
cherry blossom, summer features mango
and white peach, autumn offers chestnut
and sweet potato, and winter includes
chocolate, allowing for a year-round
seasonal experience. Even non-shaved
ice stores, like ramen restaurants looking
to boost sales during the summer, find it
a good match for their dessert menus,
and pastry shops, whose peak seasons
are winter holidays like Christmas and
Valentine's Day, sometimes introduce
shaved ice as a summer specialty to attract
customers.

Chicago - Yamasho °
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photo credit @kolibarsd

A successful example in the U.S. is KoLi
Bar, part of the USA Yakyudori group in
San Diego. They use pure ice blocks from
Kuramoto Ice in Kanazawa, Japan, offering
shaved ice of the same quality as in Japan.
In July 2023, they were featured on Fox
News, resulting in long lines every day and
selling over 400 servings in a day. In other
regions, food events often see long lines
for shaved ice priced between $12 and
$16, and more shops and restaurants are
starting to offer it on weekends.

Since 2020, Kuramoto Ice has been
distributed in many major cities across the
U.S., making high-quality pure ice blocks,
crucial for shaved ice, more affordable
and accessible. It will be interesting to
see whether kakigori will become as
established in America as ramen, or evolve
differently like the California roll did from
its Japanese origins. We look forward to
seeing how it develops.
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Yosuke Ebata
Executive Chef, Ramen Boys
IG: ramenboyslv
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Japan, young consumers

drinking less alcohol and

sake is seen as a problem.
One explanation, however, is that
younger generations worldwide are
drinking less alcohol in general. While
there are several reasons for this trend, I
believe this trend is not likely to change
anytime soon.

In such circumstances, Japanese
sake breweries have been trying
over the past decade to entice young
Japanese consumers to learn about
sake, sample sake, and enjoy sake
through various activities.

by Kosuke Kuji

202

Kosuke Kuiji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

Tokyo University of Agriculture’s
Department of Brewing and
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School Board Member, Fukuoka
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Vice-Chairman, Technology
Committee, Iwate Prefecture
Brewers and Distillers’ Association
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Young Japanese consumers
and Japanese Sake @
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I would like to introduce several
such activities in the next few reports.

First, I introduced this activity
in a previous column as well.
“Wajowaraku” is a private organiza-
tion that collaborates with Japanese
sake specialty shops and sake breweries
to promote and popularize the Japanese
sake culture, active under their motto,
“from O cups to 1 cup.” “ASAKUSA
JACK!” is a sake sampling event
organized by Wajowaraku that targeted
young customers who visited the
Asakusa district, held for two consec-
utive years since the coronavirus
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pandemic ended. Surprisingly, the
number of visitors who sampled sake
in one day exceeded 1,000.

The price to participate in the
sampling event was set economi-
cally for guests not familiar with sake,
organized in the Asakusa district in an
area with especially many young pedes-
trians, which helped to educate young
people about sake. I was excited to
welcome our young participants from
the event who later visited our shop to
let us know they bought a T-shirt of one
of the sake breweries that participated
in the event from the UNIQLO store,
located in the building just behind the
event venue; while another participant
told us they were on their way to enjoy
sake in a restaurant inside the building.
This event made me realize the impor-
tance of getting young people to taste
and enjoy the flavor of sake.m
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Sake is produced with no preservatives
Hz B ERERPEE

ake is unfortunately perishable,
S and quick to spoil. The reason

why sake is high in alcohol con-
centration compared to other alcoholic
beverages worldwide is the result of
accumulated technical renovations in an
effort to best preserve sake. However,
the greatest obstacle to sake preser-
vation, “hiochi bacteria” (lactic acid
that spoils sake) could not be defeated
despite high alcohol concentrations.
Therefore, since the Edo Period, tra-
dition dictates sake is brewed during
the winter season to be “heat treated”
in May. Early into the Meiji Era (1868
~ 1912), the heat treatment timing and
technology remained fundamentally
unchanged, and by the early Showa Era
(1926 ~), sake was poured directly into
large kettles and directly heated.

However, the direct application of
heat practiced at the time was merely a
technique generated from many years
of sake brewing experience, and the
mechanism of sake spoiling due to the
“hiochi bacteria” was not yet scientifi-
cally proven. Also, since sterilization
was conducted in wooden barrels not
fully concealed, then stored, even the
heat application was not a thorough
countermeasure to eradicate the hiochi
bacteria. Scientific research into sake
production started in the Meiji Era,
bringing a remarkably quick coun-
termeasure to resolve spoilage that
materialized as a preservative and
became widespread.

