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Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honomry Sake Sommeller Honarary Sake Sommel/er & Saka Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
TIC GROUP ) ) Chalrman o Honoraly Sake Sommelier & Saka-Sho Owner “True Sake” Owner of M&M Enterprise
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

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

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

David Kudo

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

BZBEmVEEE

N iR REENZ DAL REH
/B BEENOKEE REFZIRE
BCORERONK, e k2 # B =g
PR B IR E 2 8o ZR FR T B B %
DFRE, REIHMENTBER. B
EBR, MEK. 2%, 2RBWERN
MBAMER, BB QT EEREHFT
HEMER.

REMNFALRIIEH, REEXECS
B ER, FASHUE M A RE AR e

Sake Tasting

T be able to taste sake, the
O most importing to do is to
identify and set your own tasting
criteria. The criteria are not based on
one’s preferences, so one must find the
foundation that become the basis for
judging various sake. One must have
that foundation in place to be able to
recognize aroma, acidity, body and
umami, that different types of sake
have. Knowledge and information
that you gather would supplement
that to help correctly and fairly assess

sake products.

So how can one establish that
foundation for establishing your own
tasting criteria? Here is the quickest and
least expensive way of doing it, based
on my own experience.

First, buy low-priced sake at a
store. Try it every day for 15 days,
even if you don’t like it or it’s simply
horrible (some people may need 20
days). Do not drink it until it makes
you drunk. It’s most important that you
drink a certain amount every day, even

if it’s just enough to fill an ochoko (tiny
sake cup). Do not try other sake while
you’re trying one.

Stop for two to three days to
rest your liver, then do a tasting of
a different sake. You will probably
realize that you can profile the sake to
surprising details. The differences in
acidity, the body, aroma, and umami,
as well as aftertaste intensity — you
should be able to clearly tell those
differences.m
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Brewery Owner

Chizuko Alice Hama Liloa Papa

Kosuke Kuji N Teruyuki o0e Mizuno
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Super Frozen Sake: Part 1
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California

SAKE

widely in the food industry to freeze

CHALLENGE

by Kosuke Kuji

206

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

ake is currently stored in two
ways: At “room temperature” or
“refrigerated.”

As most of you know, sake stored
at room temperature advances aging
that slows when refrigerated.

However, a new way to “freeze,”
store, and age sake is now introduced.

Unlike “Mizore-zake” (frozen,
sherbet-like sake), this new method
does not freeze sake to be semi-thawed
later for “consumption,” but rather,
revolutionized how sake is “stored.”

History revealed that sake had been
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frozen and stored in the past. However,
such freezing methods are completely
different from the super-freezing
method introduced in this report.

Sake frozen using the usual
methods can be stored if certain
precautions are taken due to the risk of
deteriorated flavor and cracked bottles,
the same reasons why sake was not
typically frozen in the past.

Why is a new method to freeze and
store sake now possible?

“Flash-freezing” is a process
developed in the last 10 years and used
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fresh meat, fish, and other perishables.
This rapidly developed and evolved
new “flash-freezing” technology is
now used to flash-freeze sake, sold as
“Frozen Sake.”

Over thirty Japanese sake
breweries currently use this technology
for sake products such as “Dassai” and
“Dewazakura,” garnering attention for
new possibilities this technology offers
to preserve the quality of sake.

Mizore-zake: Sake which is
frozen in a freezer until it becomes
sherbet-like.m
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riginally, Japanese sake varies
greatly in regional charac-
teristics, along with sake

quality. Although Japan is a small
island nation, the land stretches great
distances towards the north and south,
surrounded by the ocean and many
mountains. Therefore, various climates
and natural features make up cold to

EEELUVVEZ 150185
BARLESEA
RO YRT—UEE LT
EiRIcEXED

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

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

Is Locality A Factor in Japanese Sake Quality?

BAE D5 1%

warm regions, generating significant
differences in water quality and geolog-
ical features by region, also reflected
in the differences in sake rice. Also,
the traditional art of sake production
differs not only by climate and natural
features and the brewery master’s
brewing method, but also according
to the region - influenced by regional
history and culture, local produce, and
dietary customs, etc. - which of course
produces the differences in flavors.

For example, sake from Nada city,
where sake is produced using water
with high degree of hardness since
ancient times, is known as the pure
and dry “Otoko-zake” (“Male Sake”).
On the other hand, sake from Fushimi
— a region with soft water — is soft
and sweet to the palate, referred to as
“Onna-zake” (“Female Sake”).

Also, many of the sake brands pro-
duced in the Hiroshima region are sweet,
while sake from Kochi and Niigata pre-
fectures are known to be dry.

In that case, does the difference
in sake quality in these regions since
ancient times still exist today? A sake
quality survey of commercially sold
sake brands conducted every other year
by Japan’s National Tax Agency Liquor
Administration revealed that the overall
sake trend tends to be dry and clean,
while the general sweet, dry, rich, and
clean flavors for which each prefecture
is known still remains consistent to this
day. However, this finding is not con-
sistent when reviewing individual sake
producers, for current sake brewing
technologies can mostly control the
degree of sweet, dry, rich, and clean
flavors freely.

One factor for the reduced regional
differences among Japanese sake
brands is due to the recent popularity
of Ginjo sake. Previously, it was said in

the sake brewing industry to “Apply the
formula YK-35 to produce your sake
to garner a Gold Award at The Annual
Japan Sake Awards.” Y-35 refers to
combining Yamadanishiki rice (Y)
from Hyogo prefecture with Kumamoto
yeast (K) at a rice-polishing ratio of 35
percent. Following this formula will
produce high-quality ginjo sake while
diminishing regional characteristics.

This trend is not limited to Ginjo
sake. Rice, the main ingredient of Jap-
anese sake, is easily shipped compared
to the grapes used to produce wine,
thus the demand for high-quality ingre-
dients often results in the use of rice
from renowned production regions.
The choice of yeast that significantly
impacts the sake aroma is mostly the
“association yeast” with the same prop-
erty. Other important factors are the
high degree of milling, processed water
quality, frequently activated carbon fil-
tration, distilled alcohol added, etc.,
that further diminish the individual
sake flavor.

However, new yeast is being
developed recently by prefecture,
with many breweries using local rice
brands to produce their regional sake,
thus increasing the likelihood of new
regional flavors emerging.m
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- i (Hattan-nishiki)
Juemon

Junmai
Toshimaya Corporation (Tokyo)

Gozenshu Omachi
Bodaimoto 1859 Junmai
Tsuji Honten (Okayama)

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

© Polishing Rate: 65%
i (Omachi)

Gasanryu Kisaragi
Daiginjo
Shindo Shuzo (Yamagata)

o
| L SMV:+4
i Alcohol: 15.5%
5 " Rice Variety: 50%

(Hakutsuru Nishiki)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

{ SMV:+8
i Polishing Rate: 5%
i (Miyama Nishiki)

Makiri
Junmai Ginjo
Tohoku Meijo (Yamagata)
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- SMV:N/A
- Alcohol: 16%

i Rice Variety: 40%

i (Tankan Wataribune)

Nabeshima Tankan Wataribune
Junmai Daiginjo
Fukuchiyo (Saga)
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ational Sake Day is October 1.
Since the brewing year used
to start in October, the Japan

Sake and Shochu Makers Association
designated October 1 as the National
Sake Day in 1978. Events are held
nationwide with participants toasting
with sake to celebrate this day. The
weekday of this event was Tuesday this
year, thus the toasting event was held
on a weekend in many cases. | attended
the event held at the izakaya restaurant
“Daidokoro Soma” in the Yoyogi area
of Tokyo.

