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US: 7-Eleven Stor .
Now Sell Japanese-style
Egg Salac Endwiches
and onigiri:
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: growtn stalled
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Let s learn about sake!
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Pour, Dip and Cﬂﬂk;usplfﬂ rr up!
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November 1st is

Honkaku Shochu & Awamori Day

ot Celebrate with N shochu
Top Shochu & Awamori
Competition Winners .«
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Miseko Distillery Dhoro Gin Hokkaide / Tamazakura Single Malt by Sasakawa, buloushima

M T E S A K E praduct availability may vary by regions
Legendary Finesse Award Winning ﬁ MUTUAL TRADING

mtcsake.com SAKE SHOCHU WINE CRAFTBEER SPIRITS



Shochu Cocktails to
Celebrate Shochu Day on November 1st

fichiko Sakura Shi | Kinjo Shiro Ikkomon
Okinawa Highball Kin Shiro Honey Lemon Winter Shochu Mule
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Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes

GLUTEN
FREE

chicken with
Wulu miss slale

Marin
MITAKC ORIENTAL FOODS IMNC.

Daddbver Park, CA 91708 USA Tel 6248-P43-7413
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Thanks to you,
wTsuyu no Moto" celehrates its

bﬂth anniversary in 2024

Linge its Launch in 1964, It has been a ploneer of
"Tuyu with notural stock" and has been close o your dining table,
Whe will continue to strive to provide "dellclousness™

Butter sautéed salmon

Bu:kwhéat salad with jelly dressmg

with Tsuyu no moto of Tsuyu no moto
INCREDIENTS / 2 SERVINCS INCREDIEMTS / 2 SERVINGS
-4 Elices Salmon 3Rl 20h = Silee MNINBEN "Touyw namota™ oA~ A SDce
= & pinch of salt 8. TEoER Jg powdered gelatin g8z e, 1
E Py e e Sake g * ALY -80g Budkwhaat .ﬁ, 5_:&- | 1 an:
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HETHOD METHOD

1. Sprinkle salt on the salmon and let It sit for about 10 minutes te
wipe off any molstune that comes cut. Put it In a plastic bag, add
sake and "NINBEN Tauyw na mato™ and soak for 30 minutes.
HHCEERVI0GEEE, TR A DER KRS,
FURCANBEOROEENLTIOR RIS,

L Cut the food of your cholce into easy=-to=cat pleces.
fHt R P NPT TS,

3. Heat olbve ofl In a frying pan, sprinkle a thin Layer of starch on both
sides of the salman in 1 and bake over low heat until It gets crispy.
Turm It over, purt the Ingradients for side dish in frying pan, cover with
a lid, and steam fior 5 minutes.

FEAILAZHY=TARERL, 1 DENOHEEE R EN{FS
LT~ @k TAHUETSETG NEL. 720 Ol
ffitgberORHEAN. BELTSOMELRAICTS,

L. Hemowve the lid, put half of the butter on top of the salmon, and add
"NINBEN Tauryu no mata™. When the butter melts, shake the entire
frying pan to mib. Do |

EERY -3 ERT NSO EC@ Y, ROV e S,
HAE— N HIALT IR REA T TRNS, BT L]

1. Put "NINBEN Tsuyw no moto” In a small saucepan and warm it,
sprinkle in povedered pelatin and mix well to dissolve. Transfer to a
container and cool in ke water to harden.
2RO EEBiC ANl BEIFAAEEIANTLESRETEPT,
FHECEL, £ TRPLTHEHS,

2. Boll buckwheat in plenty of hot water for 5 minutes, wash In cold
water, cood thomsughly and glve bn a colander.

FLRAASNDER TS RET. AR THRATL200ERSL TN BT 5.

A Cut the condiments of your chalce Into easy-to-eat length and
waarth the chopped kelp quickiy
HEERNPTORECGY, NARTFLE L83,

L.Put 2 and 3 ina bowl and add olive ol and salt.
2& 3 BEDASE HEF - ALEENA THIAL S,

5. Place & and buckwheat in a bowl and top with the
Jedly fromi 1. Done !

LETHERCE). 105218l TS,
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Check more recipes
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Hl SAKE SOMMELIER CLUB 11 Restaurant job growth stalled

06 Japanese sake and cuisine in the second quarter
AAE ¥ KIIE -The recent slowdown in job growth mirrored the soft
patch in restaurant sales-
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07 california Sake Challenge 204:
Young Japanese consumers and Japanese Sake®
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Il NEWS /TREND 12  cCalifornia Restaurant Show 2024
08 Typical Sake Production Regions HIVTHILZT - LRS- o 3—2024F3
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15  Why was October 1 designated
as Sake Day?
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16  SHOCHU: Evolving & Advancing in the
Worldwide Market
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18 Mutual Trading Co., Inc. Held The Japanese
Sake and Wagyu Beef Tasting Event

HEBS BRBELNE T4 X714 T 1R MR

09 Tokyo Jizake Strolling
Shimbashi Koichi Festival
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20 7-Eleven Stores Now Sell Japanese-style
Egg Salad Sandwiches and Onigiri
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10  Sake Shochu Spirits Institute of America
- Acquire the techniques of a sake sommelier with
your five senses -
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22 Geographical Indication for Japanese Sake
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MIYAKO
HYBRID

Miyako Hybrid Hotel 1st Floor
21381 S. Western Ave., Torrance, CA 90501
For Reservations and Information
(310) 320-6700

www.ise-shima.us

www.ise-shima.us

Japanese Restaurant News -

All Japan News, Inc.

16901 S. Western Ave., Suite 102
Gardena, CA 90247
Tel: (213) 680-0011
E-mail: jrn@alljapannews.com

©2024 All Japan News Inc.
All rights reserved.

Publisher
Managing Editor
Editor-in-Chief Hiroshi Kawabata
Designer Ritsuko Lynch
Contributing Writers
Kosuke Kuji, Yuji Matsumoto
Ryuji Takahashi

JETRO / JETAASC

All Japan News Inc
David Kudo

Special Thanks to

We're Member of Japan Business
Association, Japanese Chamber of
Commerce of Southern California,
Hollywood Chamber of Commerce,

Japanese Restaurant Association of
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for WASHOKU.
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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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Please visit
https://www.alljapannews.com
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Meetup

O

SOMMELIER
CLUB

Sho Chlku Bal

Japanese
food_
quality

Honorary Sake Sommelier & Saka-Sho

Bon Yagi
Honomry Sake Sommeher

TICGROUP

Chalrman
Katsuya Group

GEKKEIKAN SAKE

Katsuya Uechi
Honarary Sake Sommel/er & Saka Sho

OZEKT
SAKE

KYOTO SINCE 1637

Rick Smith &
Hiroko Furukawa

a5

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

lae)

A

Kats Miyazato
Honorary Sake Sommelier

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

Owner “True Sake”

Owner of M&M Enterprise

MASTER

. SAKE
SO}I:J/IMELIER

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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Japanese sake and cuisine

I? often asked by Ameri-
m cans, “I often use wine for
cooking, but can I also use Japanese
sake?” Japanese sake contains many
umami flavors not found in wine, so it’s
great that they can be used in anything.
Eliminating odors
Of course, sake is not only effec-
tive in eliminating odors from fish and
seafood, but also from pork and lamb.
Of course the odor dictates lamb meat,
however, when adding Japanese flavor
to your cooking, add Japanese sake to

any food when the odor is too strong,
then leave it for approximately two
minutes for the odor to disappear.
Effective in softening proteins

Placing chicken breasts, red beef,
and / or meat for stew in a zip lock bag
filled with sake prior to marinating
eliminates the dryness from the meat
and adds flavor. Sake greatly enhances
the flavor of meat for barbeque
and yakiniku.
Adds umami flavor

From broiled dishes to soup dishes,

Japanese sake is useful in a variety of
dishes, as our readers know. Surpris-
ingly, Japanese sake also enhances the
flavors of Western soup, especially in
seafood, along with pasta and various
other dishes. Please give it a try.
Actually, sake is also great when used
even in instant ramen noodles!
Japanese sake is great for cooking
Sake for cooking or Junmai sake is
great for food preparation. While Ginjo
and Daiginjo are great for drinking,
Junmai is better suited and more effec-
tive for cooking due to it’s higher
concentration of umami flavors.m
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_;_' Masato Kato

Timothy Sullivan Sake Sommelier

,,,,, Sake Samurai

Wlsmettac Asian Foods

' Takao Matsukawa
Sake Sommeller x §

'[l 'Latm Reglon Speclallst

Mutual Trading

Keita Akaboshi Mei HO
 Sake Sommelier Sake Sommelier
Kuramoto USInc. True Sake

Michael John
Simkin

WS Sake Selection
Owner

£
%

Isao Kiyota
International

Shigeto Terasaka
B Sa[(e Sqmme{(er )
President
Japan Hollywood Network Academia de Sake Mexico
Founder

o

New York Mutual Tradlng

. Mai Segawa

I(lklsake Shl )

New York Mutual Tradlng

Teruyuki Joe Mizuno
'Kobayashi Head of the“Regional
Taruhei Brewing Cold. Sake Tasting Club”

'

Brewery Owner Sake Sommelier and Others
),  Kosuke Kuji 4
Nanbu Bijin Inc. K
Fifth Generation y
Brewery Owner

Akira Yuhara
Sake Sommelier

Miyako Hybrid Hotel

. Rachel
Macalisang
Sake and Wine
Sommelier

Philip Harper

Tamagawa Hand Made
Japanese Sake
Master Sake Brewer

Miyuki
Yoshida
que ;ommelig(

Don Lee
Advanced Sake Sake Sommelier
Somm?/le( _— Yama Sushi
Tako Grill Owner Chef

Eda Vuong
Sake Sommelier

Mutual Trading

Sara Guterbock Rachel Fiekowsky Masae Kusada
International International International
Sake Sommelier Sake Sommelier Sake Sommelier

New York Mutual Tradlﬁé

Chizuko
Niikawa-Helto
Sake Sommelier
Sake Samurai

Hirohisa
Kikuchi
mSake Sqrmmelie(”

KojiWong
Owner
Japon Bistro

Kaz Tokuhara
Sake Sommelier  Sake Sommelier
'Managef” Savannah
Wismettac Asian Foods Distributing Co. Inc.

Gary Imada 5
,qu? A(rivisrarr ) -
b
Shino Okita Jonathan Cortez
~  (Certified Sake Sommelier International
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC.

Info

(213) 680-0011, AllJapanNews@gmail.com

Sommelier

Eduardo
Dingler
}qke Amrbrqssado(”

Kurtis Wells
Miclogit

Koji Aoto

= Toshiyuki Koizumi
my ~ Sake Sommelier
Owner “WASAN”

Eiji Mori
Sake Sommelier

Katana Restaurant

®

Sake Shochu Spirits Institute of America

Latln Region Specialist
Mutual Trading

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

Young's Market Company

Yoshihiro
Sako
 Sake Sommelier

Yuzuki
iy

Stuart Morris
Sake Sommelier

Michael Russell
Certified Sake Somme//er

“Pacific International
Liquor Inc

Patsy Lu
International
Sake Sommelier

Mutual Trading

BN
California

SAKE

CHALLENGE

by Kosuke Kuji

204

Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Young Japanese consumers
and Japanese Sake®

BADEE CAREG

his is the third report on young

Japanese consumers and

Japanese sake, the last report
for this series.

“Sake Jump,” a community
of young Japanese sake brewers
in their twenties to early forties,
actively introduce their original sake
brands to popularize sake among
young consumers.

This group holds sake tasting
events twice a year. Their sake tasting
events this year were held at the
Keyaki Hiroba, a restaurant and shop
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inside the Saitama Super Arena, an
impressive? venue.

All three organizations intro-
duced in this series organized “outdoor
tasting events.”

Tasting events held in a hotel
conference room can seem intimidating
and can increase the registration fee
for participants. Therefore, the group
organized outdoor tasting events to
reduce the intimidation factor and the
registration fee for participants, an
effective strategy to attract interest.

NTT DOCOMO, INC. is a sponsor
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Japanese Restaurant News

of this tasting event, organized by
“Sake Jump,” to further reduce the cost
to participants. Saitama Super Arena
Co., Inc. is also a special collaborator.
The National Tax Agency, the supervi-
sory authority of our sake breweries,
also supports this tasting event in their
powerful line-up of supporters.

I’m confident that all the parties
involved desire to introduce the appeal
of Japanese sake to young consumers.

I look forward to seeing more
events like this held in the future.m
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JE\ INTERNATIONAL INC

www.jfc.com

Typical Sake Production Regions
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ada is a long linear region
towards the east and west,
facing the Osaka Bay with the

Rokko Mountain in the background,
five of the regions in this area currently
referred to as the “Nada Goko.” This
region is traditionally wider with the
Bukogawa River towards the east, and
the Tkutagawa River towards the west
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’e INTERNATIONAL INC ‘

BRANCHES & SALES OFFICES
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in general terms. Sake production in
this region is said to have started in
1624, however, the name Nada first
comes up in documents in 1716.