Chemist Oskar Korschelt, who
arrived in Japan in 1876 and served as
a chemistry professor at the University
of Tokyo’s Faculty of Medicine, had
previously taught at a beer factory in

Germany where he had already suc-
ceeded in preserving beer by adding
salicylic acid. Korschelt was first to
recognize the hiochi phenomenon
in Japanese sake production, and
announced in 1879 that adding sali-
cylic acid as preservative could prevent
spoilage during the sake production
process, a breakthrough considering
sake breweries nationwide (26,171
breweries across Japan in 1879) were
battling the hiochi bacteria at the time.

Afterwards, salicylic acid con-
tinued to be used long-term as a
preservative to suppress spoilage by
hiochi bacteria, unique to Japanese
sake. However, as complete steril-
ization was made possible by heat
treatment sterilization device and as
disinfection device became widespread,
breweries and sake production facili-
ties also became sanitized, repealing
the designation of this additive as food
preservative in 1975, making this addi-
tive obsolete. Full-scale research on the
hiochi bacteria presumably started in
1906, however, its propagation dis-
covered to be caused by “hiochic
acid” contained in sake was discov-
ered approximately fifty years later
in 1956.m
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Jozen Aqua
Junmai
Shirataki Sake Brewery (Niigata)

Denshin Yuki
Junmai Ginjo
Ippongi Kubohonten (Fukui)

LSV 2

. Polishing Rate: 5%
i (Yamadanishiki &
i Gohyakumangoku)

CSMV:43
i Polishing Rate: 50%
i (Dewasansan)

Gasanryu Kisaragi
Daiginjo
Shindo Shuzo (Yamagata)

{SMV:436
i Polishing Rate: 60%
i (Gohyakumanngoku)

Mizu no Shirabe
Ginjo
Yamamoto Honke (Kyoto)

£ SMV:22
i Polishing Rate: 50%
i (Calrose and others)

Ozeki Platinum
Junmai Daiginjo
0zeki Sake U.S.A. (California)

L SMV:+4
i Polishing Rate: 70%
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Hakutsuru Draft
Junmai

Hakutsuru Sake Brewing (Hyogo)
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This article was courtesy from Shibata Shoten Co Ltd.
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TOI-(go by Ryuji Takahashi _
Jizake Strolling
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Ryuji Takahashi

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

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

latest trends, while managing a jizake retail store.

“Nihonsakari” is a quality sake brand

BRI

eries must become successful

first to invigorate the Japanese
sake industry. Major sake brewer-
ies are always involved in preserving
jizake breweries by various means,
such as one sake brewery selling sake
to another sake brewery to be sold as
the purchaser’s sake, through merger
& acquisition (M&A), etc.

Nowadays however, many sake
fans feel jizake is authentic sake, while
sake brewed by major breweries are
not. However, recent sake products
by major sake breweries are delicious
and yet affordable. Therefore, we
organized an event titled “Meeting to
Learn about Sake.” This is a meeting
strictly to learn about sake, not to sell
sake. Nihonsakari Junmai Ginjo and
Junmai Daiginjo, paper-packed sake,
and purine-free sugar-free sake were
lined up and introduced by a sales
representative. Anyone was allowed
to participate. Participants included
men and women of all ages. The older
generation of participants had a bias
towards major sake breweries, such as
Nihonsakari, while some young partici-
pants never heard of Nihonsakari.

When many sake fans get together,
discussions get more interesting.
Although the purine-free sugar-free
sake was not as popular at first, one
participant who used to drink it con-
stantly for weight loss enthusiastically
explained its health benefits more
passionately than the sales represen-
tative and won over other participants.
Also, young participants who held no
bias towards major sake breweries
were surprised to learn such delicious
sake products are sold at supermar-
kets for affordable prices, while
one senior jizake fan listened with a
grimacing face.