Izakaya restaurant “Daidokoro
Soma” (“Soma’s Kitchen”) is in the
Yoyogi area of Tokyo, a restaurant
district where many new restaurants
opened in the last few years due to
redevelopment. Many young customers
frequent the area. The izakaya restau-
rant consists of eight counter seats,
where older customers can sit comfort-
ably and enjoy a drink, and a table that
seats four guests. The event started on
a Sunday at noon. The restaurant was
filled by a wide range of solo guests
between the ages of 20 to 60.

The six seasonal fall sake selec-
tions served are “Akagisan Hiyaoroshi
Honjozo” by Kondo Shuzo Co., Ltd.,
“Iwamiginzan Tokubetsu Junmai” by
Ichinomiya Sake Brewing, “Naga-
torogura Junmai Ginjo” by Fujisaki
Sobei Shoten, “Takizawa Junmai
Ginjo” by Shinsyu-Meijyo Co., Ltd,
“Sanzui Junmai Ginjo” by Hakuro
Shuzo, and “Honshu-ichi Junmai” by
Umeda Shuzojo.

The difference between each sake
specification and the brewery that

National Sake Day

TOI-(go by Ryuji Takahashi )
Jizake Strolling
DT

produced the sake can be savored with
each sake that exuded a mellow fall
flavor. The meal consisted of twelve
courses, each devised by the restau-
rant owner Soma-san specifically for
this event. Several appetizers pre-
pared from vegetables kicked off the
meal, followed by the chef’s origi-
nal Char-siu (Chinese BBQ Pork),
smoked duck, sausages, grilled shrimp,
etc. Both young and elderly guests
expressed satisfaction with the menu
selections served.

The bottles of sake prepared for
the event gradually disappeared. The
restaurant consisted of counter seats,
where I watched the guests pour sake
from each of the six bottles of seasonal
fall sake for each other as they enjoyed
the delicious food and lively conversa-
tions, exchanged contact information,
and promised to meet up at “Daidokoro
Soma” (“Soma’s Kitchen”) to drink
together. I was reassured in my belief
that sake is a communication tool.

Three hours quickly passed as
the guests enjoyed lively conversa-
tions, and the drinking event where
adults toasted with sake ended. Every
guest seemed full, slightly tipsy, and
quite satisfied. I have no doubt that
some guests who had not consumed
enough sake went on to another res-
taurant afterwards. I often hear that
guests who don’t usually drink sake
are invited to drink sake on National
Sake Day. I invite consumers who reg-
ularly enjoy sake to toast with sake
not only on National Sake Day, but in
everyday life with delicious food and
great company.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
-Cautionary Notes for Tasting Sake-

REERBZERRR / TA AT 1 2 DEER

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 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.

he best environment to taste sake is at room tem-
I perature — not too hot, not too cold, approximately
68 degrees F.

The best temperature to taste sake is between 59
degrees F ~ 64.4 degrees F to easily detect the fragrance
of sake.

A tasting cup with a double-circle on the interior
bottom is often used to taste sake.

However, a wine glass is recommended if your focus
is on sake aroma.

Tasting skills are best honed by practice.

Verbally express your impressions and get into a habit
of documenting your impressions. Exchanging ideas with
others is critical to be aware of what others are taking
away from sake.m
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Restaurants added nearly 70k jobs in September

-Restaurant job growth regained momentum in recent months, with September
representing the largest monthly increase in more than two years-

OBDARERIFNTHADERE
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ob growth in the restaurant
J industry regained momentum

in recent months, with Septem-
ber’s payroll expansion representing
the largest monthly increase in more
than two years.

Eating and drinking places* added
a net 69,400 jobs in September on a
seasonally-adjusted basis, according
to preliminary data from the Bureau of
Labor Statistics (BLS). That followed
upward-revised gains of 29,900 jobs in
July and 37,500 jobs in August.

In total for the third quarter, eating
and drinking places added a net 136,800
jobs. That represented the largest
quarterly employment growth since the
third quarter of 2022 (+196,900 jobs).
The third quarter’s resurgence was also
a solid improvement over the second
quarter, when employers added fewer
than 8,000 positions.

It’s important to note that prelim-
inary employment reports have been
volatile and subject to sizable revisions
in recent months. However, the latest
readings suggest that restaurant opera-
tors continue to have a healthy demand
for employees, and that the second
quarter’s softness was not the begin-
ning of a broader downturn.

As a result of the solid gains in
recent months, the gap between the
industry’s current staffing counts
and pre-pandemic levels continues to
widen. As of September 2024, eating
and drinking places were 179,000 jobs
(or 1.5%) above their February 2020
employment peak.

Fullservice segment
still down 234k jobs

While the overall restaurant
industry surpassed pre-pandemic
employment levels, significant differ-
ences still exist by segment.

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 August 2024, fullservice restaurant
employment levels were 234,000 jobs
(or 4%) below pre-pandemic readings
in February 2020.

August 2024 restavrant amployment compared to August 2019 lawval

Sourced: Buresu of Labar Taatiatics, Mational Revtsurant Adicciation; Bguned se pesliminasy

Employment counts in the cafete-
rias/grill buffets/buffets segment
(-32%) 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 August 2024, employment at
snack and nonalcoholic beverage bars
— including coffee, donut and ice cream
shops — was nearly 135,000 jobs (or
17%) above February 2020 readings.

Staffing levels in the quickser-
vice and fast casual segments were
nearly 164,000 jobs (or 4%) above
pre-pandemic levels. Headcounts at
bars and taverns were 32,000 jobs (or
7%) above the pre-pandemic peak.

Restaurant job growth
varies across the states

Restaurant employment trended
higher in recent months, but the extent
of the industry’s workforce recovery
varies significantly by state. As of
August 2024, 14 states and the District
of Columbia had fewer eating and
drinking place jobs than they did in
August 2019.

This group was led by Maryland
and Louisiana, which had 7% fewer
eating and drinking place jobs in August
2024 than they did in August 2019.
Oregon (-5%), North Dakota (-5%) and
the District of Columbia (-5%) were

also well below their pre-pandemic
restaurant employment levels.

As of August 2024, eating and
drinking place employment in 36
states surpassed their comparable
pre-pandemic readings in August 2019.
This group was led by South Dakota
(+15%), Montana (+13%), Nevada
(+13%) and Utah (+12%).m
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Japanese culinary certification test held
HAKEIE D RIEET 2 BEES A a1 BR B 1

A Japanese culinary certification test based on the “Certifica-
tion of Cooking Skills for Japanese Cuisine in Foreign Countries,”
established by the Japanese Ministry of Agriculture, Forestry and
Fisheries was held in Los Angeles with five local chefs awarded the

Bronze certification.