Ikeda (Ikeda City, Osaka pre-
fecture) was the main production
region for sake produced for the Edo
market from early to mid-Edo Era, an
advanced region of morohaku; while
Itami, especially Itamizake, referred
to as “Tanjo,” was highly reputable.
However, Ikeda and Itami started to
decline from the later half of the 18th
century, replaced by Nada sake at the
forefront, the greatest reason being the
premium quality of Nada sake.

The greatest reason why the quality
of Nada sake improved drastically is
due to the introduction of the water mill
for rice milling, utilizing a rapid stream
from the Rokko Mountain. During the
golden days of Itami, rice was tradition-
ally milled using a pedal-type milling
device. However, during the mid-18th
century, Nada was the first to switch
to water milling to mill rice. Not only
did water milling drastically increase
the quantity of rice milled, the quality
of sake rice significantly improved
to levels not comparable to before
the water mill, which significantly
improved the quality of sake. Although
Itami tried to compete with sake from
Nada through efforts to improve their
quality of sake, the switch to water
mills was not possible due to geograph-
ical reasons, with Nada sake finally
exceeding Itami sake in production
volume in 1815. Further, Miyamizu,
most suitable for producing sake, was
discovered in 1840, cementing Nada’s
name and reputation with quality sake.

On the other hand, Fushimi has
a long history of sake production that
reached its peak during the Muromachi

Era (1336~1573), with 342 sake brew-
eries in the Kyoto region in 1425.
However, Fushimi and Saga in the
suburbs of Kyoto were both renowned
sake regions.

Fushimi prospered as a castle town
after Toyotomi Hideyoshi completed
the construction of the Momoyama
Castle in 1594. Early into the Edo Era,
the number of breweries gradually
increased as an important region for the
Yodogawa water transport. Although
approximately 83 sake breweries oper-
ated at the time, Nada first emerged as
a sake production region in 1657 after
the middle of the Edo Period, as Kyoto
was monopolized by Itami sake due
to the wishes of court nobles and the
Konoe Family, who were the feudal
lords of Itami. Also, geographical
disadvantages caused delays in ship-
ments to Edo, which led to Nada sake
further dominating the market, and a
drastic decline in Fushimi sake brew-
eries. Furthermore, the battle of Toba
and Fushimi added a great blow to
Fushimi. However, since the Tokaido
Line opened in 1890, the distribution
route opened up for Fushimi sake,
which miraculously revived the region
to become one of the largest sake pro-
duction regions alongside Nada.m
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Junmai Ginjo
Tatsuuma-Honke Brewing (Hyogo)
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 Polishing Rate: 50%
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Mizuho Kuromatsu Kenbishi

Junmai
Kenbishi Shuzo (Hyogo)

Shinsei
Junmai Daiginjo
Yamamoto Honke (Kyoto)

Ozeki Karatanba
Honjozo
0Ozeki Corporation (Hyogo)

Hakutsuru Ukiyoe
Daiginjo
Hakutsuru Sake Brewing (Hyogo)

Fukuju Blue
Junmai Ginjo
Kobe Shushinkan (Hyogo)
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TOI-(go by Ryuji Takahashi )
Jizake Strolling
DT

Shimbashi Koichi Festival

MBS LWBERD

T he “27th Shimbashi Koichi
Matsuri (Festival)” was held in
the middle of summer near the
“Shimbashi Station” in Minato Ward,
Tokyo, a popular hangout spot among
business professionals, on July 25 and
26. The Koichi Festival was named
to invite residents, workers, and vis-
itors to the Shimbashi Station area
to stop by and have fun for an hour.
Many food stalls were set up in three
locations — Karasumori-Dori street,
areas surrounding the New Shimbashi
Building (“SL Square”), and Saku-
rada Park — where the Yukata (unlined
cotton summer kimono) beauty pageant
was held, along with plenty of enter-
tainment and outdoor events over a
two-day period.

The festival, scheduled to start
at 12:00 noon until the day before,
was delayed until 3:00 PM due to
the scorching heat. On the first day, I
couldn’t stop sweating in drizzling rain
due to the maximum humidity. Visi-
tors totaled approximately 14,000 in
two days. I wiped my sweat as [ headed
towards the Nihonsakari booth of a
close friend. Familiar aluminum can-
shaped bottles (“bottle cans™) and raw,
unprocessed, undiluted sake lined the
Nihonsakari booth, along with chilled
sake, perfect to enjoy while strolling the
festival sites. I purchased two bottles of
raw, unprocessed, undiluted sake and
strolled through the food stalls before
the rain got heavier. Food stalls sold
omuyakisoba (omelet fried noodles),
skewer-grilled scallops, sake by the
Fukushima Prefecture Sake Brewers
Cooperative, and beer, while the stage
showcased live taiko performances,
Hawaiian Hula, and Bon Odori (tradi-
tional Japanese regional folk dance).
The festival offered great food, bever-
ages, and live performances.

I couldn’t leave the festival in just
short of an hour. I previously helped
in food stalls, before the festival was
canceled for 4 years due to the coro-
navirus pandemic. The festival finally
resumed last year in 2023. Despite ini-
tial concerns over the turnout, many
visitors came and enlivened the festi-
val, no different from previous years.

The pandemic popularized work-from-
home and remote work, which reduced
the number of commuters to the office.
Yet, the turnout seemed high at the
Koichi Festival, held at a popular hang-
out spot for business professionals, in
fact, even higher than previous years.
The rain started to get harder while
strolling, so I sought shelter from the
rain in the New Shimbashi building.

I visited the “Jinsei Sakaba,” a
sake pub and restaurant introduced in
a previous report, where I presented
the Nihonsakari raw, unprocessed,
undiluted sake I purchased earlier as
a souvenir. I asked if the building got
crowded during the Koichi Festival
and was told business was the same as
usual. The restaurant inside the build-
ing has many repeat patrons, thus
customers who come from the festival
during peak business hours are some-
times turned away. The owner said,
“The weather is often rainy on the day
of the Koichi Festival.” Hot weather
with heavy rainfall is common during
summer festivals. Still, I felt excited
to attend a festival that was previously
canceled due to the coronavirus pan-
demic. As the summer festival season
soon ends in each region and the
Olympics are now over, and once the
summer baseball games are over, fall is
fast approaching. Next, I’'m planning to
find and attend a fall festival.m
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Ryuji Takahashi

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

Plans and manages events and seminars with his
own unique flare to introduce the appeal of Jap-
anese sake and cuisine, unaffected by the latest
trends, while managing a jizake retail store.
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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 Spirits Institute of America
- Acquire the techniques of a sake sommelier with

your five senses -

REBEGRRZERZA | STBEAOTIZY IS

I Japanese, kikisake - commonly referred to as sake tasting - is
n to understand the fragrance properties of sake and other
beverages using all five senses — “vision,” “taste,” “smell,” etc.

Tasting the sake and verbally expressing the sake fragrance and
flavor with one’s own five senses is important.

EENT3

What is sake tasting?

The purpose of sake tasting is different according to each posi-
tion. For example, the master sake brewer and sake brewery workers
taste sake while brewing to determine the quality and shipment time,
while sake sommeliers - who sell and serve sake in restaurants and
sake shops — taste sake to understand the characteristics of each sake
and reflect on how to explain each sake and propose how to best
enjoy each sake to customers.

Also, the purpose of tasting sake for general consumers is to
determine which sake best suits one’s own preferences.m

KEECEEW, WEIZTA ATV 7L
T &I EH TR, TR, TR
REDHEEMHoTHEZIILDE LK
RO FHRREZINET 2 2 L 21ET, 7vo
EEWOFEE T L9,

Kz ix, BBEEBRDIREL, ULz L
EESECRT L,

TARTe T Cid

TAAT A7, 79I ADBFIC k> TH
M FERL 2, 72 & 20F, K, AL & 1385
FORARNZ 74 274 7L, WEDIRIER
IR 72 & % Riid 2 2 & 2 HIN E T 225,
B LWI)E CHAB DY —E A, 2—)L A
%95 EEWAZ S, ZNFNDHAWORHL
ZHEL., BERICEIFAT 2, hbw
LWATOIREEEZ 5 2 EDHNER S,

ZLT, ~MOHBEHEDEERS, HHDUF
A ) OB HINIC % %,

ZOOM

INTC SAKE'Q‘"HIH:H_H

10 October 2024 - www.alljapannews.com




N EWS / TREN DS Text courtesy from National Restaurant Association

Restaurant job growth stalled in the second quarter
-The recent slowdown in job growth mirrored the soft patch in restaurant sales-
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estaurant employment declined
R for the second time in the last

three months, as the recent
softer sales readings appear to be
impacting the labor market.

Eating and drinking places™® cut
a net 3,100 jobs in June on a season-
ally-adjusted basis, according to
preliminary data from the Bureau of
Labor Statistics (BLS). That followed
downward-revised readings in both
April (-7,200) and May (+11,200).

In total during the 2nd quarter,
eating and drinking places added just
900 jobs. That represented the weakest
quarterly employment performance
since the 4th quarter of 2020, when
the industry shed more than 285,000
jobs in the face of the delta variant of
COVID-109.

Despite the recent slowdown, the
industry workforce remains slightly
above pre-pandemic levels. As of June
2024, eating and drinking places were
nearly 36,000 jobs (or 0.3%) above
their February 2020 employment peak.

Labor market may be normalizing
There were fewer than 800,000
job openings in the combined restau-
rants and accommodations sector on
the last business day of May, according
to preliminary data from the Bureau
of Labor Statistics’ Job Openings and
Labor Turnover Survey (JOLTS).

That represented the lowest reading
in more than 3 years, and was well
below the record highs of more than
1.5 million openings registered several
months during 2021 and 2022. It was
also slightly below 2019’s average
monthly level of 875,000 job openings.

One reason for the downward trend
in job openings may be a reduction in
the churn rate of existing employees.

Only 4.1% of employees in the
combined restaurants and accommo-
dations sector quit their jobs in May,
according to BLS. That marked the 4th
consecutive month below 5%, and was
well below 2019’s average monthly
quit rate of 4.9%.

Fullservice segment
still down 233k jobs

The fullservice segment experi-
enced the most job losses during the
initial months of the pandemic — and

it still has the longest path to recovery.
As of May 2024, fullservice restaurant
employment levels were 233,000 jobs
(or 4%) below pre-pandemic readings
in February 2020.

Employment counts in the cafete-
rias/grill buffets/buffets segment
(-30%) also remained below their
February 2020 levels.

Job losses in the limited-service
segments were somewhat less severe
during the initial months of the
pandemic, as these operations were
more likely to retain staff to support
their existing off-premises business.
As of May 2024, employment at snack
and nonalcoholic beverage bars —
including coffee, donut and ice cream
shops — was nearly 125,000 jobs (or
15%) above February 2020 readings.

Staffing levels in the quickser-
vice and fast casual segments were
nearly 150,000 jobs (or 3%) above
pre-pandemic levels. Headcounts at
bars and taverns were 33,000 jobs (or
8%) above the pre-pandemic peak.

Restaurant workforce
recovery uneven across states

The extent of the restaurant indus-
try’s workforce recovery continues
to vary significantly by state. As of
May 2024, 20 states and the District
of Columbia had fewer eating and
drinking place jobs than they did in
May 2019.

This group was led by Maryland,
North Dakota and Louisiana, which
had 7% fewer eating and drinking
place jobs in May 2024 than they did
in May 2019. Hawaii (-6%), West
Virginia (-6%), Illinois (-4%) and
Oregon (-4%) were also well below

their pre-pandemic restaurant employ-
ment levels.

As of May 2024, eating and
drinking place employment in 30
states surpassed their comparable
pre-pandemic readings in May 2019.
This group was led by South Dakota
(+14%), Nevada (+14%), Utah (+14%),
Montana (+12%) and Texas (+11%).m
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California Restaurant Show 2024 held
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“The Western Foodservice & Hospitality Expo,” a tradeshow for the restau-
rant industry renamed as the “California Restaurant Show,” and held at the
Los Angeles Convention Center over three days from August 25-27.
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he California Restaurant Show,

I organized by the California
Restaurant Association that
unifies the restaurant industry within
the state of California, grew by more
than 33 percent from the previous
year, attended by 250 vendors. The
“Pizza Tomorrow Summit Pavilion”
was installed, and the “Coffee Fest Los
Angeles” was also held at the same time.
The tradeshow attracted restaurant
owners including fast food restau-
rants, hotel owners, bars, breweries,
carriers, manufacturers, consultants,
and industry professionals, and covered
a wide range of exhibits such as food
products, beverages, allergen-free
(wheat, eggs, milk constituents, etc.),
vegan food products, kitchen equip-
ment, dinnerware, security services,
and technology-related products. This
trade show garners attention for intro-
ducing the latest industry information,
networking with industry professionals,
trying food samples, learning the latest

trends, and other advantages.

The North American food service
and restaurant market size reached an
all-time high of 975.9 billion USD in
2022. The market size is expected to
grow in the future, in part due to online
food delivery - food orders placed on a
website or an app for home delivery.
The U.S. is ranked the second largest
online food delivery market in the
world after China. Users reached 2.85
billion in 2023, of which approximately
85% are American consumers who
use online food delivery service. The
market size for online food delivery
service is valued at approximately 270
billion USD.