I repeatedly said in this meeting
that both jizake and major sake brands
should be available in restaurants and
in liquor shops to increase options and
make the selection more fun for con-
sumers. If food reliability and safety is
a concern, then major sake brands are
good options to select from. Although

I always felt major sake brew-

packed sake and cup sake target mid-
dle-aged and senior consumers, |
believe this event clarified that certain
products and events can prove effective
to court young consumers as well.
Younger generations will soon
increase their alcohol consumption
and become regular consumers of alco-
hol with zero bias towards major sake
breweries. Therefore, younger genera-
tions may select national sake brands in
the same way they select beer sold by
major beer manufacturers. Delicious,
packed sake products are economically
priced for this younger generation,
whose earnings will soon increase. If
this younger generation in their mid-
dle-aged and senior years pass on these
delicious flavors to the next genera-
tion, major sake brands can lead the
Japanese sake industry to also raise
the familiarity of jizake breweries and
invigorate the entire sake industry.m
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Sake Shochu Spirits Institute of America
NPOEA
KEERRZEEHAFAR
Sake Shochu Spirits Institute of
America was founded with the purpose
to promote further understanding of
Japanese sake, shochu and beerin 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 Beer Institute of America

- Part 2: The History of Sake-
28R BERIESE

The Oldest Sake Breweries in Japan

In Japan, 42,966 long-established companies will celebrate over 100 years

in business in 2023. The oldest business in Japan is Kongo Gumi Co., Ltd., a
construction company founded in 578 AD that fuses traditional construction
methods with the latest technology, celebrating 1,446 years in business this
year. The top ten long-established businesses in Japan include sake breweries
as well. Although there are 850 Japanese sake breweries with over 100 years
in business, this report introduces the top five oldest sake breweries in Japan.
No. 1: SUDOHONKE CO., LTD. (Kasama city, Ibaraki prefecture), founded in 1141
883 years since its founding, the family precept of Sudohonke is, “Quality
sake is brewed from quality rice, quality rice is harvested from quality soil,
quality soil is nourished by quality water, quality water is generated by quahty
trees, and quality trees ensure the survival of our sake brewery to uphold the

highest quality of sake.” The sake brand of the oldest sake brewery in Japan is

popular worldwide in Asia, North America, and Europe.

No. 2: Hiraizumi Honpo Co., LTD (Nikaho city, Akita prefecture), founded in 1487
Located in the southern region of Akita prefecture, Hiraizumi Honpo brews
sake in nutrient rich soil from Mount Chokai. Hiraizumi Honpo is notable
for preparing their yeast starter using the “Yamahai” (short for “Yamaoroshi
Haishi”) brewing technique.

No. 3: Kenbishi Sake Brewing Co., Ltd. (Higashinada ward, Kobe prefecture),
founded in 1505

No. 4: Yamaji Shuzo Brewing (Kinohoto town, Shiga prefecture), founded in 1532
No. 5: Yoshinogawa Co., Ltd. (Nagaoka city, Niigata prefecture), founded in 1548m
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Chairman Owner “True Sake”
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

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

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

David Kudo

Sake Sommelier
Master Sake Sommelier
Born Kita-Akita City,
Akita Prefecture.
Took over

as Executive

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 electronically) in North
America, Japan, and Southeast Asia.
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Who will convey the appeal of sake?

No matter how good a product is,
the message needs to be commu-
nicated for customers to try the product.
let’s consider when the appropriate
timing is and how to communicate the
appeal of Japanese sake in a way that
leads to sales.
Consider who the message
is directed to

Are chefs, servers, and bartenders
trained appropriately? Training the staff
to thoroughly understand why a brand of
sake tastes delicious and why customers
should try it is important because a single
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“Creative Suthi & Sake® illustrates the technigques of the
finest sushi chefs throughout the world, concentrating on
the artistic presentations, unigue ingredients and advanced
masthods of preparation. The writers were all top |apanese
professional chefs with many years of experience.

[published in English by All |apan News, InC., In 2005)

@EED hitps:/jalljapannews.com/page/sushisake-1

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

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

» Innovarive and Popular Creative
Sushi

= Mastering Techniques

= Sushi in the USA and Europe

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

Content

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

A4

Kosuke Kuiji
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, lwate Prefecture
Brewers and Distillers’ Association

Young Japanese consumers
and Japanese Sake @

olH 0

Japan, young consumers
In drinking less alcohol and

sake is seen as a problem.
One explanation, however, is that
younger generations worldwide are
drinking less alcohol in general. While
there are several reasons for this trend, I
believe this trend is not likely to change
anytime soon.

In such circumstances, Japanese
sake breweries have been trying
over the past decade to entice young
Japanese consumers to learn about
sake, sample sake, and enjoy sake
through various activities.
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I would like to introduce several
such activities in the next few reports.

First, I introduced this activity
in a previous column as well.
“Wajowaraku” is a private organiza-
tion that collaborates with Japanese
sake specialty shops and sake breweries
to promote and popularize the Japanese
sake culture, active under their motto,
“from O cups to 1 cup.” “ASAKUSA
JACK!” is a sake sampling event
organized by Wajowaraku that targeted
young customers who visited the
Asakusa district, held for two consec-
utive years since the coronavirus
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pandemic ended. Surprisingly, the
number of visitors who sampled sake
in one day exceeded 1,000.