BEMKEENESH D BENMCHIT2BRRIEDFEMRAERERE, ICEDCHR
ERBNOYVEILATHE. HTTOY T 75EMASML T OV B EEEE

he certification test is held to
T test and certify the knowledge

and skills of examinees in the
preparation of Japanese cuisine based
on the qualification “Certification of
Cooking Skills for Japanese Cuisine
in Foreign Countries,” established by
the Japanese Ministry of Agriculture,
Forestry and Fisheries, to train and
certify foreign Japanese chefs with
sufficient knowledge and experience
in the preparation of Japanese cuisine
and introduce the appeal of Japanese
food culture to the world. The Japanese
culinary certification test was held in
Los Angeles on October 8.

Jointly organized by “The Associ-
ation for the Advancement of the
Japanese Culinary Arts” (Head office:
Tokyo), led by Uechi Katsuya, Owner
and CEO of “Katsu-Ya Group, Inc.”
and the Los Angeles Branch Manager of
the association, the second certification
test was held in Los Angeles this year.
Five chefs from the Katsu-Ya Group
each gave a presentation on Japanese
cuisine, took a written test consisting
of fifteen questions, a practical test that
demonstrated their culinary skills and
a technical test. All five chefs obtained
their certificate and a pure silver bronze
certification medal.

During the technical test,
examinees observed a demonstra-
tion, peeled vegetables (daikon radish
peeled “katsuramuki” into thin sheets
in a rotary motion and cucumbers
cut “kazarigiri,” or decoratively, into
“matsu” (pine)), and filleted horse
mackerel. Each examinee completed
the plating and scored on ten assess-
ment points.

Some chefs who obtained the
bronze certification strive higher as
Japanese chefs. Rene Hernandes,
a worker of Katsu-Ya Group who
obtained the Bronze Certification
last year, competed in the American

regional competition of the “11th
Washoku World Challenge,” organized
by the Japanese Ministry of Agricul-
ture, Forestry and Fisheries; and won.
According to Uechi, the certification is
awarded to the individual and not the
employer, which motivates each chef
to get certified.

Uechi explained, “In the past,
Japanese cuisine was thought to
include sushi and ramen, everything.
I’'m glad each chef learned the differ-
ence between Japanese cuisine vs.
food. Not only does their certification
enhance their career, but it also raises
the standards for the entire Japanese
food industry overall. I visit store to
store to present lectures and demon-
strations on how to prepare sushi rolls,
nigiri sushi, and how to slice fish to
prepare sashimi. I think the topics we
covered today must also be presented in
lectures from now on. Therefore, it was
a learning opportunity for me as well.”
Uechi commented on his aspirations to
organize demonstrations two to three
times a year.

Kensuke Niyake, CEO of The
Association for the Advancement of
the Japanese Culinary Arts, shared
his thoughts after the certification test
was complete.

“The certified chefs work in
restaurants and demonstrate careful
attention to sanitation and hold their
knives correctly, both indicative of the
impressive training administered by
the Katsu-Ya Group. We have certi-
fied approximately 300 chefs overseas,
mostly in Asia, and thought their basic
proficiency level is high. The standards
set by the Katsu-Ya Group (in assessing
the practical demonstration) were
quite high, occasionally with harsh
comments. Still, each chef demon-
strated sufficient skills that satisfied
the standards of the Bronze medal.”

12 December2024 - www.alljapannews.com

What is Certification of Cooking
Skills for Japanese Cuisine in
Foreign Countries?

As the number of Japanese restau-
rants are increasing overseas in recent
years, many restaurants do not use
Japanese food ingredients and are
locally funded with low technical
standards. Based on this reality, the
Japanese Ministry of Agriculture,
Forestry and Fisheries established the
“QGuidelines for the Certification of
Cooking Skills for Japanese Cuisine”
in 2016 to allow private organizations
to voluntarily certify foreign chefs
who possess a certain level of knowl-
edge and skills in the preparation of
Japanese cuisine to enhance efforts to
introduce Japanese cuisine and food
culture overseas.

Knowledge and skills regarding
Japanese cuisine specified in the
Bronze certification are as follows:

1. Knowledge regarding Japanese
dietary culture

2. Knowledge about hygiene
management

Prevention of food poisoning, clothing,
handling of food ingredients, cleaning
and sterilization of cooking utensils and
equipment, food ingredients and foods
that require heating treatment.

3. Cooking techniques

How to use Japanese cooking utensils
and equipment, how to select food
ingredients, how to cut and peel food
ingredients, blending ratios of season-
ings, procedures and hours required
for cooking, presentation, preservation
method.

4. Omotenashi
(Japanese hospitality and service)
Mannersm
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~ Yuji Masunaga
President of Global Ocean Works Co., Ltd.,(left)
Ichiro Miyamoto, COO of Global Ocean Works Co., Ltd.,

Global Ocean Works Co., Ltd. celebrates 15 years in business

-Conserving marine environments and resources to deliver sustainable,
high-quality seafood worldwide-
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lobal Ocean Works Co., Ltd.
is an aquaculture producer
of Japanese amberjack and

other marine products and a manufac-
turer/processor/seller/exporter of frozen
seafood, based in Kagoshima prefec-
ture, Japan. Data is documented and
managed in each process - from the
aquaculture producer until shipment to
the processing plant - to ensure trace-
ability that allows for opportunities to
accommodate requests. Most of the
seafood products are exported overseas,
mainly to North America.
Celebrating 15 years since its
foundation, Global Ocean Works Co.,

Ltd. is one of four corporate partners
that merged to form the Global Ocean
Works Group — a global distributor of
high-quality seafood products in Japan
and worldwide.

Aqua Blue Co., Ltd. manufac-
tures/processes/sells refrigerated
seafood products, International Marine
Products, Inc. imports and sells seafood
products in five regions across North
America, and Kagoshima Fishery Co.,
Ltd. aquacultures Hamachi (yellowtail)
and oversees business management and
marketing, etc.

To celebrate this milestone, an
event was jointly organized with

International Marine Products, Inc. —
a North American seafood wholesaler
and one of the corporate partners - at a
suite at the SoFi Stadium in Inglewood
on September 29.

The event titled “Sushi for the
Earth” invited clients of International
Marine Products and food compa-
nies as guests to savor the most prized
and eco-friendly seafood products,
carefully selected by International
Marine Products, as they enjoyed an
NFL game between the Los Angeles
Chargers vs. Kansas City Chiefs.

International Marine Products
commenced business with the opening

of Japanese restaurant “Tokyo Kaikan”
in the Little Tokyo District of Los
Angeles in 1963. “Tokyo Kaikan” is
renowned for inventing the California
Roll. However, International Marine
Products soon realized the many
challenges faced by local suppliers
to secure a stable supply of fresh fish
suitable to prepare sushi and started to
import seafood directly from Japan.
Based on the vision to serve sushi
to all American consumers, Interna-
tional Marine Products attained success
serving fresh, high-quality seafood
products through Japanese-style
customer service that rapidly expanded
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the business to open branch offices in
San Francisco, Phoenix, Salt Lake City,
and Houston, complete with a delivery
system built to ensure smooth and
timely shipments.

Passionate about their mission to
preserve Japanese culture through the
Japanese food industry, International
Marine Products became an innova-
tive leader and pioneer in the seafood
industry before joining Global Ocean
Works Co., Ltd. as a corporate partner
in 2018.

Yuji Masunaga, President of Global
Ocean Works Co., Ltd., attended the
event and greeted guests: “International
Marine Products since its foundation
in 1968 contributed to the widespread
popularity of the sushi culture in North
America, and continues to deliver fresh
seafood to Japanese restaurants and
supermarkets to date.”