Since 2018, users have been
growing as the market size grows,
with improvements in technology and
service expected to expand the market
even further.

The “California Restaurant Show”
consists of three parts: Vendor booths
that introduce new food and beverage
products, devices, services, distribu-
tors, technology, and new products
by innovators; training sessions, and
cooking demonstrations.

The education program covered
a wide range of subjects - such as



menu development, marketing strat-
egies, personnel management, latest
restaurant-related trends, operational
management, financial management,
food loss and waste reduction, impact
of Al on food service, direct mail, lease
negotiation, along with sustainable
practices, technological innovations,
cooking trends, effective business strat-
egies, various sessions, workshops, and
panel discussions by approximately
thirty industry experts and opinion
leaders. One interesting session about
the possibilities of plant food, health,
and flavors by Chef Nina Curtis,
named one of the “Top 25 Women
in Foodservice and Hospitality” for
2024, was attended by many. MarySue
Milliken held a panel discussion about
the future of women in the food and
beverage industry.

“I’m excited to offer a compre-
hensive educational program closely
related to the current needs of the
restaurant industry. Our goal is to
provide knowledge and practical tools
to our participants that can be imple-
mented immediately to enhance their
operations and generate success,” said
Glenn Celentano, Partner & CEO of
Restaurant Events, LLC, producer of

this tradeshow. “I’m confident that our
industry professionals acquired knowl-
edge and expertise from industry icons,
attended cooking demonstrations,
and enjoyed delivering new products
at the spacious event hall packed
with delicious foods and beverages,”
said Celentano.

Cooking demonstrations were
held by renowned American Chef
Rocco DiSpirito, Chef Stephanie Izard,
winner of the James Beard Award;
Master Sommelier David Glancy,
Glen Cybulski, Founder of Chefs
Feeding Kids; and Chef and author
Eric Greenspan, who each prepared
and served food samples before guests.
On stage, Chef and food personality
Deanna “Bomb Chica” Colén served
as the MC and interviewed chefs during
their cooking demonstrations.

In addition to the pizza-relate
booth at the “Pizza Tomorrow Summit
Pavilion,” newly installed this year, the
“California Pizza Challenge” — hosted
by the “U.S. Pizza Team” founded
in 2000 and sponsored by REAL
California Milk — was also held over
a three-day period. The pizza-making
competition is divided into four catego-
ries based on the food ingredients. Each

£ o1 e e
1 ot W
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competitor prepared their original
pizza. Since its establishment, the
“U.S. Pizza Team” participates in
various international events annually
as a frequent competitor in the World
Pizza Championship held in Palermo,
Italy, influencing the industry from
professional chefs to talented pizza
dough tossers.

The “Coffee Fest Los Angeles”
targeted coffee and tea-related retailers
and restaurant affiliates with demon-
strations by worldclass baristas with
samples. A coffee robot that poured
coftee, etc., garnered attention.

Many exhibitors were American
companies. For example, “NIPPN
CALIFORNIA INC.,” a Japanese
seller of commercial food ingredi-
ents, processed food, and a major
flour-milling company based in North
America, along with Japanese chemical
manufacturing company KANEKA
CORPORATION, producer of polymer
resin straws, cutlery, food containers
and packaging materials (made from
biomass such as vegetable oil as ingre-
dients, and polymer, produced from
a microbial fermentation process -
microorganisms in sea water and soil
breaks down and converts materials

into carbon dioxide and water), a
corporation working to ensure global
environmental conservation. Other
booths served matcha, etc. While many
nations are urgently implementing
efforts to reduce carbon dioxide
emissions to promote global environ-
mental conservation, bio polymers
developed by Kaneka are anticipated
to replace plastic to be used for various
purposes. Japanese sweets are recently
popular in the U.S. Taz Tanaka of
GOSHIKI USA - provider of pudding,
tiramisu, and panna cotta served in
restaurants — was interviewed for this
report. Tanaka commented enthusiasti-
cally: “We’re a printing company that
entered the dessert industry in April to
serve pudding and other desserts. We
currently wholesale 2,500 servings of
pudding monthly to Japanese restau-
rants. Over 4,000 Japanese restaurants
operate in California, so our goal is to
wholesale to 400~800 restaurants.”

The well-attended “California
Restaurant Show” will be held at
the Anaheim Convention Center
in the suburbs of Los Angeles in
September 2025.m

Japanese Restaurant News - Vol. 33 - No. 31 13



U7 ANZT « LALTV - a—
;Z] i3, AV 7 AN=TIHADL Ak
FSUVEREBHRNDDLIH) 7 F L=
7+ LVAFIV - TYII—2avDi
fiE e, milnl & b 33% LA BRI Z LK L
250D RV =P, £/, TE
P bwEO— Y I EYF
DHREIN, Ta—t—+ 7z - vY
VENA) bOHES N,
CDARNYPMEITZ77ALT7—=F%2&D
TeVA N7V DOREEE, R TVA—F—,
N— G, FREE. XA—Ah—, 2
VHNE R E, ERBRED I
=L, HEME BRI E &S
T, 7L 7Y — (NE B - FLR
FE) T4 —=H VR, BB,
frin, WNHEFME, eX¥F) T4 09— 2
PTU/uY R ELICE D,
ST RO INE LR BIRE L D2 v
F7—=%v 7 HAEBELS FLYFRED
TR Ekc e Xy b EB o720
HHEINTwEARYFTHD, T,
KE D 7 — FH—E 2RO EM DT
FL I 2022 4R 1238 L 0 9,759 %
U (KT 149K 9216 M) IcE L 72, 58
SHGHEIIRET 2 LHAENTE
D, ZOHEHDO—DICAYIL Y 7—F
TIN) =D b, AV IL Y T—FT
YNY =k, BB = 7Y A FeT
TV ERBLTEYZICL, HEICH
FELTH 5 F—ERT, KEIZPEIC
ROTHFRE 2D Ay 74 v 7 —FF
YN —Hi R > T3, 202340
2—H -3 258,850 A, kb7
AV AANDFISEU% M DY —E A%l
JALTE D, GBI 2,70046 F L

(F41 k478445 H) LHEE ST 5,
20184ELLRE, 22—V —BDILK LT
HIBSDRE N TE D, 5% b 77/
0P =P —ERDUFEIT L DI LT
WS ERRAEFNTHS,

AV 7 AN=ZF « LALTV ¥ a—)
DFRHEIE, frih - OB, B, Y —ER
FTAAMNIEa—=F— F7/0ud— A4
I R=F =k BHEG e ERFNT D
Ry =7 =2, HERY T av R
FEVAIL = a vD3RRE RS T
W5,

BBy arTld, A=a—B.
2 =7 T4 v kg AL AR
HORF MLy P, HEEHE WY
B, Bfe R LEEYOHIN, 7—F
F—ERICBITEAIDOME ¥4 L7k
A=), V—AZHKE, BLZ300D
EROEMRP A=A Y —F—IC k
BRI AR 2 IR, BT, RO R
LV R, PRI Y R AR 7 E 4R
kv ayv, 7—=r¥av 7, SRl
T4 AN vy avPfrbiti, 20244
DIT7—FH—CLRA&FAEY )T 4%
Rty 7725 Ny g ENnz, =—
FeN—F A4 A2 TDTS IV T—
FOAHEME & fEEHE & RTTIC D W T D Bilk
Wokyra il Pz, %
2. A7Y—+ A—+ 2 Y/r v (MarySue
Milliken) 3£zl - fIRBEFUC B 1T 2
HEDRERIZOBTNFNT 4 AA YT a
VERiTo T,

MafiTH 37213 THL, LALS
VERDOBIAED = — X L IC B L
THE 70T 7 L0 TEL LR
LSS, b —Liz, &

Eiles =

i ‘.*1 T

BT CICEATTE % /alk & W
Y= VR L, ARV = a v EiE
L, hzEL L) &, 24N
v hD 78T 2 —%—"Td % Restaurant
Events LLC®,8— } +—3£ CEO, /'L
VeFrzLyvy—/)RIFiED, RO T
a7 xzyia P loBkiciE, ¥R
A 3 VINFEED S AR ik 2 872D .
FHES LR FTE YA L —va Yy
ZRID, FERLOERXYLRAY T
Vo IRV DIE KA A Ry & THTEL
ZABE L 72D 3 2R & BERE ok A L ik
f89%,5 LiE>TW03,

BHEFEV AL —varTld, 7X
VADFE/S 2T, By a- T4 ALY
M. SREBEROA A —LIFENS
V=LA -ET7—FEEZH 7, A
T77 ==K AP —F wARY—-V
DVIDTAT 4y B T70ry—K,
IT R T A—=T 4T Fy AD A
BV YA TNAF—K, 27T
ERDIT) v 7« )=V ARV RE
DEHY = 7 BHDOHT TR DY v 7
ZED, Z2noz2i{BLAED LEDIR
IHOWNKE 5T AT—TlE, > x27
T7—=FXX=YFVT4DFT4T7F -2
vy Ko EGS, o TEY A b
L—yarvfiiy e 7764 v E2—
2f1o7,

o, SEFRIN TEY - byE
O— Y3y b SEYAY) TR, EY
B 7' — 212 A, 20004F 12 3% 07 X
N7 TUSE¥F—24, Tf#, REALAH Y
TANET - SAVTHED THhY 7 4u
=7 Y- FrL Y BN3IHMICHE
DRI N, CHhavRF4vavii

4ODMEIINZ Sy iz 53 — T
PIED 259 DT, avFMHEZn
FNDBEBRL AV FTILDES % §ifE
L7,

TUS B F— 24 IZRELOK, fiEE
B2 A Xy ML TR D, oA
FV 7OV TSNS 7= K-
EY e Fr Ly PICRMEBEICSINLTE
0. BEEDEAND S EHZETORY %
T, BV - F—AdmEERICE R L
ZTW5,

Mla—t—-7xZ2F-0H LA
&, a—t— fLE, BOEE N o /NER
REF. VAR VBRE 2RI, 7—
WREIZFZADNYRZIZLDLTEYA L
L—ya oz R L T, e
ba—b—EEZHBHTANS - —
2Ry MIFEEMEE > T,

HERL DL CIEKRER DS WA, KE
TIREGHAEM - MTARHOWREE T
15, et KFo sttty 7
v (IHfA BARENY), 77 AF v 71
Koz R ~>—HlEzfi>7 A br—-
AL 70— - REAGEEN (FYh 7%
EDNA T2 AR E L, YR
Tae R ko THEESINDE K v —,
HAAR DK LB ISR T 2w
KD DIRI A, A IZIKIE A A &K
127 %) 7% EHIBRBRISLR AT EER L T
DRAS A A, Z DA ERO
T—=ADHM 5 7z, ZigbREOPEE
HlE o HIBRER BT A 2 D HL D FH A % 5 23
BVTWVED, ARADBFEL I3 A A
RY=—i, 77 AF v 712 BRIA
WHEE~NOF DS L %,

Bt AARD 24 =V i3kETH AR
W, VAR YOTFHF—=rHIZTY v,
T4 TIA, A Fay ZERMEEL T
72 GOSHIKI USA o HIff3ERREG IC 3% %
fi] o 7z, TEEAAZ FIRI &2 4L 7228, 7Y v
B EDAL =Y DFFEITIZSEAHD S
2 A L., BTEE HER— 2725001 D
TV RHZLAZVICHIL T3,
HABLAMZ YDA 74 L=TI2IX
4000 4FLL & 2 DT, £ 3400 ~ 800
JhEEE HELCEMZEIL 2 v, . EEA
AAREFES TN,

G DEMERDH > THY 74 L=
TeLALIv - a—; D20254EDH
Ixag XL RRND 7 F oA b a
vRyvavkyy—TIHICHEE T
ELTW3,

14 October 2024 - www.alljapannews.com



NEWS / TRENDS

Why was October 1 designated

as Sake Day?

10 B 1HDEDBL DI ?

ctober 1 is “Sake Day,” well
known today not only in
Japan, but also among sake

fans worldwide. Sake flavor is delicious
as autumn deepens in October, but the
question still lingers as to why October
1 was designated as Sake Day.

Although the stories vary, this
report delves deeper into two theories
on how October 1 was designated as
Sake Day.

Japanese sake breweries start
brewing new sake in October
October is the “harvest season.” New
rice is harvested in the fall when sake
breweries nationwide start brewing
sake. Rice and water significantly
influence sake flavor. Since the umami
flavor, aroma, and sake flavor changes
depending on the sake rice (the ingre-
dient of sake), sake breweries pay
careful attention since growing their
rice to ensure a delicious sake flavor.
Breweries may celebrate their newly
harvested rice and pray for a successful
season of brewing delicious sake again
this year.

The sake industry adopted the
“Brewing Year,” different from the
calendar year. Every year, July to June
of the following year is counted as one
year. Originally, October to September
of the following year was counted as
one year.

This is why October 1 was
designated as the “First Day of Sake
Production” and the beginning of a new
sake production year for sake breweries.