The price to participate in the
sampling event was set economi-
cally for guests not familiar with sake,
organized in the Asakusa district in an
area with especially many young pedes-
trians, which helped to educate young
people about sake. I was excited to
welcome our young participants from
the event who later visited our shop to
let us know they bought a T-shirt of one
of the sake breweries that participated
in the event from the UNIQLO store,
located in the building just behind the
event venue; while another participant
told us they were on their way to enjoy
sake in a restaurant inside the building.
This event made me realize the impor-
tance of getting young people to taste
and enjoy the flavor of sake.m
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
JFC International Inc.
© l’ NTERNATIONAL INC »
BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
(800) 633-1004, (323) 721-6100
LOS ANGELES Branch
SAN DIEGO Sales Office
LAS VEGAS Sales Office
PHOENIX Sales Office
DENVER Sales Office
SAN FRANCISCO Branch
SACRAMENTO Sales Office
SEATTLE Branch
PORTLAND Sales Office
HOUSTON Branch
DALLAS Sales Office
BATON ROUGE Sales Office
CHICAGO Branch
TOLEDO Sales Office
NEW YORK Branch
BOSTON Sales Office
BALTIMORE Branch
ATLANTA Branch
ORLAND Sales Office
MIAMI Branch
HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
Interbranch Distribution Center (IDC)

‘J’E INTERNATIONAL INC

www.jfc.com

Sake is produced with no preservatives
LE=0| WEN = LM M0[x]| eI=C}

ake is unfortunately perishable,

and quick to spoil. The reason

why sake is high in alcohol con-
centration compared to other alcoholic
beverages worldwide is the result of
accumulated technical renovations in an
effort to best preserve sake. However,
the greatest obstacle to sake preser-
vation, “hiochi bacteria” (lactic acid
that spoils sake) could not be defeated
despite high alcohol concentrations.
Therefore, since the Edo Period, tra-
dition dictates sake is brewed during
the winter season to be “heat treated”
in May. Early into the Meiji Era (1868
~ 1912), the heat treatment timing and
technology remained fundamentally
unchanged, and by the early Showa Era
(1926 ~), sake was poured directly into
large kettles and directly heated.

However, the direct application of
heat practiced at the time was merely a
technique generated from many years
of sake brewing experience, and the
mechanism of sake spoiling due to the
“hiochi bacteria” was not yet scientifi-
cally proven. Also, since sterilization
was conducted in wooden barrels not
fully concealed, then stored, even the
heat application was not a thorough
countermeasure to eradicate the hiochi
bacteria. Scientific research into sake
production started in the Meiji Era,
bringing a remarkably quick coun-
termeasure to resolve spoilage that
materialized as a preservative and
became widespread.

Chemist Oskar Korschelt, who
arrived in Japan in 1876 and served as
a chemistry professor at the University
of Tokyo’s Faculty of Medicine, had
previously taught at a beer factory in
Germany where he had already suc-
ceeded in preserving beer by adding

salicylic acid. Korschelt was first to
recognize the hiochi phenomenon
in Japanese sake production, and
announced in 1879 that adding sali-
cylic acid as preservative could prevent
spoilage during the sake production
process, a breakthrough considering
sake breweries nationwide (26,171
breweries across Japan in 1879) were
battling the hiochi bacteria at the time.

Afterwards, salicylic acid con-
tinued to be used long-term as a
preservative to suppress spoilage by
hiochi bacteria, unique to Japanese
sake. However, as complete steril-
ization was made possible by heat
treatment sterilization device and as
disinfection device became widespread,
breweries and sake production facili-
ties also became sanitized, repealing
the designation of this additive as food
preservative in 1975, making this addi-
tive obsolete. Full-scale research on the
hiochi bacteria presumably started in
1906, however, its propagation dis-
covered to be caused by “hiochic
acid” contained in sake was discov-
ered approximately fifty years later
in 1956.m
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SMV: +7 i Polishing Rate: 55% SMV: +3 e Tk SMV: +3.6 i SMV:-2 |
i Polishing Rate: 70% . (Yamadanishiki & i Polishing Rate: 50% .., o i Polishing Rate: 60% Polishing Rate: 50% ﬂ == SMV:+4
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Jozen Aqua Denshin Yuki Gasanryu Kisaragi Mizu no Shirabe Ozeki Platinum Hakutsuru Draft
Junmai Junmai Ginjo Daiginjo Ginjo Junmai Daiginjo Junmai

Shirataki Sake Brewery (Niigata) Ippongi Kubohonten (Fukui) Shindo Shuzo (Yamagata) 0zeki Sake U.S.A. (California)

Yamamoto Honke (Kyoto) Hakutsuru Sake Brewing (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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TOI-(go by Ryuji Takahashi _
Jizake Strolling
ROw RS

Ryuji Takahashi

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

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

latest trends, while managing a jizake retail store.