Kenko Sone, Consul General of
Japan in Los Angeles, represented the
guests in his congratulatory speech:
“I"d like to express my gratitude to
International Marine Products, Inc.

for distributing eco-friendly seafood
products as more Japanese restaurants
open in North America.”’m
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SEMINARS:

Driving Innovation And

& Restaurant Expo Seminar

33rd Mutual Trading Japanese Food

& Restaurant Expo - Report 2
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he seminars at Mutual Trading’s 33rd

Japanese Food & Restaurant Expo

(JFRE) provided business owners,
chefs, and foodservice professionals with
cutting-edge insights into the latest tools,
trends, and business strategies to thrive
in a competitive market. From precision
food prep in the kitchen to creative
beverage offerings, and digital marketing
mastery, these sessions were designed to
arm attendees with the knowledge they
need to stay ahead in the fast-evolving
foodservice landscape.

SEMINAR 1

MUTUAL TRADING
Restaurant Trend Report
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PRECISION IN THE KITCHEN
LIVE DEMONSTRATION OF CHEF’S TOOLS

HEECORBZS-VITJEENDSAT - TEVAN —

JFRE 24 kicked off with a live
demonstration highlighting the power of
precision food prep in the kitchen. Mutual
Trading showcased the Tsuma Tarou, a
manually operated vegetable slicer that
streamlines food preparation, dependable
at a steady and high quality performance.
The slicer’s versatility impressed chefs
looking for a reliable tool to produce
perfectly sliced vegetables consistently,
which is crucial in professional kitchens
where presentation and efficiency go
hand-in-hand.

This seminar demonstrated how adopting
innovative culinary tools can reduce
prep time, improve food consistency,
and ultimately elevate customers’ dining
experiences, making it a must-attend
for chefs looking to modernize their
operations.

For more info,
please visit MTC showroom.

Los Angeles HQ

MUTUAL TRADING
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item#: 90550
Tsuma Taro

Las Vegas <+ Phoenix °

33rd

JERE JAPANESE FOOD & RESTAURANT EXPO

Dallas -

SEMINAR 2

The effervescent rise of sparkling sake
was the focus of this seminar, where three
distinctive sparkling sake brands—Haneya
Sparkling, Shichiken Yama no Kasumi, and
Mori no Kanade—were presented. Each
sparkling sake brought a unique flavor
profile and an air of elegance, making them
perfect for special occasions in fine dining
establishments. The seminar highlighted
how sparkling sake can rival champagne
and prosecco as a premium beverage
option for celebrations.

PREMIUM
SPARKLING SAKE

item#t: 75042

item#: 65284

PERFECTLY BUBBLY
CELEBRATE SPECIAL MOMENTS

WITH SPARKLING SAKE
ANR=9) T BEBETHINGHEMZERS
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item#: 63260

Haneya Sparkling ShichikenYama no Kasumi Shichiken Mori no Kanade

Region: Toyama
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SEMINAR 3

PCRAFTING SHOCHU COCKTAILS -
EASY PREP FOR BEER AND
WINE LICENSED RESTAURANTS

R AITILDEY A
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One of the highlights of the Expo was the
seminar on crafting shochu-based cocktails,
offering a creative solution for restaurants
limited by beer and wine licenses. Shochu,
with its distinct flavor profile at a lower
alcohol content compared to Western
spirits, provides as excellent base for
innovative cocktails.

The session covered the use of seasonal
ingredients, streamlining prep time and
maximizing flavor combinations, to create
simple yet delicious cocktails. These drinks
can easily be added to any menu, offering
guests fresh alternatives while keeping
operations within regulatory guidelines.
For restaurant owners looking to expand
their beverage offerings without acquiring
a hard liquor license, this seminar was an
eye-opener.

Peaches & Cream
3oz Sudachi Chu
|.50z Matcha White Peach Calpico
0.50z Simple Syrup
Salted White Peach Cold Foam
Garnish: matcha dusting, frozen rasberry

|. Prebatch - Mix Sudachi Chu, Matcha White Peach Calpico,

and Simple Syrup

2. Pour 4.50z - 50z of mixture into 60z glass

3.Top with about half inch of cold foam

4. Dust with matcha powder & crumbled frozen rasberries

Houijicha Old Fashoned

20z Houjicha-Infused Kakushigura
.50z Simple Syrup

0.50z Angostura Bitters

Garnish: orange peel

|. Prebatch - Mix Houjicha-Infused Kakushigura,

Simple Syrup, and Bitters

2. Place ice into an old fashioned glass (100z used)

3. Rotate ice to dilute
4. Cut & express orange peel, garnish

Chicago - Yamasho °
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Atlanta - Yamasho Atlanta
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item#: 9080

Sudachi Chu Shochu
- Sudachi Citrus Shochu
ABV:20%
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item#: 13942
Kakushigura
Barley Shochu
ABV:24%
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SEMINAR 4

ENGAGE & GROW -

SOCIAL MEDIA STRATEGIES FOR SUCCESS
BUYID=HDY—2 v )L ATATEEE - arsiavERR

In today’s digital age, having a strong social

media presence is essential for restaurants.

With 62% of consumers discovering
restaurants on Google, mastering digital
platforms is no longer an option—it’s a
necessity. Led by Tinger Hseih, a seasoned
digital marketing specialist, this seminar
offered essential tips on how business
operators can leverage social media
to increase visibility and attract new
customers.

BROTORAIVERIZCEWNT, @AY —
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KEY SOCIAL MEDIA RECCOMENDATIONS

FOR RESTAURANTS
BY TINGER HSEIH

LRNSVRAITDEEGY—SvIL AT 7 HEE

By implementing these strategies,
restaurants can increase their online
presence, foster stronger customer
relationships, and drive more foot traffic
to their establishments.

|.Optimize Google Business Profile:Most
consumers use Google to find restaurants,
making an updated and accurate Google
Business profile crucial. Regularly update
photos, ensure information is correct,
and encourage customers to leave
reviews. Responding to reviews improves
credibility and search engine visibility.

2. Engage on Instagram: Instagram is
perfect for showcasing menus, behind-
the-scenes moments, and customer
experiences. Use Instagram Stories and
Reels to engage with audiences in real-
time. Highlight seasonal dishes, introduce
new items, or share chef interviews to
keep content engaging.

3. Leverage User-Generated Content
(UGCQ): Encourage diners to post photos
of their meals and tag the restaurant.
Sharing this content strengthens the
restaurant brand and builds community
engagement. Offering incentives like
discounts or meal giveaways for the best
posts can encourage more diners to
participate.

4. Emphasize Google Reviews: Positive
Google reviews are essential for
attracting new customers. Encourage
satisfied diners to post reviews, then
respond to build credibility and improve
restaurant’s ranking in search results.