Because of the relationship
between sake and “Tori”
(“Rooster”) of the Chinese
zodiac sign

The Chinese zodiac originated in
ancient China; each Chinese zodiac
sign represents its corresponding
month. The tenth Chinese zodiac sign
corresponds to October, the month of
the “Rooster” (read “Tori” in Japanese),
originally a hieroglyph that indicates
the shape of a pot that means sake. For
this reason, the Japan Sake and Shochu
Makers Association (JSS) designated
“October 1 as Sake Day” to “correctly
pass on sake - a cultural heritage of
Japan - to future generations and to
foster deeper love and understanding
of sake.”

How is “Sake Day” celebrated?

“Sake Day” celebrates the begin-
ning of a great season to enjoy delicious
sake, celebrated by toasting with sake.
Why not gather some sake fans and
toast with sake?

The current custom is to toast
with sake on October 1 at 7 p.m.,
celebrated with sake fans worldwide
by attending events of various scales,
big and small.m
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Kabuto Pot Still made of wood, were used for distillation in old Japan, from the Edo to
Meiji Periods. The same wooden types are still used today in Southeast Asia.

SHOCHU: Evolving & Advancing in the Worldwide Market
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he world of spirits—of the imbibing

kind—is vast and fascinating. From

Aquavit to Whisky, a plethora of
world gins, to Asian spirits and many more,
one commonality binds them: distillation.
Enter Shochu.

What is Shochu?

Shochu (&) is the national spirit of
Japan. On April 14, 2012, the Japanese
government officially declared that Sake
and Shochu are Japan’s national alcoholic
drinks. Shochu is crafted from selected
grains and intriguing Japanese fruits and
vegetables, specifically starchy ones. The
process, as with everything Japanese, is
intricate. The "rule of thumb" involves
using Shochu-specific Koji to saccharify the
starch in the main ingredient. The Moromi
(mash) is then fermented with Shochu-
specific yeast before being distilled in either
a pot still or continuous still. Japan boasts
372 Shochu distilleries, with a handful
located outside the country. While Korea
has a similar spirit known as Soju, it is not
to be confused with Japanese Shochu.

A Little History

Shochu's origins trace back to the mid-16th
century. The earliest record dates to 1546
by Portuguese merchant and sea captain
Jorge Alvarez, who, while staying in the
Satsuma region (now Kagoshima, Kyushu),
noted in his diaries, “To drink, there is an
Orraqua (distilled liquor in Arabic) made
from rice” In 1559, a wooden plaque by

Los Angeles HQ »

‘

San Diego

two carpenters at the Koriyama Hachiman
Shrine in Kagoshima claimed that the
monks never offered them Shochu while
they worked on the shrine, indicating that
Shochu was likely reserved for important
guests.

The Evolution of Shochu

Japan, an isolated island with closed doors
during the Edo period (1603-1868), traded
only with the Kingdom of Ryukyu (now
Okinawa). Thus, Japan’s distilling industry
began in Okinawa with Awamori, a type
of Shochu made from Thai rice. This
quickly spread to Kyushu, where various
agricultural products, including sweet
potato and barley, were used.Within years,
Japan had a national spirit that was both
delicious and versatile.

The Japanese government  quickly
implemented rules and regulations to
harness alcohol taxes as a revenue source.
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Modern day Moromi making.
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From a 1559 wooden plaque with
notes by two carpenters, found
at Koriyama Hachiman Shrine in
Kagoshima.
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Celebrate International Shochu Day

International Sake School
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Today, Shochu can be made from up to
55 “allowed” ingredients and must have
an alcohol content of 45% ABV or less.
Interestingly, during a trade visit to Japan,
UK Prime Minister Maggie Thatcher
helped establish a rule to protect
Scotland’s whisky industry: barley Shochu
must have a lighter color intensity than
whisky, with a spectrometer reading of
less than 0.08.This rule underscores the
technical kinship between barley Shochu
and whisky.

Imo (sweet potato) Shochu is currently
the most popular variety. Surprisingly,
more Shochu is consumed in Japan than
Sake.

Shochu's Global Rise

Globally, Shochu is less known but has
gained significant exposure in the last five
years, thanks to efforts by the Japan Sake
and Shochu Makers Association (JSS). The
JSS has organized competitions worldwide,
encouraging mixologists to showcase
their skills. In London, Shochu bars have
opened within Japanese restaurants like

ROKA, and many small bars are sprouting
in the trendy East End. Major hotel chains
like Mandarin Oriental, The Dorchester,
and The Raffles have also embraced Asian
spirits in their bar offerings. Cities like
Birmingham and Manchester are seeing
new Shochu bars emerge, with distributors
rapidly expanding their selections of
Shochu and Awamori. In the UK, Mugi
(barley) Shochu, which resembles whisky,
is favored, while Kokuto (brown sugar)
Shochu, with its rum-like nuances, is also
gaining recognition.

Shochu in Competitions

Shochu is making its mark in international
drinks competitions, with increasing
numbers of awards from the International
Wine and Spirit Competition (IWSC),
the International Spirits Challenge (ISC),
Concours Mondial de Bruxelles Spirit
Selection, and various U.S. competitions.
These accolades highlight the rising quality
of Shochu available today.

Shochu Success: Strategies for Bars and Restaurants

By embracing Shochu and implementing
these practical strategies, business owners
can tap into a growing market, offering
their customers a unique and memorable
drinking experience.

I. Expand and Enhance the Menu
Integrate Shochu into bar or restaurant’s
menu by offering a range of Shochu-
based cocktails. Highlight its versatility by
creating both traditional and innovative
cocktails that appeal to different customer
preferences. Create an engaging Shochu
menu section that educates customers
about the different types of Shochu, their
origins, and flavor profiles. Use descriptive
language and visual aids to make the menu
appealing and informative.

2. Staff Training

Invest in comprehensive staff training. The
Sake School of America’s Shochu Adviser
course is an excellent option that equips
staff with the knowledge and confidence to
recommend and serve Shochu. Educated
staff can enhance the customer experience

by providing insightful recommendations
and stories about Shochu.

3. Marketing and Promotion

Leverage the growing interest in Shochu
by organizing tasting events and pairing
dinners. Collaborate with local influencers
and mixologists to create buzz.

4. Customer Engagement

Encourage customers to try Shochu by
offering tasting flights or sampler options.
Provide a brief educational session about
Shochu’s history and production process,
enhancing their appreciation for this
unique spirit.

Bar managers and mixologists are
constantly innovating with Shochu, creating
new cocktails using local foraged flowers,
herbs, berries, fruit,and even essences.The
versatility of Shochu, whether sipped neat
or in a variety of cocktail styles, makes
it a fascinating addition to any beverage
program.
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Rare & Competition Winners

from left:

* Jakuunbaku Barley Shochu

* Tenshi No Yuwaku Sweet Potato Shochu

* Syasya Rakuraku Red Dragon Grand Cru
Sweet Potato Shochu

« iichiko Special Barley Shochu
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Mutual Trading Co., Inc. Held The Japanese Sake

and Wagyu Beef Tasting Event
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utual Trading Co., Inc.
held the “Japanese Sake
and Wagyu Beef Tasting

Event” at their main office in El Monte,
Los Angeles County, where a Wagyu
sommelier served top-grade Japanese
Black from Kagoshima prefecture on
August 19.

Many guests such as restaurant
staff, chefs, and buyers from wine and
retail shops packed the lively venue.

A sake specialist carefully selected
and served choice sake selections,
while the Wagyu beef specialist intro-
duced the Japanese Wagyu Kagoshima
A5 Sirloin, renowned as the “King of
Beef.” As sake and Wagyu beef recently
gained popularity, more opportunities
are available to introduce Wagyu beef
in restaurant menus, which brings new
and long-awaited business opportuni-
ties for food business vendors.

Why Sake Pairs Better with
Wagyu Beef than Red Wine

Savoring Wagyu beef is more
about savoring the rich fat rather than
the meat itself. When grilled, fatty
Wagyu beef releases a delicious aroma
and a flavor that lasts longer than many
other foods. American beef is typically
paired with red wine, while sake in
comparison pairs better with Wagyu
beef than red wine.

*Sake contains abundant amino acids,
an umami component. The same type of
amino acids is also found in the umami

flavor of Wagyu beef. The umami
flavor of Wagyu beef bonds with the
same type of amino acids in sake
and amplifies to generate an explo-
sive umami flavor. Also, glutamate in
kelp, inosinate in dried bonito flakes,
and guanylate in shiitake mushrooms
all overlap with concentrated umami
flavors and amino acids that bond,
mutually enhance, and complement
each flavor.

*In the case of red wine, strong acidity
refreshes the palate, yet the type of
amino acids is different from that of
Wagyu beef. Therefore, the synergistic
effect of the umami flavors is weaker.
Red wine usually complements the
flavors of foods that require chewing.
Meat - especially American beef - is
hard, requires more chewing, and pairs
well with red wine in that sense. During
the digestive process, enzymes are
released in the mouth that help enhance
the umami flavor overall.

On the other hand, Wagyu beef is
very soft with a texture that melts in
your mouth. Therefore, the chewing
process is mostly omitted, and the
red wine cannot draw out the umami
flavor as easily. The main flavor of
Wagyu beef diffuses quickly from the
fat, rather than the meat. Therefore,
sake is more suitable than red wine
to produce instantaneous intensity in
umami flavor.

*The umami flavor of Wagyu beef is
most enhanced when savored just after



it’s prepared and piping hot.

Once the meat cools, the amino
acids change and the umami flavor
drops. Overheated Wagyu beef also
heats the fat and loses the amino acids.

Pairing with sake is best recom-
mended with freshly grilled, thinly
cut A5 Wagyu Beef, sprinkled lightly
with salt.

Many guests such as restau-
rant owners, chefs, and local retailers
attended the event.

Japanese Wagyu Kagoshima A5
Sirloin was cooked on the spot, and
the appeal of the product was intro-
duced to guests. The beef garnered
much interest, which led to business
discussions. Guests commented: “To
actually see the raw beef first before
sampling clarified the good quality of
the beef” and “T’d like to attend the next
sampling event.”

Mutual Trading sells Wagyu
beef parts in packs. I look forward
to actively attending the next tasting
event and to providing opportunities
for business negotiations.m
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NEWS / TRENDS

U.S. 7-Eleven Stores Now
Sell Japanese-style Egg Salad
Sandwiches and Onigiri

KEEITI1LTY

BAEEFI VR, BICEFDDERSE

R ZREFIC

opular food menu items and
P snacks sold in 7-Eleven and

convenient stores in Japan are
expanding into the U.S. market.

The Wall Street Journal summa-
rized the efforts of U.S. 7-Eleven stores
to revamp their brand to popularize
renowned food products served in
their convenience stores overseas in
their video report, “The Economics
of 7-Eleven.”

The report featured a 7-Eleven
store in Japan that sells ramen and
onigiri (rice balls), rather than hot
dogs and pizzas. U.S. 7-Eleven stores
are coordinating closely with their
Japanese counterparts to purchase
food production lines and food ingre-
dients. Further, U.S. 7-Eleven stores
shared their strategy for the U.S. market
is to “introduce popular food products
from their stores in Japan and other
nations in their U.S. stores.” As for new
food products to be introduced, “U.S.
subsidiaries are collaborating closely
with vendors in Japan and the U.S. to
introduce chicken teriyaki onigiri, miso
ramen, sweet chili crispy wings, and
other new food products. Other food
products to be introduced in the U.S.
from subsidiaries overseas are Mango-
nada donuts with Tajin, barbecue pork
sliders, and chicken curry bowls.”

Japanese-style Egg Salad
Sandwiches Now Available
in Los Angeles

One 7-Eleven store clerk
commented that more customers are
visiting the store to inquire about
“Japanese-style sandwiches” they had
heard about. Male customers asked for
the egg salad sandwich. U.S. 7-Eleven
stores changed their food production
line to milk bread, popular in Japan,
for their sandwiches in July. A rumor
spread in LA that the “improved
Japanese-style sandwiches” went on
sale ahead of schedule. Consumers
who saw a TikTok video visited
various 7-Eleven stores in search of
the sandwich. Many consumers who

purchased the sandwich in Japan
reported the sandwich was “fluffy,”
one factor that led to this product selec-
tion. Foreign customers who visited
Japan and stopped by convenience
stores before checking into their hotels
must’ve played a role as well. The egg
salad sandwich weighs 193 grams and
is priced at $5.99. The product descrip-
tion on the wrapper reads: “Made from
light boiled eggs blended with low-fat
mayonnaise and Dijon mustard in fluffy
milk bread.”

The newly improved Japanese-
style egg salad sandwich does not cut
the bread crust off like their Japanese
counterparts. The bread is thick, yet
soft; a stark contrast to the overall dry
and firm American bread that often
lacks moisture and fluffiness. Maybe
the Japanese have a different preference
for their bread texture. However, one
TikToker who tried a sandwich from
a convenience store in Japan had long
awaited the same sandwich to be sold
in the U.S. A public relations officer of
7-Eleven explained: “Switching from
water to milk makes the bread moist,
fluffy, and enhances the flavors of
food ingredients.” Changing the bread
recipe is only the beginning. “We also
plan to introduce new food products,
such as grilled chicken teriyaki onigiri
and miso ramen to U.S. consumers.”
7-Eleven plans to cooperate with their
parent company in Japan to intro-
duce “Japanese-style” operations and
menu items.