“Nihonsakari” is a quality sake brand

LZ2RE|l=E2 =

e ©O b

always felt major sake brew-

eries must become successful

first to invigorate the Japanese
sake industry. Major sake brewer-
ies are always involved in preserving
jizake breweries by various means,
such as one sake brewery selling sake
to another sake brewery to be sold as
the purchaser’s sake, through merger
& acquisition (M&A), etc.

Nowadays however, many sake
fans feel jizake is authentic sake, while
sake brewed by major breweries are
not. However, recent sake products
by major sake breweries are delicious
and yet affordable. Therefore, we
organized an event titled “Meeting to
Learn about Sake.” This is a meeting
strictly to learn about sake, not to sell
sake. Nihonsakari Junmai Ginjo and
Junmai Daiginjo, paper-packed sake,
and purine-free sugar-free sake were
lined up and introduced by a sales
representative. Anyone was allowed
to participate. Participants included
men and women of all ages. The older
generation of participants had a bias
towards major sake breweries, such as
Nihonsakari, while some young partici-
pants never heard of Nihonsakari.

When many sake fans get together,
discussions get more interesting.
Although the purine-free sugar-free
sake was not as popular at first, one
participant who used to drink it con-
stantly for weight loss enthusiastically
explained its health benefits more
passionately than the sales represen-
tative and won over other participants.
Also, young participants who held no
bias towards major sake breweries
were surprised to learn such delicious
sake products are sold at supermar-
kets for affordable prices, while
one senior jizake fan listened with a
grimacing face.

I repeatedly said in this meeting
that both jizake and major sake brands
should be available in restaurants and
in liquor shops to increase options and
make the selection more fun for con-
sumers. If food reliability and safety is
a concern, then major sake brands are
good options to select from. Although

packed sake and cup sake target mid-
dle-aged and senior consumers, |
believe this event clarified that certain
products and events can prove effective
to court young consumers as well.
Younger generations will soon
increase their alcohol consumption
and become regular consumers of alco-
hol with zero bias towards major sake
breweries. Therefore, younger genera-
tions may select national sake brands in
the same way they select beer sold by
major beer manufacturers. Delicious,
packed sake products are economically
priced for this younger generation,
whose earnings will soon increase. If
this younger generation in their mid-
dle-aged and senior years pass on these
delicious flavors to the next genera-
tion, major sake brands can lead the
Japanese sake industry to also raise
the familiarity of jizake breweries and
invigorate the entire sake industry.m
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Master Sake Sommelier
[ AllJapan News, Inc. Yuji Matsumoto Toshio Ueno Ami Nakanishi Atsuko Glick Yoshihide Murakami David Kudo Ryuji Takahashi
Sake Shochu Spl rits Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier
Institute of America Beverage Manager Vice President Vice President Instructor Liquor Manager President, All Japan News Owner"Ji - sakeya”
(2] 3) 680-0011 Sake School of America New York Mutual Trading, Inc. Sake School of America JFCInternational Inc. Shuto-Meijin

AllJapanNews@gmail.com

I ENEY ymatsumoto001@gmail.com  info@sakeschoolofamerica.com

info@sakeschoolofamerica.com  info@sakeschoolofamerica.com  ymurakami@jfc.com

davidkudo@gmail.com ryu2syuto@yahoo.co.jp

Sake Shochu Spirits Institute of America

NPOEA
KEERRZEEHAFAR
Sake Shochu Spirits Institute of
America was founded with the purpose
to promote further understanding of
Japanese sake, shochu and beerin 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 Beer Institute of America
- Part 2: The History of Sake-
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KIKISAKE-SHI Honorary Sake Sommelier
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.
Beau Timken
Honorary Sake Sommelier & Saka-Sho