5.Use Paid Advertisingg Consider
using paid ads on Instagram and
Google to boost visibility, especially
during promotions. Target ads based
on demographics, location, and dining
preferences to effectively reach potential
customers.
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Bringing the Flavors of Japan
to the People of the World
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__ NEWS/TRENDS |
Hokkaido Gastronomy

LBEDER

-A tasting event targeted
businesses and restaurant
professionals in Los Angeles at
Japanese restaurant “KIWAMI,”
owned by KATSU-YA Group, Inc.-

—OB > EILADL X S U BREICEN
I3ESRAMEITEHEESH KATUYAYA
SI—7OEAREIEE M CRE—

(4 okkaido Gastronomy
Tasting Business
Meeting,” a business

meeting to introduce seafood, wine, and
Japanese sake from Hokkaido prefec-
ture to restaurant industry professionals
and affiliates, was held in Studio City
at Restaurant “KIWAMI” on October
7. The business meeting was jointly
organized by “The Association for the
Advancement of the Japanese Culinary
Arts,” an association of top chefs in
Japanese cuisine; and Katsu-Ya Group,
Inc., a restaurant group and operator
of 10 restaurants - such as sushi and
izakaya restaurants - in Seattle and
Los Angeles.

The business meeting was
attended by 23 guests consisting of
local restaurant owners, chefs, and
buyers of distribution companies,
who tasted fresh new food ingredi-
ents from Hokkaido prefecture not yet
imported, sake and juice not released in
North America.

During the business meeting, Kato
Suisan Co., Ltd. (Teshikaga Town)
introduced dried scallops and dried

sea cucumber, HAKKO GINGER
LAB (Kutchan Town) introduced
original ginger beer, the first ginger
beer released in Japan; Kinteki Shuzou
Co., Ltd. (Shintotsukawa Town) intro-
duced local sake “Kinteki,” brewed
from over 95% locally grown sake
rice; NISEKO SHUZO, Ltd. intro-
duced sake “Niseko,” brewed from
clear snowmelt from the Niseko Weiss
Mountain Range and gushing spring
water from Mt. Yotei; sparkling wine
by NISEKO WINERY near Mt. Yotei,
wine and apple juice introduced by
LOOP STYLE in Yoichi city, one of
the top production regions of fruits
in Hokkaido prefecture; and Rishiri
Kombu Kelp introduced by YAMAJO
of Rebun Island, the most northwestern
tip of Hokkaido prefecture, etc.

Autumn salmon, Atka mackerel,
sea urchin, and other seafoods repre-
sentative of Hokkaido prefecture were
used to prepare 10 special courses
designed by chef Katsuya Uechi, owner
of KATSU-YA Group.

Guests feasted on fresh, visually
appealing courses such as “Mahokke
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Bou (Stick) Sushi,” “Steamed Sea
Urchin with Peach,” “Kiwi & Scallop,”
“Autum Salmon and Beets Pressed
Sushi,” “Dried Scallops Stew,” “Scallop
and Rishiri Kelp Soup with Green Tea
Flavor,” “Komai Potato Salad Wrap?
with Salsa,” “Vinegared Dried Sea
Cucumber and Beet Stems,” etc.

Chef Uechi introduced each dish,
followed by a demonstration on the
preparation of pressed sushi, which
guests observed intently. Guests also
picked up dried scallops and sea
cucumber, interested in food ingredi-
ents they’ve seen for the first time.

“Each sake, wine, and seafood
from Hokkaido prefecture has a
story,” said Kensuke Niyake, CEO
of The Association for the Advance-
ment of the Japanese Culinary Arts.
“We’d like to introduce not only the
quality and delicious flavor, but also
the story of each food ingredient,”
explained Niyake as the purpose of
this business meeting. “In addition to
the recipes we provide, food ingre-
dients are especially important to
introduce authentic Japanese cuisine

in North America. I observed in the
recent market that Asian, European,
and North American consumers are
quite receptive to food products from
Hokkaido prefecture, to whom we
introduced interesting products for both
consumers and end users. I'm told the
sparkling wine was popular. Based on
the feedback received today, I hope to
increase sales here in North America,”
explained Niyake about the feedback
from the event.

Chef Uechi, who designed the
special menu for the business meeting,
commented: “The exhibitors brought
food ingredients that were challenging
to prepare. Fresh food ingredients from
Hokkaido prefecture are popular, but
how can I prepare dried Japanese food
ingredients in a way that appeals to
American consumers? I struggled to
produce ideas. Dried scallops are not
familiar to American consumers, so that
was also challenging.”

Dried sea cucumber was
rehydrated in water over two days,
then prepared with beet stems, while




Atka mackerel - hardly ever consumed
raw - was vinegared as a substitute for
mackerel and prepared as Bou (Stick)
Sushi. Dried Scallops Stew and Scallop
and Rishiri Kelp Soup with Green Tea
Flavor were also served, each a novel
and exquisite course.

Each course that accentuated the
flavor of each food ingredient, paired
with various wine and sake selec-
tions received rave reviews. Toshifumi
Suzuki, Deputy General Manager of
Kato Suisan Co., Ltd., who attended
from Japan, commented: “Autumn
salmon prepared with beet stems as
pressed sushi was an unexpected and
novel combination that convincingly
demonstrated the continuous growth
of KATSU-YA Group. This business
meeting that introduced a limited
number of guests directly to food

producers is instrumental in creating
prospective business opportunities.
Sake, wine, and scallops were each well
received. I look forward to finding new
clients,” commented Suzuki about the
effectiveness of this event.m
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Hokkaido Food & Sake Event Menu Recipe

Autumn salmon and beets pressed sushi

MEEE — ViR LET

Kiwi & Scallops
FUOAC&KAFvAOYS

1, Autumn salmon is cut into pieces with a 3 inch

and placed in strong salt for 1 hour and 30
minutes.

2, After that, rinse lightly with water to rinse off the

salt on the surface and soak for 5 minutes in
vinegar 1to 1 part of water + kelp.

3, Beets leaves and stems are quickly blanched in

salted and removed from ice water.

Soak in brine with kelp. For sushi rice, mix in the

roasted sesames seeds.

4, For Battera box, Beets leave » Autumn salmon
cut » chopped beets steams and chopped gari »

sushi rice in that order and press it.

*By leaved a little time, the teste is blended into the

whole. Cut into small pieces.

1, Slice the scallops into 3 parts and broil on a

burner on one side.

2, Serve the broiled scallops on top of thinly sliced

kiwi and serve on top garnish with yuzu pepper.
Sprinkle with yuzu dressing.

Dried sea cucumber and beets stems vinegar dish

FLFIALE—YVDEDEFDY)

o

I Komai potato salad with salsa sauce

1, 5 pieces of sea cucumber / 500ml of water for 48

hours (2days).

2, After that, put water and sake (a little) + Daikon

radish in a pressure cooker and simmer for 15
minutes.

3, The softened dried sea cucumber splits the

ventral side and cleans internal organs and the
thin skin inside.

4, Cut the sea cucumber into small pieces and soak

them in Tosa-zu.

5, Boil water and boil the beets stems. After that,

it is cooled cold water and soaked and in sweet
vinegar.

6, Cut the beets stems into small pieces and mixed

with the sea cucumber.

CEWRTMYSHEEE FILYYV—REMT
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1, Boild the potatoes and mash them roughly. Sea-

son with salt, pepper and mayonnaise to taste.

2, For Komai, remove the middle bone, cut both

ends, open one side, and broil. Potato salad
wrapped around Komai.

3, Slice the cucumber lengthwise and soak in salted

water to make it soft. When cucumber it soft, dip
it in sweet vinegar.

4, Salsa sauce: tomatoes, onions, chopped baked

serrano. Season with ponzu dressing and chili oil
to taste.