7-Eleven to revamp
by introducing Japanese-style
marketing system

7-Eleven, a North American
convenience store chain, was founded
in Dallas, Texas in 1927. Initially an
icehouse storefront, other products such
as eggs, milk, bread, and other daily
necessities were later introduced. The
store was named after their business
hours, 7 a.m. to 11 p.m. at the time. The
store first expanded into Japan in the
1970s. Ito-Yokado, a Japanese super-
market chain; entered into a licensing
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agreement with Southland Company,
the North American operator of U.S.
7-Eleven stores; and opened the first
7-Eleven convenience store in Japan at
Toyosu, an artificial island in Tokyo,
in 1974.

The convenience store chain grew
rapidly throughout Japan. Business
hours were extended to 24 hours and
expanded nationwide. On the other
hand, sales were stagnant in U.S. conve-
nience stores. Therefore, Ito-Yokado
and 7-Eleven Japan acquired the U.S.
7-Eleven stocks in 1991 and made the
U.S. 7-Eleven stores into fully owned
subsidiaries in 2005. Business struc-
tures for 7-Eleven are different between
stores in the U.S. and Japan. Stores in
Japan sell snacks, sweets, and daily
household necessities, while most
of the sales generated in U.S. stores
consist of gas and cigarettes.

However, the demand for gas and
cigarettes is declining and sales are
stagnant. Ryuichi Isaka, President and
Representative Director of Seven & i
Holdings Co., Ltd., commented: “We
must evolve past our business model
reliant on gas and cigarettes, and
switch to a business model selected
by customers based on our product
selections. The key to this transition is
delicious, casual food products.” The
introduction of Japanese-style egg salad
sandwiches could indicate Seven & i
Holdings Co., Ltd. is transitioning the
business model for U.S. 7-Eleven stores
to one that values fresh food products
like the 7-Eleven stores in Japan.

The video report “The Economics
of 7-Eleven” by Wall Street Journal
introduced in the beginning of this
article reported U.S. 7-Eleven stores
had set a target to increase food sales —
currently approximately 25% of their
total sales, by one-third. To achieve
this goal, the convenience store chain

invested 10 billion JPY into “Warabeya
North America, Inc.,” a supplier to
7-Eleven Japan, and constructed food
plants in Hawaii, Texas, and Virginia.

7-Eleven stores in Japan are
thorough in their data-based product
selections to ensure a wide variety
in their product line-up. Consumer
consumption is analyzed to stock only
products that will sell right away. In
this aspect, U.S. 7-Eleven stores used to
be way behind. Products were shipped
only twice a week, while 40% of the
products were not purchased and left
on the store shelves. However, this was
in the past, as U.S. 7-Eleven stores are
currently building a purchasing system
based more on advanced data.

Since shifting to fresh food
products, 7-Eleven is trying to rebuild
the business in North America. The
introduction of Japanese-style egg salad
sandwiches made with fluffy Japanese-
style bread in a 7-Eleven store in LA
indicates the emergence of a Japanese-
style 7-Eleven store in the U.S. market.

Japanese-style convenience stores
operated in the U.S. market in the past.
Family Market’s first “Famima!!” store
opened in the suburbs of Los Angeles
in 2005, then opened in Hollywood
and Santa Monica. The plan was to
open 100 store locations in the U.S. by
2009. However, the revenue prospect
remained uncertain. Despite their
good reputation among consumers,
the store completely withdrew from
the U.S. market in 2015. Jeff Lenard,
VP of Strategic Industry Initiatives at
NielsenlQ Convenience Industry Store
Count, reflected: “Famima!! was too
far ahead of their time.” At the time,
the logistics system in the U.S. was
deficient with shipments made one to
two times a week. “Daily shipments
are now mainstream with new products
always available.” Lenard also pointed



out the rapid and widespread use of
Social Networking Sites (SNS) and
changes in consumer preferences and
changes of the time.

Until recently, common food
products sold in U.S. 7-Eleven stores
consisted of hot dogs heated in the
roller grill all day long, Slurpees, and
nachos. I’m sure many consumers
can’t wait for the release of high-
quality Japanese food products from
7-Eleven Japan.m
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Geographical Indication for Japanese Sake

HIBHYR T HIE

eographical Indication (GI)
G for Japanese sake is a system
that guarantees the production
region and quality of sake. Produc-
tion regions apply for designation,
and once the designation is received
by the Commissioner of the National
Tax Agency, production regions can
be named exclusively. GI is authenti-
cated after a production region passes
the following strict assessment by the
Japanese government.
(@ Characteristics by
production region
» Human factors such as special produc-
tion method and traditional feeding
method
* Natural factors such as climate
@ Characteristics of
specialty products
* Quality such as “High OO ingredi-
ents,” “OOflavor,” etc.
* Social evaluation such as historical
and cultural evaluations, past awards
from sake competitions

Once registered, the registered
production organizations must control
the quality, thus agricultural products
and food products with GI designa-
tions are produced in their respective
production region, deemed to sustain
many characteristics in addition to
high-quality unique to the respective
production region.

Advantages to consumers are as
follows:

* Geographical indications enable
specialty products to be easily
identified.

« Ingredients are harder to disguise and
enhance the reliability of products.

* Japan indicates clear standards of
“Geographical indication,” thus safe
products that meet these standards
are available for purchase.

“Japanese sake” is sake brewed
in Japan from domestic rice used to
prepare malted rice. As more sake is
brewed overseas, sake brewed outside
of Japan and sake brewed from rice
harvested overseas and imported into
Japan cannot be labeled as “Japanese
sake.” Also, the GI system is adopted
not only in Japan, but in over a hundred
nations with various renowned GIs
for champagne, scotch, whiskey, etc.,
worldwide.

The background that led to the GI

designation of Japanese sake — a special
beverage closely related to the four
seasons in Japan and evolved over time
— is traditionally and deeply rooted in
the lives of Japanese nationals and the
Japanese culture to protect and preserve
the value of long-established sake.
Further, the improved value of Japanese
sake brands contributes significantly to
increased exports to markets overseas.
As of September 1, 2024, seventeen
Japanese sake brands have GI designa-
tions, of which “Japanese sake” itself
was designated as a GI as of December
25, 2015. Sixteen production regions
are designated as GIs.

Characteristics by Place of Origin
Hakusan Hakusan, Ishikawa :
Abundantly rich sake quality due to
the umami flavor from rice. Ginjo sake
and Junmai Daiginjo sake especially
exude a gentle fruity aroma with
the right amount of acidity, a sake
quality abundantly rich flavor with a
dignified feel.

Yamagata, Yamagata Prefecture:
Mild and clear sake quality. Junmai
sake and Honjozo sake are well-
balanced in acidity and umami flavors.
Deep, crisp, and subtle in flavor.
Nadagogo, Nagano Prefecture:
Ginjo sake and Junmai Ginjo sake both
emit a fruity and elegant aroma with a
wide range of flavors. The fragrance is
well-balanced with good sake quality
and a crisp aftertaste.

Harima, Hyogo Prefecture 22 areas:
Sake low in bitterness and astringency
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with a subtle richness and abundant
fragrance that spreads. Yamadanishiki
Rice, produced in Hyogo prefecture,
is used to prepare the koji (malted
rice), which adds the right acidity and
a refreshing aftertaste.

Mie, Mie Prefecture: Savory sake
quality with a smooth palate and
notable umami flavor from the first
sip. This mellow, savory, sweet and
dry sake is recommended during meals.
Tone-Numata Numata, Gunma
Prefecture: Characteristic of its clear
umami flavor. Bitterness releases
richness with refreshing acidity, sweet
and mellow umami flavor that spreads.
Hagi, Yamaguchi Prefecture:
Characteristic for its deep, refined
umami flavor along with refreshing
and lively acidity. The aroma is like
fresh green bamboo, of which Ginjo
sake especially exudes a refreshing
fruity aroma, such as apples and
pineapples, etc.

Yamanashi, Yamanashi Prefecture:
A gentle fruity aroma balanced with
umami flavor and grain-like richness.
Mild, clear, clean flavor.

Saga, Saga Prefecture: A fragrant
aftertaste gradually passes from the
throat to the nasal passage, well-
balanced with savory aroma that
releases a sweet rice flavor with an
unmistakable, savory umami flavor that
is characteristic of this sake.
Nagano, Nagano Prefecture: In
Nagano prefecture, sake is brewed from
pure water flowing from one of the
tallest mountains in Japan that produces

a rich sake quality with hardly any
unpleasant flavor and a well-balanced,
clean, and gentle aroma.

Niigata, Niigata Prefecture: Sake
brewed in Niigata prefecture is overall
characteristic for its “light and dry”
flavor. Water flowing in Niigata
prefecture is ultra-soft water with low
mineral content. Because fermentation
advances slowly at low temperatures,
the clean sake flavor is unique to
Niigata prefecture.

Shiga Saga Prefecture: The flavor
of sake brewed in the abundant nature
of Shiga prefecture is characteristic for
its mild taste, delicate but rich aroma,
and umami flavor from rice.
Shinano-Omachi Omachi, Nagano
Prefecture: The subtle sweet flavor
of underground spring water from the
Northern Alps is well-balanced with
gentle acidity and a clean taste.

Iwate Iwate Prefecture: Sake brewed
in Iwate prefecture is recognized as
“clean and pure.” Many sake brewed in
Iwate prefecture are clean, rich, “light,
dry, and sweetly fragrant” in flavor,
easy to pair with any cuisine.
Shizuoka Shizuoka Prefecture:
Sake brewed from yeast prepared in
Shizuoka prefecture is referred to as
“Shizuoka-type Ginjo Sake,” recog-
nized as “fresh sake that never tires,”
“sake with fruity aroma and no
unpleasant taste,” and “gentle taste and
aroma, best to enjoy during meals.”
Minami-Aizu Aizu, Fukushima
Prefecture: Robust richness with
the right amount of acidity, crisp and
refreshing, elegant sake quality. Recom-
mended chilled or hot as preferred.m
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November 1st is

Honkaku Shochu & Awamori Day

ot Celebrate with N shochu
Top Shochu & Awamori
Competition Winners .«

Jpz‘riz‘;

from iy beft Torerard Buschowdeesi Shaochas, H;ﬂr.l Hakigakr Kxnrs Rice Shochog, Bpmamngn | leboimen Sweei Poiain Shocbag, H:.lnﬂ]'\l'n.l |":hmr|h.1k|| Barley Shochs, Fukooka
fleeers bomam left Sulnsrsywmakowe Ryuicpu Sevaman, Oidnmen | Hanabareaurs Rysior dveemor, Oidraves [ Fanpa | %59 Rypubgu dwamon, Oridraves [ 30 Do Funpa Premiom, Olkiness
Miseko Distillery Dhoro Gin Hokkaide / Tamazakura Single Malt by Sasakawa, buloushima
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Legendary Finesse Award Winning ﬁ MUTUAL TRADING
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Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
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Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
©TCGROUP © Chaman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC'

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

I’ often asked by Ameri-

m cans, “I often use wine for
cooking, but can I also use Japanese
sake?” Japanese sake contains many
umami flavors not found in wine, so it’s
great that they can be used in anything.

Eliminating odors

Of course, sake is not only effec-
tive in eliminating odors from fish and
seafood, but also from pork and lamb.
Of course the odor dictates lamb meat,
however, when adding Japanese flavor
to your cooking, add Japanese sake to
any food when the odor is too strong,

then leave it for approximately two
minutes for the odor to disappear.
Effective in softening proteins

Placing chicken breasts, red beef,
and / or meat for stew in a zip lock bag
filled with sake prior to marinating
eliminates the dryness from the meat
and adds flavor. Sake greatly enhances
the flavor of meat for barbeque
and yakiniku.

Adds umami flavor

From broiled dishes to soup
dishes, Japanese sake is useful in
a variety of dishes, as our readers

know. Surprisingly, Japanese sake also
enhances the flavors of Western soup,
especially in seafood, along with pasta
and various other dishes. Please give it
a try. Actually, sake is also great when
used even in instant ramen noodles!

Japanese sake is great for cooking
Sake for cooking or Junmai sake is
great for food preparation. While Ginjo
and Daiginjo are great for drinking,
Junmai is better suited and more effec-
tive for cooking due to it’s higher
concentration of umami flavors.m
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“Creative Sushi & Sake® illustraces the techniques of the
finest sushi chefs throughoaut the world, concentrating on
the artistic presentations, unigue ingredients and advanced
masthods of préparation. The writers swere all top |apanese
professional chefs with many years of experience.

{published In English by Al |apan News, Inc., In 2005)
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# 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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Stylish and Fashionable Sushi for a Modern Lifestyle
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Shochu Cocktails to
Celebrate Shochu Day on November 1st
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Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes
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Celebrate International Shochu Day

SHOCHU: Evolving & Advancing in the Worldwide Market
BRI . 7E SBRTITIG P ) JE s B i b

he world of spirits—of the imbibing

kind—is vast and fascinating. From

Aquavit to Whisky, a plethora of
world gins, to Asian spirits and many more,
one commonality binds them: distillation.
Enter Shochu.