Rick Smith &
Hiroko Furukawa
Honorary Sake Sommelier & Saka-Sho

Kats Miyazato
Honorary Sake Sommelier

Bon Yagi
Honorary Sake Sommelier

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

) TiCCVROVUPV ) ) Crhari}mranr o T Owner “True Sake” Owner of M&M Enterprise
Katsuya Group Owner “SAKAYA NYC”
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Los jovenes consumidores japoneses y

a cabo durante dos afnos consecutivos desde

California el sake japonés @
CHALLENGE Japon, los consumidores jovenes por Wajowaraku dirigido a clientes jovenes que
n que beben menos alcohol y sake, visitaron el distrito de Asakusa y que se llevo

by Kosuke Kuji 202

Kosuke Kuji

Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered Tokyo
University of Agriculture’s Department

of Brewing and Fermentation. In 2005
became the youngest person ever to
receive the Iwate Prefecture Young
Distinguished Technician Award. In

2006 was selected to be a member of

the board of trustees of his local alma
mater, Fukuoka High School. Currently

is featured in a number of media outlets
including magazines, radio, and television.
*Positions of Public Service: Chairperson,
Cassiopeia Corporation Youth Conference;
School Board Member, Fukuoka High
School, Iwate Prefecture, Vice-Chairman,
Technology Committee, Iwate Prefecture
Brewers and Distillers’ Association
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“Creative Sushi & Sake® illustrapes the technigues of the
finest sushi chefs throughoaut the world, concentrating on
the artistic presentations, unigue ingredients and advanced
masthods of preparation. The wribers were all top |apanese
professional chefs with many years of experience.

(published in English by Al |apan News, Inc., In 2005)

se consideran un problema. Sin
embargo, una explicacion es que las genera-
ciones mas jovenes de todo el mundo beben
menos alcohol en general. Si bien hay varias
razones para esta tendencia, creo que no es
probable que cambie pronto.

En tales circunstancias, las destilerias
japonesas de sake han intentado durante la
ultima década atraer a los jovenes consumi-
dores japoneses para que aprendan sobre
el sake, lo prueben y lo disfruten a través de
diversas actividades.

Me gustaria presentar varias de esas activ-
idades en los proximos informes.

Primero, también presenté esta activi-
dad en una columna anterior. "Wajowaraku"
€s una organizacion privada que colabora con
tiendas especializadas en sake y destilerias
japonesas para promover y popularizar la cul-
tura japonesa del sake, activa bajo su lema,
"de O tazas a 1 taza". “JASAKUSA JACK!” es
un evento de degustacion de sake organizado

@D hitps:/jalljapannews.com/page/sushisake-1

que termino la pandemia de coronavirus.
Sorprendentemente, el nimero de visitantes
que probaron sake en un dia super6 los 1.000.

La participacion al evento de degustacion
se fijo a un precio econdmico para los invi-
tados que no estaban familiarizados con el
sake, organizado en el distrito de Asakusa
en una zona con una gran cantidad de pea-
tones jovenes, lo que ayudo a educarlos sobre
el sake. Me emocion¢ dar la bienvenida a
nuestros jovenes participantes del evento,
quienes luego visitaron nuestra tienda para
contarnos que compraron una camiseta de
una de las destilerias de sake que participaron
en el acontecimiento en la tienda UNIQLO,
ubicada en el edificio justo atras de nosotros;
mientras que otro participante nos dijo que se
dirigia a disfrutar del sake en un restaurante
dentro del edificio. Esta experiencia me hizo
comprender la importancia de lograr que los
jovenes prueben y disfruten el sabor del sake.

» Mew Forms of Sushi
# Mew 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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150 tipos de sake delicioso
Importado de todo Japoén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« I’L‘m 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.

4

@l’ ™ INTERNATIONAL INC Www_jfc,com

El sake se produce sin conservantes

esafortunadamente,

el sake es perecedero

y se echa a perder
rapidamente. La razon por
la cual el sake tiene una alta
concentracion de alcohol en
comparacion con otras bebidas
alcoholicas en todo el mundo
es el resultado de renovaciones
técnicas acumuladas en un
esfuerzo por preservarlo mejor.
Sin embargo, el mayor obstaculo
para la conservacion del sake, la
“bacteria hiochi” (acido lactico
que estropea el sake), no pudo
vencerse a pesar de las altas
concentraciones de alcohol. Por
lo tanto, desde el periodo Edo,
la tradicion dicta que el sake se
elabora durante la temporada
de invierno para ser “tratado
térmicamente” en mayo. A
principios de la era Meiji (1868 ~
1912), el tiempo y la tecnologia
del tratamiento térmico se
mantuvieron fundamentalmente
sin cambios, y a principios
de la era Showa (1926 ~), el
sake se vertia directamente en
grandes teteras y se calentaba
directamente.