5, Roast the surface of the potato salad with a

burner. On top of that, thinly sliced cucumber
picked in sweet and sour vinegar, salsa sauce
and Garnish with baby cilantro.
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NEWS / TRENDS

The 24th Sushi & Sake Festival held

-The festival organized by the Japanese Restaurant Association of America is
instrumental to popularize Japanese cuisine-

%24 TL&EBEITRXT1 /NI

—REBHRLZA S U HaEHE. BFRROERICEMR—

The Japanese Restaurant Association of America (JRA), an associa-
tion that promotes Japanese cuisine, held the “2024 Sushi & Sake
Festival” for the 24th time at the DoubleTree by Hilton Hotel Los
Angeles Downtown in California on Sunday, November 3. The “Sushi
and Sake Festival” is organized annually to introduce healthy and
high-quality Japanese agricultural, forestry, fishery and food products
to promote understanding and awareness of Japanese food products
and food culture, spark interest, and to expand the consumer base for
Japanese food products.

HEABDERICEDHZAXKEHRL AN VHBSIK. AU 74 /)L=7 MOy
CILR - UNILEROYTILYY—EILhvIc&WTT1B38 (A) 24E
B&id “TULRBET7 AT/ ZELUZ, “TUL&BE 7 AT /N7
. BABOBNEHARX{tZPR L. BADEMKEYPERDRZED
SEPAINY—SEBNT B EICEDEEROEM - BABX{EADIEER%
BETZIEE, HARART7 7 VOBBZILASES 22BN E U THE.
Fre. TNoZBL THARICH T 2RMELELK - ELzEH s & WSEE
HE-TWD,

uests packed the venue before
the gates opened at 11 a.m.
Approximately 1,000 guests

attended the annual fall festival this
year. Food stalls served a wide range
of Japanese cuisine, from traditional
menu items such as sushi, sashimi, and
shabu-shabu to comfort foods such as
the California Roll invented in Los
Angeles, oden (hot pot of fish cakes),
yakitori (chargrilled chicken skewers),
ramen, and takoyaki (battered octopus
balls). Long lines formed before each
booth, indicative of the event’s success.
“When the festival was first held
24 years ago, the goal was to serve
delicious sushi and authentic Japanese
cuisine to popularize Japanese cuisine
across North America,” reflected
Toshiaki Toyosima, Advisor who
helped found the JRA, served previ-
ously as chair, and held other key roles
in the association. “The JRA organizes
this festival to introduce and popularize
Japanese cuisine. As the organizer,
we’re excited about the high turnout
this year, reflective of the keen interest
in Japanese food culture.”

Kenko Sone, Consul General of
Japan in Los Angeles, also commented:
“I’'m happy to see great turnout every
year. I deeply appreciate this festival,
organized for the 24th consecutive year,
to promote and popularize Japanese
cuisine, sake, and shochu. Japanese
cuisine is registered as an UNESCO

Intangible Cultural Heritage, and Los
Angeles is one of many regions where
Japanese food culture is deeply rooted.
The Consulate-General of Japan in Los
Angeles will continue to support JRA
to lead the introduction and promotion
of Japanese cuisine and food culture.”

The stage showcased a live
opening taiko performance, the
ceremonial breaking of the sake barrel,
the Lion Dance, and a Samurai sword
fight that entertained guests. One of the
most popular events of the festival is
the Tuna Filleting Show. On this day, a
360 pound Pacific bluefin tuna caught
off the coast of Spain was filleted by
Shinji Kugita, President of JRA and
Head Chef of KATSU-YA Group.
Guests appeared impressed by the rare
sight of a tuna filleted before their eyes,
as one guest commented: “I feel lucky
to see such a large tuna filleted right
in front of me. I’'m blown away by the
knife that resembles a samurai sword.”

Seven species of tuna consumed
in North America are Bluefin tuna,
Albacore, Bigeye tuna, Yellowfin tuna,
Longtail tuna, Southern bluefin tuna,
and Blackfin tuna. The choicest is the
Bluefin tuna - known as the tuna of
all tuna - referred to as Pacific bluefin
tuna. The acidic flavor indicative of
its rich iron content, moist meat that
smells of blood, and fat that melts in
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your mouth is highly sought-after by
sushi restaurants and food connoisseurs
alike. As the catch quantity decreases in
recent years, the Pacific bluefin tuna is
now a much-prized delicacy renowned
as the “black diamond” of tuna.

The largest bone of a tuna, known
as “nakaochi” (specifically the lean
meat on the backbone), is an especially
rare and highly flavorful part. Savoring
a sample of this rare part of a Pacific
bluefin tuna had to be an unforgettable
experience for “Japanese foodies” and
“sushi connoisseurs” who attended.

Guests packed the booths that
served sake, shochu, and beer. At the
sake booth, guests listened intently
and asked questions, indicative of
the keen interest in sake in the North
American market.

Shinji Kugita, President of the JRA,
commented: “Owing to the remark-
able success of this festival, we’re

ClAMIE D0 Iy .
. 1-%‘-“‘5 Al 5”‘“"-"’.!.‘!.;-

overjoyed to have
sold out our stock
on pre-sale a week
ago. We’re grateful
as organizers to
welcome so many

guests and to witness great interest in
Japanese food culture. The JRA was
founded in Los Angeles 25 years ago,
but early this year, we started discus-
sions to merge with our counterpart in
New York. Katsuya Uechi, former chair
of JRA, is the Los Angeles Branch
Manager of The Association for the
Advancement of the Japanese Culinary
Arts, which I joined as instructor in
June. Mr. Uechi and I used food ingre-
dients commercially available in Los
Angeles and culinary techniques to
prepare traditional Japanese Kaiseki
courses, which I’d love for you to
see. I look forward to working with
all association members to introduce
the depth of Japanese cuisine.” Kugita

22 December 2024 - www.alljapannews.com

further emphasized the importance of
organizing food sanitation seminars,
technical instructions, and the associ-
ation’s activities to promote Japanese
cuisine, and shared his commitment to
“continue diligent activities over time.”

Japan’s Ministry of Agriculture,
Forestry and Fisheries announced on
August 24 that the export value of
Japanese agriculture, forestry, fishery
and food products for the first half
(January~June) of the fiscal year 2024
decreased by 1.8% at 701.3 billion JPY
compared to the corresponding period
of the previous year. The decrease in
the first half of the fiscal year - reported
for the first time in four years since
the economy slowed following the

Coronavirus outbreak in 2020 - was
attributed to China’s ban on Japanese
seafood imports since August 2023,
when TEPCO Fukushima Daiichi
Nuclear Power Station started to release
ALPS-treated radioactive water into
the Pacific Ocean. The ban reduced
Japanese seafood exports to China by
43.8%. On the other hand, exports to
North America increased by 1.6 times.
Events organized by the JRA will
no doubt play a crucial role to create
demand for and establish the brands of
Japanese agriculture, forestry, fishery
and food products in markets overseas
to meet the target set by the Japanese
government to achieve 5 trillion JPY
in agricultural export value by 2030.m
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Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Hanorary Sake Sommeller Hanarary Sake Sommel/er & Saka Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
TIC GROUP Chalrman . Honom’y Sake Sommelier & Saka Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

Owner SAKAYA NYC

MASTER

. SAKE
SOMMELIER

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

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

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

David Kudo

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

S

Sake Tasting

T be able to taste sake, the
O most importing to do is to
identify and set your own tasting
criteria. The criteria are not based on
one’s preferences, so one must find the
foundation that become the basis for
judging various sake. One must have
that foundation in place to be able to
recognize aroma, acidity, body and
umami, that different types of sake
have. Knowledge and information
that you gather would supplement
that to help correctly and fairly assess

B 74 BErYEEE

SRV EEREENZ R LR
/B EHECHOREEFER
I BECHEROANK, MEKEH
7 L 055 P 35 B9 DR & 22 8 o TR R
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T BRI EMER.