What is Shochu?

Shochu (#tEt) is the national spirit of
Japan. On April 14, 2012, the Japanese
government officially declared that Sake
and Shochu are Japan’s national alcoholic
drinks. Shochu is crafted from selected
grains and intriguing Japanese fruits and
vegetables, specifically starchy ones. The
process, as with everything Japanese, is
intricate. The "rule of thumb" involves
using Shochu-specific Koji to saccharify
the starch in the main ingredient. The
Moromi (mash) is then fermented with
Shochu-specific  yeast before being
distilled in either a pot still or continuous
still. Japan boasts 372 Shochu distilleries,
with a handful located outside the country.
While Korea has a similar spirit known as
Soju, it is not to be confused with Japanese
Shochu.

A Little History

Shochu's origins trace back to the mid-
I6th century. The earliest record dates
to 1546 by Portuguese merchant and sea
captain Jorge Alvarez, who, while staying
in the Satsuma region (now Kagoshima,
Kyushu), noted in his diaries, “To drink,
there is an Orraqua (distilled liquor

Los Angeles HQ »

P N

San Diego

in Arabic) made from rice” In 1559, a
wooden plaque by two carpenters at the
Koriyama Hachiman Shrine in Kagoshima
claimed that the monks never offered
them Shochu while they worked on the
shrine, indicating that Shochu was likely
reserved for important guests.

The Evolution of Shochu

Japan, an isolated island with closed doors
during the Edo period (1603-1868), traded
only with the Kingdom of Ryukyu (now
Okinawa). Thus, Japan’s distilling industry
began in Okinawa with Awamori, a type
of Shochu made from Thai rice. This
quickly spread to Kyushu, where various
agricultural products, including sweet
potato and barley, were used.Within years,
Japan had a national spirit that was both
delicious and versatile.

The Japanese government  quickly
implemented rules and regulations to
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harness alcohol taxes as a revenue source.
Today, Shochu can be made from up to
55 “allowed” ingredients and must have
an alcohol content of 45% ABV or less.
Interestingly, during a trade visit to Japan,
UK Prime Minister Maggie Thatcher
helped establish a rule to protect
Scotland’s whisky industry: barley Shochu
must have a lighter color intensity than
whisky, with a spectrometer reading of
less than 0.08. This rule underscores the
technical kinship between barley Shochu
and whisky.

Imo (sweet potato) Shochu is currently
the most popular variety. Surprisingly,
more Shochu is consumed in Japan than
Sake.

Shochu's Global Rise

Globally, Shochu is less known but has
gained significant exposure in the last five
years, thanks to efforts by the Japan Sake
and Shochu Makers Association (JSS). The
JSS has organized competitions worldwide,
encouraging mixologists to showcase
their skills. In London, Shochu bars have

opened within Japanese restaurants like
ROKA, and many small bars are sprouting
in the trendy East End. Major hotel chains
like Mandarin Oriental, The Dorchester,
and The Raffles have also embraced Asian
spirits in their bar offerings. Cities like
Birmingham and Manchester are seeing
new Shochu bars emerge, with distributors
rapidly expanding their selections of
Shochu and Awamori. In the UK, Mugi
(barley) Shochu, which resembles whisky,
is favored, while Kokuto (brown sugar)
Shochu, with its rum-like nuances, is also
gaining recognition.

Shochu in Competitions

Shochu is making its mark in international
drinks competitions, with increasing
numbers of awards from the International
Wine and Spirit Competition (IWSC),
the International Spirits Challenge (ISC),
Concours Mondial de Bruxelles Spirit
Selection, and various U.S. competitions.
These accolades highlight the rising quality
of Shochu available today.

Shochu Success: Strategies for Bars and Restaurants

By embracing Shochu and implementing
these practical strategies, business owners
can tap into a growing market, offering
their customers a unique and memorable
drinking experience.

I. Expand and Enhance the Menu
Integrate Shochu into bar or restaurant’s
menu by offering a range of Shochu-
based cocktails. Highlight its versatility by
creating both traditional and innovative
cocktails that appeal to different customer
preferences. Create an engaging Shochu
menu section that educates customers
about the different types of Shochu, their
origins, and flavor profiles. Use descriptive
language and visual aids to make the menu
appealing and informative.

2. Staff Training

Invest in comprehensive staff training. The
Sake School of America’s Shochu Adviser
course is an excellent option that equips
staff with the knowledge and confidence to
recommend and serve Shochu. Educated
staff can enhance the customer experience

by providing insightful recommendations
and stories about Shochu.

3. Marketing and Promotion

Leverage the growing interest in Shochu
by organizing tasting events and pairing
dinners. Collaborate with local influencers
and mixologists to create buzz.

4. Customer Engagement

Encourage customers to try Shochu by
offering tasting flights or sampler options.
Provide a brief educational session about
Shochu’s history and production process,
enhancing their appreciation for this
unique spirit.

Bar managers and mixologists are
constantly innovating with Shochu, creating
new cocktails using local foraged flowers,
herbs, berries, fruit, and even essences.The
versatility of Shochu, whether sipped neat
or in a variety of cocktail styles, makes
it a fascinating addition to any beverage
program.
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Tenshi No Yuwaku Sweet Potato Shochu
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Grand Cru Sweet Potato Shochu
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Young Japanese consumers
and Japanese Sake®
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his is the third report on young

Japanese consumers and

Japanese sake, the last report
for this series.

“Sake Jump,” a community
of young Japanese sake brewers
in their twenties to early forties,
actively introduce their original sake
brands to popularize sake among
young consumers.

This group holds sake tasting
events twice a year. Their sake tasting
events this year were held at the
Keyaki Hiroba, a restaurant and shop
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inside the Saitama Super Arena, an
impressive? venue.

All three organizations intro-
duced in this series organized “outdoor
tasting events.”

Tasting events held in a hotel
conference room can seem intimidating
and can increase the registration fee
for participants. Therefore, the group
organized outdoor tasting events to
reduce the intimidation factor and the
registration fee for participants, an
effective strategy to attract interest.

NTT DOCOMO, INC. is a sponsor
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of this tasting event, organized by
“Sake Jump,” to further reduce the cost
to participants. Saitama Super Arena
Co., Inc. is also a special collaborator.
The National Tax Agency, the supervi-
sory authority of our sake breweries,
also supports this tasting event in their
powerful line-up of supporters.

I’m confident that all the parties
involved desire to introduce the appeal
of Japanese sake to young consumers.

I look forward to seeing more
events like this held in the future.m
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S

ada is a long linear region
towards the east and west,
facing the Osaka Bay with the

Rokko Mountain in the background,
five of the regions in this area currently
referred to as the “Nada Goko.” This
region is traditionally wider with the
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
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i Polishing Rate: 60%

Hakushika Gold Label
Junmai Ginjo
Tatsuuma-Honke Brewing (Hyogo)

e INTERNATIONAL INC

qzl www.jfc.com

Ozeki Karatanba
Honjozo
0Ozeki Corporation (Hyogo)

Typical Sake Production Regions

BB UREM

Bukogawa River towards the east, and
the Tkutagawa River towards the west
in general terms. Sake production in
this region is said to have started in
1624, however, the name Nada first
comes up in documents in 1716.

Ikeda (Ikeda City, Osaka pre-
fecture) was the main production
region for sake produced for the Edo
market from early to mid-Edo Era, an
advanced region of morohaku; while
Itami, especially Itamizake, referred
to as “Tanjo,” was highly reputable.
However, Ikeda and Itami started to
decline from the later half of the 18th
century, replaced by Nada sake at the
forefront, the greatest reason being the
premium quality of Nada sake.

The greatest reason why the quality
of Nada sake improved drastically is
due to the introduction of the water mill
for rice milling, utilizing a rapid stream
from the Rokko Mountain. During the
golden days of Itami, rice was tradition-
ally milled using a pedal-type milling
device. However, during the mid-18th
century, Nada was the first to switch
to water milling to mill rice. Not only
did water milling drastically increase
the quantity of rice milled, the quality
of sake rice significantly improved
to levels not comparable to before
the water mill, which significantly
improved the quality of sake. Although
Itami tried to compete with sake from
Nada through efforts to improve their
quality of sake, the switch to water
mills was not possible due to geograph-
ical reasons, with Nada sake finally
exceeding Itami sake in production
volume in 1815. Further, Miyamizu,
most suitable for producing sake, was
discovered in 1840, cementing Nada’s
name and reputation with quality sake.

On the other hand, Fushimi has

others) i Polishing Rate: 50%

Hakutsuru Ukiyoe
Daiginjo
Hakutsuru Sake Brewing (Hyogo)

a long history of sake production that
reached its peak during the Muro-
machi Era (1336~1573), with 342 sake
breweries in the Kyoto region in 1425.
However, Fushimi and Saga in the
suburbs of Kyoto were both renowned
sake regions.

Fushimi prospered as a castle town
after Toyotomi Hideyoshi completed
the construction of the Momoyama
Castle in 1594. Early into the Edo Era,
the number of breweries gradually
increased as an important region for the
Yodogawa water transport. Although
approximately 83 sake breweries oper-
ated at the time, Nada first emerged as
a sake production region in 1657 after
the middle of the Edo Period, as Kyoto
was monopolized by Itami sake due
to the wishes of court nobles and the
Konoe Family, who were the feudal
lords of Itami. Also, geographical
disadvantages caused delays in ship-
ments to Edo, which led to Nada sake
further dominating the market, and a
drastic decline in Fushimi sake brew-
eries. Furthermore, the battle of Toba
and Fushimi added a great blow to
Fushimi. However, since the Tokaido
Line opened in 1890, the distribution
route opened up for Fushimi sake,
which miraculously revived the region
to become one of the largest sake pro-
duction regions alongside Nada.m
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This article was courtesy from Shibata Shoten Co Ltd.
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Shimbashi Koichi Festival
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T he “27th Shimbashi Koichi
Matsuri (Festival)” was held in
the middle of summer near the
“Shimbashi Station” in Minato Ward,
Tokyo, a popular hangout spot among
business professionals, on July 25 and
26. The Koichi Festival was named
to invite residents, workers, and vis-
itors to the Shimbashi Station area
to stop by and have fun for an hour.
Many food stalls were set up in three
locations — Karasumori-Dori street,
areas surrounding the New Shimbashi
Building (“SL Square”), and Saku-
rada Park — where the Yukata (unlined
cotton summer kimono) beauty pageant
was held, along with plenty of enter-
tainment and outdoor events over a
two-day period.

The festival, scheduled to start
at 12:00 noon until the day before,
was delayed until 3:00 PM due to
the scorching heat. On the first day, I
couldn’t stop sweating in drizzling rain
due to the maximum humidity. Visi-
tors totaled approximately 14,000 in
two days. I wiped my sweat as [ headed
towards the Nihonsakari booth of a
close friend. Familiar aluminum can-
shaped bottles (“bottle cans™) and raw,
unprocessed, undiluted sake lined the
Nihonsakari booth, along with chilled
sake, perfect to enjoy while strolling the
festival sites. I purchased two bottles of
raw, unprocessed, undiluted sake and
strolled through the food stalls before
the rain got heavier. Food stalls sold
omuyakisoba (omelet fried noodles),
skewer-grilled scallops, sake by the
Fukushima Prefecture Sake Brewers
Cooperative, and beer, while the stage
showcased live taiko performances,
Hawaiian Hula, and Bon Odori (tradi-
tional Japanese regional folk dance).
The festival offered great food, bever-
ages, and live performances.

I couldn’t leave the festival in just
short of an hour. I previously helped
in food stalls, before the festival was
canceled for 4 years due to the coro-
navirus pandemic. The festival finally
resumed last year in 2023. Despite ini-
tial concerns over the turnout, many
visitors came and enlivened the festi-
val, no different from previous years.

The pandemic popularized work-from-
home and remote work, which reduced
the number of commuters to the office.
Yet, the turnout seemed high at the
Koichi Festival, held at a popular hang-
out spot for business professionals, in
fact, even higher than previous years.
The rain started to get harder while
strolling, so I sought shelter from the
rain in the New Shimbashi building.

I visited the “Jinsei Sakaba,” a
sake pub and restaurant introduced in
a previous report, where I presented
the Nihonsakari raw, unprocessed,
undiluted sake I purchased earlier as
a souvenir. I asked if the building got
crowded during the Koichi Festival
and was told business was the same as
usual. The restaurant inside the build-
ing has many repeat patrons, thus
customers who come from the festival
during peak business hours are some-
times turned away. The owner said,
“The weather is often rainy on the day
of the Koichi Festival.” Hot weather
with heavy rainfall is common during
summer festivals. Still, I felt excited
to attend a festival that was previously
canceled due to the coronavirus pan-
demic. As the summer festival season
soon ends in each region and the
Olympics are now over, and once the
summer baseball games are over, fall is
fast approaching. Next, I’'m planning to
find and attend a fall festival.m
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.
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Sake Shochu Spirits Institute of America
NPOEA

KEBE SIS 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 Spirits Institute of America
- Acquire the techniques of a sake sommelier with

your five senses -

BBl

I Japanese, kikisake - commonly referred to as sake tasting
n - is to understand the fragrance properties of sake and
other beverages using all five senses — “vision,” “taste,” “smell,”
etc.