Sin embargo, la aplicacion
directa de calor practicada en
ese momento era simplemente
una técnica generada a partir

en la elaboracion de sake, y
el mecanismo de deterioro
debido a la "bacteria hiochi”
aun no estaba cientificamente
probado. Ademas, dado que
la esterilizacion se realiz6 en
barriles de madera que no
estaban completamente ocultos
y luego se almacenaron, ni
siquiera la aplicacion de calor
fue una contramedida completa
para erradicar la bacteria hiochi.
La investigacion cientifica sobre
la produccion de sake comenzo
en la era Meiji, aportando una
contramedida notablemente
rapida para resolver el deterioro
que se materializ6 como
conservante y se generalizo.

El quimico Oskar
Korschelt, que lleg6 a Japon
en 1876 y trabajo como
profesor de quimica en la
Facultad de Medicina de la
Universidad de Tokio, habia
ensenado anteriormente en
una fabrica de cerveza en
Alemania, donde ya habia
logrado conservar la cerveza
anadiendo acido salicilico.
Korschelt fue el primero en
reconocer el fendmeno hiochi
en la produccioén japonesa de
sake y anuncio en 1879 que
agregar acido salicilico como

deterioro durante el proceso
de produccioén, un gran avance
teniendo en cuenta que las
destilerias de sake en todo
el pais (26.171 destilerias en
todo Japon en 1879) estaban
luchando contra el hiochi (
bacterias) en ese momento.
Posteriormente, el acido
salicilico continuo utilizandose
a largo plazo como conservante
para suprimir el deterioro
causado por la bacteria hiochi,
exclusiva del sake japonés.
Sin embargo, la esterilizacion
completa que fue posible
gracias a un dispositivo de
esterilizacion por tratamiento
térmico y a medida que estos
istrumentos de desinfeccion se
generalizaron, las destilerias
y las instalaciones de
produccion de sake también
se desinfectaron; derogando
la designacion de este aditivo
como conservante de alimentos
en 1975, dejando este aditivo
obsoleto. La investigacion a gran
escala sobre la bacteria hiochi
probablemente comenzé en
1906; no obstante, se descubrio
que su propagacion era causada
por el "acido hiochi” contenido
en el sake aproximadamente
cincuenta anos después,

Interbranch Distribution Center (IDC) de muchos anos de experiencia conservante podria evitar el en 1956.
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Jozen Aqua
Junmai
Shirataki Sake Brewery (Niigata)

Denshin Yuki
Junmai Ginjo
Ippongi Kubohonten (Fukui)

i Gohyakumangoku) i (Dewasansan)

Gasanryu Kisaragi
Daiginjo
Shindo Shuzo (Yamagata)

i (Gohyakumanngoku)
Mizu no Shirabe

Yamamoto Honke (Kyoto)

Ozeki Platinum
Ginjo Junmai Daiginjo
0zeki Sake U.S.A. (California)
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Hakutsuru Draft
Junmai
Hakutsuru Sake Brewing (Hyogo)
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TOI-(go by Ryuji Takahashi )
Jizake Strolling
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
Japanese sake and cuisine, unaffected by the

latest trends, while managing a jizake retail store.

“Nihonsakari”’ es una marca de sake de calidad

iempre senti que las prin-

cipales destilerias de

sake debian tener éxito
primero para revitalizar la indu-
stria japonesa del sake. Las
principales destilerias de sake
siempre participan en la preser-
vacion de las destilerias de
jizake por diversos medios,
como por ejemplo, una destil-
eria que vende sake a otra para
que lo venda como sake del
comprador, mediante fusionesy
adquisiciones (M&A), etc.

Sin embargo, hoy en dia,
muchos fanaticos del sake
sienten que el jizake es autén-
tico, mientras que el elaborado
por las principales destilerias
no lo es. Sin embargo, los pro-
ductos de sake recientes de las
principales destilerias son deli-
ciosos y asequibles. Por eso,
organizamos un evento titulado
“Encuentro para aprender sobre
el sake”. Esta es una reunion
estrictamente para aprender
no para vender. Un represent-
ante de ventas presentd y alined
el Nihonsakari Junmai Ginjo y el
Junmai Daiginjo, el sake env-
asado en papel y el sake sin
purinasy sin azucar. Cualquiera
podia participar. Incluyendo
hombres y mujeres de todas las
edades. La generacion mayor de
participantes tenia una preferen-
cia por las principales destilerias
de sake, como Nihonsakari,
mientras que algunos partici-
pantes jovenes nunca habian
oido hablar de él.