"Crearive sushi & Sake” illustrares the rechnigues of the
fimest sushi chefs throughout the world, concenirating 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 Japan News, D, in 2005)

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

sake products.

So how can one establish that
foundation for establishing your own
tasting criteria? Here is the quickest and
least expensive way of doing it, based
on my own experience.

First, buy low-priced sake at a
store. Try it every day for 15 days,
even if you don’t like it or it’s simply
horrible (some people may need 20
days). Do not drink it until it makes
you drunk. It’s most important that you
drink a certain amount every day, even

RAEMFRE B EH, RIEK B
C RS ER, FOAS HUZ AN Al BROE A Kz A~
LR B OKIRE,

ABREEEENHXE, IR
E, DX Fth BEEXBRKIER
RISK (BEATRFERELX) .
BHA UG EBE . B U —
INEERE, —ERERREETME TS, (8

« New Forms of Sushi
» New Styles of Sushi

« Innovative and Popular Creative
sushi

= Mastering Techniques

« Sushi in the USA and Europe

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

if it’s just enough to fill an ochoko (tiny
sake cup). Do not try other sake while
you’re trying one.

Stop for two to three days to
rest your liver, then do a tasting of
a different sake. You will probably
realize that you can profile the sake to
surprising details. The differences in
acidity, the body, aroma, and umami,
as well as aftertaste intensity — you
should be able to clearly tell those
differences.m
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SEMINARS:

MUTUAL TRADING
Restaurant Trend Report

Driving Innovation And

& Restaurant Expo Seminar

33rd Mutual Trading Japanese Food
& Restaurant Expo - Report 2
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he seminars at Mutual Trading’s 33rd

Japanese Food & Restaurant Expo

(JFRE) provided business owners,
chefs, and foodservice professionals with
cutting-edge insights into the latest tools,
trends, and business strategies to thrive
in a competitive market. From precision
food prep in the kitchen to creative
beverage offerings, and digital marketing
mastery, these sessions were designed to
arm attendees with the knowledge they
need to stay ahead in the fast-evolving
foodservice landscape.

SEMINAR 1
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PRECISION IN THE KITCHEN

LIVE DEMONSTRATION OF CHEF’S TOOLS
MEE— BERETHRERE - BERIEMNRSTE

JFRE 24 kicked off with a live
demonstration highlighting the power of
precision food prep in the kitchen. Mutual
Trading showcased the Tsuma Tarou, a
manually operated vegetable slicer that
streamlines food preparation, dependable
at a steady and high quality performance.
The slicer’s versatility impressed chefs
looking for a reliable tool to produce
perfectly sliced vegetables consistently,
which is crucial in professional kitchens
where presentation and efficiency go
hand-in-hand.

This seminar demonstrated how adopting
innovative culinary tools can reduce
prep time, improve food consistency,
and ultimately elevate customers’ dining
experiences, making it a must-attend
for chefs looking to modernize their
operations.

For more info,
please visit MTC showroom.

Los Angeles HQ »
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item#: 90550 Tsuma Taro

Las Vegas * Phoenix °

33rd

JERE JAPANESE FOOD & RESTAURANT EXPO

Dallas

SEMINAR 2
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The effervescent rise of sparkling sake
was the focus of this seminar, where three
distinctive sparkling sake brands—Haneya
Sparkling, Shichiken Yama no Kasumi, and
Mori no Kanade—were presented. Each
sparkling sake brought a unique flavor
profile and an air of elegance, making them
perfect for special occasions in fine dining
establishments. The seminar highlighted
how sparkling sake can rival champagne
and prosecco as a premium beverage
option for celebrations.

PREMIUM
SPARKLING SAKE

item#: 75042

item#: 65284

PERFECTLY BUBBLY
CELEBRATE SPECIAL MOMENTS
WITH SPARKLING SAKE
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%——Haneya Sparkling~ Shichiken
Yama no Kasumi il Mori no Kanade.
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item#: 63260

Haneya Sparkling ShichikenYama no Kasumi  Shichiken Mori no Kanade

Region: Toyama

New York <+ Boston

Regioin: Yamanashi

Region:Yamanashi

Washington DC * Miami

The Premier Japanese Food, Alcoholic Beverages,

& Restaurant Supply Specialist



SEMINAR 3
PCRAFTING SHOCHU COCKTAILS -
EASY PREP FOR BEER AND

WINE LICENSED RESTAURANTS
MRE= RIEEEHERER
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One of the highlights of the Expo was the
seminar on crafting shochu-based cocktails,
offering a creative solution for restaurants
limited by beer and wine licenses. Shochu,
with its distinct flavor profile at a lower
alcohol content compared to Western
spirits, provides as excellent base for
innovative cocktails.

The session covered the use of seasonal
ingredients, streamlining prep time and
maximizing flavor combinations, to create
simple yet delicious cocktails. These drinks
can easily be added to any menu, offering
guests fresh alternatives while keeping
operations within regulatory guidelines.
For restaurant owners looking to expand
their beverage offerings without acquiring
a hard liquor license, this seminar was an
eye-opener.

Peaches & Cream
3oz  Sudachi Chu
|.50z Matcha White Peach Calpico
0.50z Simple Syrup
Salted White Peach Cold Foam
Garnish: matcha dusting, frozen rasberry

|. Prebatch - Mix Sudachi Chu, Matcha White Peach Calpico,

and Simple Syrup

2. Pour 4.50z - 50z of mixture into 60z glass

3.Top with about half inch of cold foam
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item#: 9080

Sudachi Chu Shochu
Sudachi Citrus Shochu
ABV: 20%

4. Dust with matcha powder & crumbled frozen rasberries

Houjicha Old Fashoned

20z Houjicha-Infused Kakushigura
I.50z Simple Syrup

0.50z Angostura Bitters

Garnish: orange peel

|. Prebatch - Mix Houjicha-Infused Kakushigura,

Simple Syrup, and Bitters

2. Place ice into an old fashioned glass (10oz used)

3. Rotate ice to dilute
4. Cut & express orange peel, garnish

Chicago - Yamasho °

BARDKRZHADARIZ

Atlanta - Yamasho Atlanta *

item#: 13942
Kakushigura
Barley Shochu
ABV:24%

Austin - Minamoto

SEMINAR 4

ENGAGE & GROW -

SOCIAL MEDIA STRATEGIES FOR SUCCESS
MEEm: SHEERR - IR E R

In today’s digital age, having a strong social

media presence is essential for restaurants.