EENTS

Tasting the sake and verbally expressing the sake fragrance
and flavor with one’s own five senses is important.

What is sake tasting?

The purpose of sake tasting is different according to each
position. For example, the master sake brewer and sake brewery
workers taste sake while brewing to determine the quality and
shipment time, while sake sommeliers - who sell and serve sake
in restaurants and sake shops — taste sake to understand the
characteristics of each sake and reflect on how to explain each
sake and propose how to best enjoy each sake to customers.

Also, the purpose of tasting sake for general consumers is to
determine which sake best suits one’s own preferences.m
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CL U B Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier

CTICGROUP

Crhari;mran )
Katsuya Group

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

Owner “True Sake”

Owner of M&M Enterprise
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,

MASTER
SAKE

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.

Japanese sake and cuisine

I’ often asked by Ameri-
m cans, “I often use wine for
cooking, but can I also use Japanese
sake?” Japanese sake contains many
umami flavors not found in wine, so it’s
great that they can be used in anything.
Eliminating odors
Of course, sake is not only effec-
tive in eliminating odors from fish and
seafood, but also from pork and lamb.
Of course the odor dictates lamb meat,
however, when adding Japanese flavor
to your cooking, add Japanese sake to
any food when the odor is too strong,

then leave it for approximately two
minutes for the odor to disappear.
Effective in softening proteins

Placing chicken breasts, red beef,
and / or meat for stew in a zip lock bag
filled with sake prior to marinating
eliminates the dryness from the meat
and adds flavor. Sake greatly enhances
the flavor of meat for barbeque
and yakiniku.
Adds umami flavor

From broiled dishes to soup
dishes, Japanese sake is useful in
a variety of dishes, as our readers

know. Surprisingly, Japanese sake also
enhances the flavors of Western soup,
especially in seafood, along with pasta
and various other dishes. Please give it
a try. Actually, sake is also great when
used even in instant ramen noodles!
Japanese sake is great for cooking
Sake for cooking or Junmai sake is
great for food preparation. While Ginjo
and Daiginjo are great for drinking,
Junmai is better suited and more effec-
tive for cooking due to it’s higher
concentration of umami flavors.m

David Kudo
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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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“Creative Sushi & Sake® illustrates the wechnigques of the
finest sushi chefs throughout the world, concentrating on
the artistic presentations, unigue ingredients and advanced
methods 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)

of d2&s E2 Xlmetol dojFH
TRAMIRALZ O] S SERUA| EIT. B R
o OF7IL| 7t O SEUA| E[= ZO|Lt,

StE =7t ZEOIM o ==K €
EE2 A S AE A2 HREE F

-
L

0]
L)
[

ogt
ret
e
rhr
Y
fO

2ELE A0
of Et. 3, HSYES ORI 5
xgh a2z Mol H52 90| % A0)
20| HlEfo]ct.

- Stylish and Fashionable Sushi for a Modern Lifestyle

+ Mew Forms of Sushi
# Mew styles of Sushi

» Innovative and Popular Creative
Sushi

= Mastering Technigues

« Sushi in the USA and Europe

= In What Way Has “sushi” Evolved?
= For all who love Sake
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CHALLENGE

his is the third report on young

Japanese consumers and

Japanese sake, the last report
for this series.

“Sake Jump,” a community
of young Japanese sake brewers
in their twenties to early forties,
actively introduce their original sake
brands to popularize sake among
young consumers.

This group holds sake tasting
events twice a year. Their sake tasting
events this year were held at the
Keyaki Hiroba, a restaurant and shop

by Kosuke Kuji

204
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

the youngest person ever to
receive the Iwate Prefecture Young
Distinguished Technician Award. In
2006 was selected to be a member
of the board of trustees of his local
alma mater, Fukuoka High School.
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Young Japanese consumers
and Japanese Sake®
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inside the Saitama Super Arena, an
impressive? venue.

All three organizations intro-
duced in this series organized “outdoor
tasting events.”

Tasting events held in a hotel
conference room can seem intimidating
and can increase the registration fee
for participants. Therefore, the group
organized outdoor tasting events to
reduce the intimidation factor and the
registration fee for participants, an
effective strategy to attract interest.

NTT DOCOMO, INC. is a sponsor
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of this tasting event, organized by
“Sake Jump,” to further reduce the cost
to participants. Saitama Super Arena
Co., Inc. is also a special collaborator.
The National Tax Agency, the supervi-
sory authority of our sake breweries,
also supports this tasting event in their
powerful line-up of supporters.

I’m confident that all the parties
involved desire to introduce the appeal
of Japanese sake to young consumers.

I look forward to seeing more
events like this held in the future.m
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J@ INTERNATIONAL INC

qzl www.jfc.com

ada is a long linear region
towards the east and west,
facing the Osaka Bay with the
Rokko Mountain in the background,
five of the regions in this area currently
referred to as the “Nada Goko.” This
region is traditionally wider with the
Bukogawa River towards the east, and
the Tkutagawa River towards the west
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CHICAGO Branch
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BOSTON Sales Office
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ORLAND Sales Office
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HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JESINC.
Interbranch Distribution Center (IDC)

Typical Sake Production Regions
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in general terms. Sake production in
this region is said to have started in
1624, however, the name Nada first
comes up in documents in 1716.

Ikeda (Ikeda City, Osaka pre-
fecture) was the main production
region for sake produced for the Edo
market from early to mid-Edo Era, an
advanced region of morohaku; while
Itami, especially Itamizake, referred
to as “Tanjo,” was highly reputable.
However, Ikeda and Itami started to
decline from the later half of the 18th
century, replaced by Nada sake at the
forefront, the greatest reason being the
premium quality of Nada sake.

The greatest reason why the quality
of Nada sake improved drastically is
due to the introduction of the water mill
for rice milling, utilizing a rapid stream
from the Rokko Mountain. During the
golden days of Itami, rice was tradition-
ally milled using a pedal-type milling
device. However, during the mid-18th
century, Nada was the first to switch
to water milling to mill rice. Not only
did water milling drastically increase
the quantity of rice milled, the quality
of sake rice significantly improved
to levels not comparable to before
the water mill, which significantly
improved the quality of sake. Although
Itami tried to compete with sake from
Nada through efforts to improve their
quality of sake, the switch to water
mills was not possible due to geograph-
ical reasons, with Nada sake finally
exceeding Itami sake in production
volume in 1815. Further, Miyamizu,
most suitable for producing sake, was
discovered in 1840, cementing Nada’s
name and reputation with quality sake.

On the other hand, Fushimi has
a long history of sake production that
reached its peak during the Muromachi

Era (1336~1573), with 342 sake brew-
eries in the Kyoto region in 1425.
However, Fushimi and Saga in the
suburbs of Kyoto were both renowned
sake regions.

Fushimi prospered as a castle town
after Toyotomi Hideyoshi completed
the construction of the Momoyama
Castle in 1594. Early into the Edo Era,
the number of breweries gradually
increased as an important region for the
Yodogawa water transport. Although
approximately 83 sake breweries oper-
ated at the time, Nada first emerged as
a sake production region in 1657 after
the middle of the Edo Period, as Kyoto
was monopolized by Itami sake due
to the wishes of court nobles and the
Konoe Family, who were the feudal
lords of Itami. Also, geographical
disadvantages caused delays in ship-
ments to Edo, which led to Nada sake
further dominating the market, and a
drastic decline in Fushimi sake brew-
eries. Furthermore, the battle of Toba
and Fushimi added a great blow to
Fushimi. However, since the Tokaido
Line opened in 1890, the distribution
route opened up for Fushimi sake,
which miraculously revived the region
to become one of the largest sake pro-
duction regions alongside Nada.m
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© Polishing Rate: 70%
¢ (Yamadanishikiand
i Polishing Rate: 60% i others)

Hakushika Gold Label
Junmai Ginjo
Tatsuuma-Honke Brewing (Hyogo)

£ SMV40.5~15
i Polishing Rate: 70%
i (Yamadanishiki)

Polishing Rate: 50%
i (Kyounokagayaki)

i SMV:43
i Polishing Rate: 50%

i SMV:+2
i Polishing Rate: 60%

Shinsei
Junmai Daiginjo
Yamamoto Honke (Kyoto)

Mizuho Kuromatsu Kenbishi
Junmai
Kenbishi Shuzo (Hyogo)

Ozeki Karatanba
Honjozo
0Ozeki Corporation (Hyogo)

Hakutsuru Ukiyoe
Daiginjo
Hakutsuru Sake Brewing (Hyogo)

Fukuju Blue
Junmai Ginjo
Kobe Shushinkan (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Shimbashi Koichi Festival
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T he “27th Shimbashi Koichi
Matsuri (Festival)” was held in
the middle of summer near the
“Shimbashi Station” in Minato Ward,
Tokyo, a popular hangout spot among
business professionals, on July 25 and
26. The Koichi Festival was named
to invite residents, workers, and vis-
itors to the Shimbashi Station area
to stop by and have fun for an hour.
Many food stalls were set up in three
locations — Karasumori-Dori street,
areas surrounding the New Shimbashi
Building (“SL Square”), and Saku-
rada Park — where the Yukata (unlined
cotton summer kimono) beauty pageant
was held, along with plenty of enter-
tainment and outdoor events over a
two-day period.

The festival, scheduled to start
at 12:00 noon until the day before,
was delayed until 3:00 PM due to
the scorching heat. On the first day, I
couldn’t stop sweating in drizzling rain
due to the maximum humidity. Visi-
tors totaled approximately 14,000 in
two days. I wiped my sweat as [ headed
towards the Nihonsakari booth of a
close friend. Familiar aluminum can-
shaped bottles (“bottle cans™) and raw,
unprocessed, undiluted sake lined the
Nihonsakari booth, along with chilled
sake, perfect to enjoy while strolling the
festival sites. I purchased two bottles of
raw, unprocessed, undiluted sake and
strolled through the food stalls before
the rain got heavier. Food stalls sold
omuyakisoba (omelet fried noodles),
skewer-grilled scallops, sake by the
Fukushima Prefecture Sake Brewers
Cooperative, and beer, while the stage
showcased live taiko performances,
Hawaiian Hula, and Bon Odori (tradi-
tional Japanese regional folk dance).
The festival offered great food, bever-
ages, and live performances.

I couldn’t leave the festival in just
short of an hour. I previously helped
in food stalls, before the festival was
canceled for 4 years due to the coro-
navirus pandemic. The festival finally
resumed last year in 2023. Despite ini-
tial concerns over the turnout, many
visitors came and enlivened the festi-
val, no different from previous years.

The pandemic popularized work-from-
home and remote work, which reduced
the number of commuters to the office.
Yet, the turnout seemed high at the
Koichi Festival, held at a popular hang-
out spot for business professionals, in
fact, even higher than previous years.
The rain started to get harder while
strolling, so I sought shelter from the
rain in the New Shimbashi building.

I visited the “Jinsei Sakaba,” a
sake pub and restaurant introduced in
a previous report, where I presented
the Nihonsakari raw, unprocessed,
undiluted sake I purchased earlier as
a souvenir. I asked if the building got
crowded during the Koichi Festival
and was told business was the same as
usual. The restaurant inside the build-
ing has many repeat patrons, thus
customers who come from the festival
during peak business hours are some-
times turned away. The owner said,
“The weather is often rainy on the day
of the Koichi Festival.” Hot weather
with heavy rainfall is common during
summer festivals. Still, I felt excited
to attend a festival that was previously
canceled due to the coronavirus pan-
demic. As the summer festival season
soon ends in each region and the
Olympics are now over, and once the
summer baseball games are over, fall is
fast approaching. Next, I’'m planning to
find and attend a fall festival.m
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Ryuji Takahashi

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

Plans and manages events and seminars with his
own unique flare to introduce the appeal of Jap-
anese sake and cuisine, unaffected by the latest
trends, while managing a jizake retail store.
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Master Sake Sommelier
Info 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

(213) 680-0011
AllJapanNews@gmail.com

Beverage Manager

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

Vice President
Sake School of America

Vice President Manager
New York Mutual Trading

nymtc.com

Sake School of America

info@sakeschoolofamerica.com

Liquor Manager
JFCInternational Inc.

ymurakami@jfc.com

President, All Japan News OwnerJi- sakeya”

Shuto-Meijin

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

Sake Shochu Spirits Institute of America
NPOEA

KEBE SIS 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 Spirits Institute of America
- Acquire the techniques of a sake sommelier with

your five senses -
ASFAL 7|=HIS

I Japanese, kikisake - commonly referred to as sake
n tasting - is to understand the fragrance properties of sake
and other beverages using all five senses — “vision,” “taste,”
“smell,” etc.

Tasting the sake and verbally expressing the sake fragrance
and flavor with one’s own five senses is important.

What is sake tasting?

The purpose of sake tasting is different according to each
position. For example, the master sake brewer and sake brewery
workers taste sake while brewing to determine the quality and
shipment time, while sake sommeliers - who sell and serve sake
in restaurants and sake shops — taste sake to understand the
characteristics of each sake and reflect on how to explain each
sake and propose how to best enjoy each sake to customers.