Cuando muchos fanaticos
del sake se reunen, las discusio-
nes se vuelven mas interesantes.
Aunque al principio el sake sin
purinas y sin azucar no fue tan
popular, un participante que
lo bebia constantemente para
bajar de peso explicoé con entu-
siasmo sus beneficios para
la salud con mas pasion que
el representante de ventasy
se gano a los demas partici-
pantes. Ademas, los jovenes
que no tenian prejuicios hacia

las principales destilerias, se
sorprendieron al saber que pro-
ductos de sake tan deliciosos se
venden en los supermercados

a precios asequibles, mientras
un fanatico del jizake escuchaba
haciendo una mueca.

En esta reunion dije repeti-
damente que tanto el jizake
como las principales marcas de
sake deberian estar disponibles
en restaurantes y licorerias para
aumentar las opciones y hacer
que la seleccion sea mas diver-
tida para los consumidores. Si
le preocupa la confiabilidad y
seguridad de los alimentos, las
principales marcas son buenas
opciones para elegir. Aunque el
sake envasado y el sake en taza
estan dirigidos a consumidores
de mediana edad y mayores,
creo que este evento aclar6 que
ciertos productos y eventos

[T e

pueden resultar eficaces para
cortejar también a los consumi-
dores jovenes.

Las generaciones mas
jovenes pronto aumentaran
su consumo de alcohol y se
convertiran en consumidores
habituales, sin prejuicios hacia
las principales destilcerias
de sake. Por lo tanto, pueden
seleccionar marcas nacionales
de sake de la misma manera que
seleccionan la cerveza vendida
por los principales fabrican-
tes de cerveza. Los deliciosos
productos de sake envasados
tienen un precio econdmico
para esta generacion mas joven,
Cuyos ingresos pronto aumen-
taran. Si esta generacion mas
joven, de mediana y tercera
edad, transmite estos deliciosos
sabores a la proxima gener-
acion, las principales marcas

pueden llevar a la industria
japonesa del sake a aumentar
la familiaridad con las destil-
erias de jizake y revitalizar toda
la industria.
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Sake Shochu Spirits Institute of America
NPOEA
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Sake Shochu Spirits Institute of
America was founded with the purpose
to promote further understanding of
Japanese sake, shochu and beerin 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 Cerveza Sake Shochu de América
Parte 2: La historia del sake

Las destilerias de sake mas antiguas de Japén

En Japoén, 42,966 empresas de larga trayectoria
celebraran mas de 100 anos de actividad en 2023. La
empresa mas antigua de Japon es Kongo Gumi Co.,
Ltd., una empresa de construccion fundada en el afno
578 d.C. que fusiona métodos de construccion tradi-
cionales con la ultima tecnologia, celebrando 1,446
anos en el negocio este ano. Las diez empresas mas
antiguas de Japon incluyen también las destilerias de
sake. Aunque hay 850 destilerias de sake japonesas

con mas de 100 anos en el negocio, este informe pre- :

senta las cinco mas antiguas de Japon.

No 1: SUDOHONKE CO., LTD. (Ciudad de
Kasama, prefectura de Ibaraki)

Fundada en 1141. El precepto familiar de
Sudohonke es: “El sake de calidad se elabora a partir
de arroz de calidad, el arroz de calidad se cosecha
en suelos de calidad, el suelo de calidad se nutre
de agua de calidad, el agua de calidad se genera a
partir de arboles de calidad y los arboles de calidad
garantizan la supervivencia de nuestra destileria de
sake para mantener la mas alta calidad del sake”.
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La marca de sake de la destileria mas antigua
de Japon es popular en todo el mundo, en Asia,
América del Norte y Europa.

No. 2: Hiraizumi Honpo Co., LTD (ciudad de
Nikaho, prefectura de Akita)

Ubicada en la region sur de la prefectura de
Akita, Hiraizumi Honpo elabora sake en un suelo
rico en nutrientes del monte Chokai. Hiraizumi
Honpo se destaca por preparar su iniciador de
levadura utilizando la técnica de elaboracion
de sake "Yamahai" (abreviatura de "Yamaoroshi
Haishi").

No. 3: Kenbishi Sake Brewing Co., Ltd. (distrito de
Higashinada, prefectura de Kobe),
fundada en 1505.

No. 4: Destileria Yamaji Shuzo (ciudad de Kinohoto,
prefectura de Shiga), fundada en 1532.

No. 5: Yoshinogawa Co., Ltd. (ciudad de Nagaoka,
prefectura de Niigata), fundada en 1548.