Also, the purpose of tasting sake for general consumers is to
determine which sake best suits one’s own preferences.m
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Sake Sommelier
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Owner

Isao Kiyota

Shigeto Terasaka
International
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President
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Founder

Sara Guterbock
International
VSake Sommelier

New York Mutual Tradlng
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Sake Sommelier Manager
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ek, fod e Sl T
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by Kosuke Kuji
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Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Los jovenes consumidores japoneses y

el sake japonés 3

ste es el tercer informe sobre los jovenes
consumidores japoneses y el sake
japonés, el ultimo de esta serie.

“Sake Jump”, una comunidad de jévenes
japoneses fabricantes de sake, de entre veinte
y cuarenta anos, presentan activamente sus
marcas originales de sake para popularizarlo
entre los consumidores jovenes.

Este grupo organiza eventos de cata de
sake dos veces al ano. Sus eventos de este
ano se llevaron a cabo en Keyaki Hiroba, un
restaurante y tienda dentro del Saitama Super
Arena, un lugar impresionante.

Las tres organizaciones presentadas en
esta serie realizaron “eventos de cata al aire
libre”.

Los eventos de cata celebrados en una
sala de conferencias de un hotel pueden
parecer intimidantes y pueden aumentar la
tarifa de inscripcion para los participantes. Por
lo tanto, el grupo organizé eventos de cata al
aire libre para reducir el factor de intimidacion

y la tarifa de inscripcion para los participantes,
una estrategia eficaz para atraer el interés.

NTT DOCOMO, INC. es un patrocina-
dor de este evento de cata, organizado por
“Sake Jump”, para reducir aun mas el costo
para los participantes. Saitama Super Arena
Co., Inc. también es un colaborador especial.
La Agencia Tributaria Nacional, la autoridad
supervisora de nuestras fabricas de sake, tam-
bién apoya este evento de degustacion con su
poderosa lista de patrocinadores.

Estoy seguro de que todas las partes invo-
lucradas desean presentar el atractivo del sake
japonés a los consumidores jovenes.

Espero que se celebren mas eventos como
este en el futuro.
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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.

« l’e‘ INTERNATIONAL INC

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

E 4

- H
i Polishing Rate: 60%
Hakushika Gold Label
Junmai Ginjo
Tatsuuma-Honke Brewing (Hyogo)

Ozeki Karatanba
Honjozo
0Ozeki Corporation (Hyogo)

&l’ ™ INTERNATIONAL INC www.jfc.com

Regiones tipicas de produccion de sake

ada es una region lineal

larga hacia el este y el

oeste, frente a la bahia
de Osaka con la montana Rokko
al fondo. Cinco de las regiones
de esta zona se conocen actu-
almente como “Nada Goko”.
Esta region es tradicionalmente
mas amplia, con el rio Bukogawa
hacia el este y el rio Ikutagawa
hacia el oeste en términos gene-
rales. Se dice que la produccion
de sake en esta region comenzo
en 1624, sin embargo, el nombre
Nada aparece por primera vez
en documentos en 1716.

Ikeda (ciudad de Ikeda, pre-
fectura de Osaka) fue la principal
region de produccion de sake
elaborado para el mercado Edo
desde principios hasta media-
dos de la era Edo, una region
avanzada de morohaku; mien-
tras que Itami, especialmente
Iltamizake, conocida como
“Tanjo”, tenia una gran reputa-
cion. Sin embargo, lkeda e ltami
comenzaron a declinar a partir
de la segunda mitad del siglo
XVIII, reemplazados por el sake
Nada a la vanguardia, la princi-
pal razon fue la calidad superior
del sake Nada.

La principal razon por la que
la calidad del sake Nada mejoro
drasticamente se debe a la intro-
duccion del molino de agua
para moler arroz, que utilizaba

- Polishing Rate: 70%

i (Yamadanishiki and §OSMV:+3

i others) i Polishing Rate: 50%

Hakutsuru Ukiyoe
Daiginjo

Hakutsuru Sake Brewing (Hyogo)

un rapido arroyo de la montana
Rokko. Durante los dias dora-
dos de Itami, el arroz se molia
tradicionalmente utilizando un
dispositivo de molienda de tipo
pedal. Sin embargo, a mediados
del siglo XVIII, Nada fue el prim-
ero en cambiar a la molienda de
agua para moler arroz. La moli-
enda de agua no solo aumentd
drasticamente la cantidad de
arroz molido, sino que la cali-
dad del arroz para sake mejoro
significativamente a niveles no
comparables a los anteriores al
molino de agua, lo que mejoro
significativamente la calidad

del sake. Aunque Itami intento
competir con el sake de Nada
mediante esfuerzos para mejo-
rar su calidad, el cambio a los
molinos de agua no fue posible
debido a razones geograficas, y
el sake Nada finalmente supero
al sake de Itami en volumen de
produccion en 1815. Ademas,
Miyamizu, el mas adecuado
para producir sake, fue descu-
bierto en 1840, consolidando el
nombre y la reputacion de Nada
con sake de calidad.

Por otro lado, Fushimi tiene
una larga historia de produccion
de sake que alcanzo su apogeo
durante la Era Muromachi
(1336~1573), con 342 destilerias
de sake en la region de Kioto en
1425. Sin embargo, Fushimiy
Saga, en los suburbios de Kioto,

i SMV:+2
i Polishing Rate: 60%

Fukuju Blue

Kobe Shushinkan (Hyogo)

£ SMV40.5~15 ;
i PolishingRate: 70%
i (Yamadanishiki)

Mizuho Kuromatsu Kenbishi
Junmai Ginjo Junmai
Kenbishi Shuzo (Hyogo)

eran dos regiones de sake de
renombre.

Fushimi prosperé como
ciudad castillo después de que
Toyotomi Hideyoshi comple-
tara la construccion del Castillo
Momoyama en 1594. A principios
de la Era Edo, el niumero de des-
tilerias aumento6 gradualmente
como region importante para el
transporte acuatico de Yodogawa.
Aunque aproximadamente 83
destilerias de sake operaban en
ese momento, Nada surgio por
primera vez como una region
de produccion de sake en 1657
después de la mitad del Periodo
Edo, ya que Kioto estaba monop-
olizado por el sake de Itami debido
a los deseos de los nobles de la
corte y la Familia Konoe, que eran
los senores feudales de Itami.
Ademas, las desventajas geogra-
ficas provocaron retrasos en los
envios a Edo, lo que llevo a que el
sake Nada dominara aun mas el
mercado y a una drastica caida de
las destilerias de sake de Fushimi.
Ademas, la batalla de Tobay
Fushimi supuso un gran golpe
para Fushimi. Sin embargo, desde
que se inauguro la linea Tokaido
en 1890, la ruta de distribucion se
abrio para el sake de Fushimi, lo
que milagrosamente revivio a la
region para convertirse en una de
las mayores regiones de produc-
cion de sake junto con Nada.

Polishing Rate: 50%
i (Kyounokagayaki)

Shinsei
Junmai Daiginjo
Yamamoto Honke (Kyoto)
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E 25y 26 de julio se celebro

el “27° Shimbashi Koichi
Matsuri (Festival)” en pleno
verano cerca de la “estacion
Shimbashi” en el barrio Minato
de Tokio, un lugar de reunion
popular entre los profesionales
de negocios. El Festival Koichi
llamado asi para invitar a los
residentes, trabajadores vy visi-
tantes a la zona de la estacion
Shimbashi a pasar y divertirse
durante una hora. Se instalaron
muchos puestos de comida en
tres lugares: la calle Karasumori-
Dori, las zonas que rodean el
nuevo edificio Shimbashi (“Plaza
SL’) y el parque Sakurada,
donde se celebro el concurso
de belleza Yukata (kimono de
verano de algodon sin forro),
junto con una gran cantidad de
entretenimientos y eventos al
aire libre durante un periodo de
dos dias.

El festival que se programo
un diaantes para comenzar a
las 12 del medio dia, se retraso
hasta las 3:00 p. m. debido al
calor abrasador. El primer dia
llovia ligeramentey el calor era
tan humedo que no podia dejar
de sudar.

Recibimos aproximada-
mente 14.000 visitantes. Me
sequé el sudor mientras me
dirigia al puesto de Nihonsakari

Festival Shimbashi Koichi

TOI-(go by Ryuji Takahashi )
Jizake Strolling
DT

de un amigo cercano.

En el puesto de Nihonsakari
habia botellas con forma de lata
de aluminio (“latas de botella”)
y sake crudo, sin procesary sin
diluir, junto con sake frio, per-
fecto para disfrutar mientras
paseaba por los lugares del fes-
tival. Compré dos botellas de
sake crudo, sin procesar y sin
diluir y caminé por los pues-
tos de comida antes de que la
lluvia se hiciera mas intensa.
Los puestos de comida vendian
omuyakisoba (fideos fritos con
tortilla), ostras a la parrilla,
sake de la Cooperativa de pro-
ductores de la prefectura de
Fukushimay cerveza, mientras
que en el escenario se pre-
sentaban actuaciones en vivo
de taiko, hula hawaiano y Bon
Odori (danza folclérica tradicio-
nal japonesa regional). El festival
ofrecia excelente comida, bebi-
das y actuaciones en directo.

No pude irme en menos
de una hora. Anteriormente,
ayudaba en puestos de comida,
antes de que el festival se can-
celara durante cuatro anos
debido a la pandemia del coro-
navirus, finalmente se reanudo el
ano pasado en el 2023. A pesar
de las preocupaciones iniciales
sobre la participacion, muchos
visitantes vinieron y animaron

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.

el festival, al igual que en anos
anteriores. La pandemia popu-
larizé el trabajo desde casay el
trabajo remoto, lo que redujo

el numero de personas que

se desplazaban a las oficinas.
Sin embargo, la participacion
parecia alta en el Festival Koichi,
celebrado en un lugar de reunion
popular para profesionales de
negocios; de hecho, incluso mas
que en anos anteriores. La lluvia
empez0 a arreciar mientras pase-
aba, asi que me refugié de la lluvia
en el edificio New Shimbashi.

Visité el "Jinsei Sakaba”,
un bar y restaurante de sake
presentado en un informe ante-
rior, donde ofreci como regalo
el sake Nihonsakari crudo, sin
procesar y sin diluir que compré
antes. Pregunté si el edificio
se llenaba de gente durante
el Festival Koichi y me dijeron
que el negocio era el mismo de
siempre. El restaurante dentro
del edificio tiene muchos clien-
tes habituales, por lo que a los
que vienen del festival durante las
horas pico de actividad a veces

se les niega la entrada. El propi-
etario dijo: "El clima suele ser
lluvioso el dia del Festival Koichi".

El clima calido con fuertes
lluvias es comun durante los fes-
tivales de verano. Aun asi, me
senti emocionado por asistir a
un festival que anteriormente se
cancelo debido a la pandemia
del coronavirus. Como la tem-
porada de festivales de verano
pronto terminara en cada region
y los Juegos Olimpicos también,
una vez que finalicen los juegos
de béisbol de verano, el otono
se acercara rapidamente. Y yo
acontinuacion estoy planeando
encontrar y asistir a un festival
de otono.
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food
quality

Rick Smith &

Bon Yagi
Hiroko Furukawa

Honorary Sake Sommelier

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

TICGROUP Chairman

Katsuya Group  Owner “SAKAANYC

Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Kats Miyazato
Honorary Sake Sommelier

Owner“True Sake” Owner of M&M Enterprise

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
beer in a shared where 500 million people enjoy
wine in North America. We strive to increase
Japanophiles by furthering understanding of the
sake culture through online Japanese sake and
shochu colleges and books related to Japanese
sake, shochu and beer, etc. Especially sampling
parties directly approaches consumers and no
doubt contributes to expanding the market. Also,
our final purpose is to facilitate communication
with sake breweries, sake producers, and
distribution companies, etc., to introduce
Japanese sake, shochu and beer to American
consumers in a way that’s easy-to-understand.
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Instituto de la Espiritu Sake Shochu de América

Adquiera las técnicas de un sumiller de
sake con sus cinco sentidos

n japoneés, kikisake (comunmente con-
ocido como cata de sake) consiste en
comprender las propiedades aromaticas
del sake y otras bebidas utilizando los cinco
sentidos: “vista”, “gusto”, “olfato”, etc.
Es importante probar el sake y expresar ver-
balmente su fragancia y sabor con los cinco
sentidos.

.Qué es la cata de sake?
El propdsito de la cata de sake es dife-

rente segun el puesto. Por ejemplo, el
maestro destilero y los trabajadores de las

destilerias de sake lo catan mientras lo elab-
oran para determinar la calidad y el tiempo
de envio, mientras que los sumilleres de
sake (que venden y sirven sake en restau-
rantes y tiendas de sake) catan el sake para
comprender las caracteristicas de cada uno
y reflexionar sobre como explicarlo y pro-
poner como disfrutarlo mejor a los clientes.

Asimismo, el proposito de la cata de
sake para los consumidores en general, es
determinar qué sake se adapta mejor a las
preferencias de cada uno.
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