With 62% of consumers discovering
restaurants on Google, mastering digital
platforms is no longer an option—it’s a
necessity. Led by Tinger Hseih, a seasoned
digital marketing specialist, this seminar
offered essential tips on how business
operators can leverage social media
to increase visibility and attract new
customers.
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KEY SOCIAL MEDIA RECCOMENDATIONS

FOR RESTAURANTS
BY TINGER HSEIH
S - BB

Tinger Hseih ARBEREM T EMRERES:

By implementing these strategies,
restaurants can increase their online
presence, foster stronger customer
relationships, and drive more foot traffic
to their establishments.

|. Optimize Google Business Profile: Most
consumers use Google to find restaurants,
making an updated and accurate Google
Business profile crucial. Regularly update
photos, ensure information is correct,
and encourage customers to leave
reviews. Responding to reviews improves
credibility and search engine visibility.

2. Engage on Instagram: Instagram is
perfect for showcasing menus, behind-
the-scenes moments, and customer
experiences. Use Instagram Stories and
Reels to engage with audiences in real-
time. Highlight seasonal dishes, introduce
new items, or share chef interviews to
keep content engaging.

3. Leverage User-Generated Content
(UGC): Encourage diners to post photos
of their meals and tag the restaurant.
Sharing this content strengthens the
restaurant brand and builds community
engagement. Offering incentives like
discounts or meal giveaways for the best
posts can encourage more diners to
participate.

4. Emphasize Google Reviews: Positive
Google reviews are essential for
attracting new customers. Encourage
satisfied diners to post reviews, then
respond to build credibility and improve
restaurant’s ranking in search results.

5.Use Paid Advertising: Consider
using paid ads on Instagram and
Google to boost visibility, especially
during promotions. Target ads based
on demographics, location, and dining
preferences to effectively reach potential
customers.

e Honolulu - The Cherry Co. °

Bringing the Flavors of Japan
to the People of the World

Lima - Super Nikkei
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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
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ake is currently stored in two
ways: At “room temperature” or
“refrigerated.”

As most of you know, sake stored
at room temperature advances aging
that slows when refrigerated.

However, a new way to “freeze,”
store, and age sake is now introduced.

Unlike “Mizore-zake” (frozen,
sherbet-like sake), this new method
does not freeze sake to be semi-thawed
later for “consumption,” but rather,
revolutionized how sake is “stored.”

History revealed that sake had been
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Frozen Sake: Part 1

F—ab7

frozen and stored in the past. However,
such freezing methods are completely
different from the super-freezing
method introduced in this report.

Sake frozen using the usual
methods can be stored if certain
precautions are taken due to the risk of
deteriorated flavor and cracked bottles,
the same reasons why sake was not
typically frozen in the past.

Why is a new method to freeze and
store sake now possible?

“Flash-freezing” is a process
developed in the last 10 years and used
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widely in the food industry to freeze
fresh meat, fish, and other perishables.
This rapidly developed and evolved
new “flash-freezing” technology is
now used to flash-freeze sake, sold as
“Frozen Sake.”

Over thirty Japanese sake
breweries currently use this technology
for sake products such as “Dassai” and
“Dewazakura,” garnering attention for
new possibilities this technology offers
to preserve the quality of sake.

Mizore-zake: Sake which is
frozen in a freezer until it becomes
sherbet-like.m
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www.jfc.com

riginally, Japanese sake varies
greatly in regional charac-
teristics, along with sake

quality. Although Japan is a small
island nation, the land stretches great
distances towards the north and south,
surrounded by the ocean and many
mountains. Therefore, various climates

150K
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

« l’ aINTEF:‘NATIDNAL INC

BRANCHES & SALES OFFICES
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(800) 633-1004, (323) 721-6100
LOS ANGELES Branch
SAN DIEGO Sales Office
LAS VEGAS Sales Office
PHOENIX Sales Office
DENVER Sales Office
SAN FRANCISCO Branch
SACRAMENTO Sales Office
SEATTLE Branch
PORTLAND Sales Office
HOUSTON Branch
DALLAS Sales Office
BATON ROUGE Sales Office
CHICAGO Branch
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ORLAND Sales Office
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JFC GROUP OFFICE
HAPI PRODUCTS, INC.
JES INC.
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{SMV: 435
i Polishing Rate: 60%

- (Hattan-nishiki)

Juemon
Junmai
Toshimaya Corporation (Tokyo)

Gozenshu Omachi
Bodaimoto 1859 Junmai
Tsuji Honten (Okayama)

Is Locality A Factor in Japanese Sake Quality?

B Z4sErusthis i1

and natural features make up cold to
warm regions, generating significant
differences in water quality and geolog-
ical features by region, also reflected
in the differences in sake rice. Also,
the traditional art of sake production
differs not only by climate and natural
features and the brewery master’s
brewing method, but also according
to the region - influenced by regional
history and culture, local produce, and
dietary customs, etc. - which of course
produces the differences in flavors.

For example, sake from Nada city,
where sake is produced using water
with high degree of hardness since
ancient times, is known as the pure
and dry “Otoko-zake” (“Male Sake”).
On the other hand, sake from Fushimi
— a region with soft water — is soft
and sweet to the palate, referred to as
“Onna-zake” (“Female Sake”).

Also, many of the sake brands pro-
duced in the Hiroshima region are sweet,
while sake from Kochi and Niigata pre-
fectures are known to be dry.

In that case, does the difference
in sake quality in these regions since
ancient times still exist today? A sake
quality survey of commercially sold
sake brands conducted every other year
by Japan’s National Tax Agency Liquor
Administration revealed that the overall
sake trend tends to be dry and clean,
while the general sweet, dry, rich, and
clean flavors for which each prefecture
is known still remains consistent to this
day. However, this finding is not con-
sistent when reviewing individual sake
producers, for current sake brewing
technologies can mostly control the
degree of sweet, dry, rich, and clean
flavors freely.

One factor for the reduced regional
differences among Japanese sake
brands is due to the recent popularity

©SV:43
i Polishing Rate: 50%
i (Dewasansan)

i Polishing Rate: 65%
i (Omachi)

Gasanryu Kisaragi
Daiginjo
Shindo Shuzo (Yamagata)

This article was courtesy from Shibata Shoten Co Ltd.

of Ginjo sake. Previously, it was said in
the sake brewing industry to “Apply the
formula YK-35 to produce your sake
to garner a Gold Award at The Annual
Japan Sake Awards.” Y-35 refers to
combining Yamadanishiki rice (Y)
from Hyogo prefecture with Kumamoto
yeast (K) at a rice-polishing ratio of 35
percent. Following this formula will
produce high-quality ginjo sake while
diminishing regional characteristics.

This trend is not limited to Ginjo
sake. Rice, the main ingredient of Jap-
anese sake, is easily shipped compared
to the grapes used to produce wine,
thus the demand for high-quality ingre-
dients often results in the use of rice
from renowned production regions.
The choice of yeast that significantly
impacts the sake aroma is mostly the
“association yeast” with the same prop-
erty. Other important factors are the
high degree of milling, processed water
quality, frequently activated carbon fil-
tration, distilled alcohol added, etc.,
that further diminish the individual
sake flavor.

However, new yeast is being
developed recently by prefecture,
with many breweries using local rice
brands to produce their regional sake,
thus increasing the likelihood of new
regional flavors emerging.m
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(Hakutsuru Nishiki)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)
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i Polishing Rate: 5%
i (Miyama Nishiki)
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Tohoku Meijo (Yamagata)
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i (Tankan Wataribune)

Nabeshima Tankan Wataribune
Junmai Daiginjo
Fukuchiyo (Saga)
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ational Sake Day is October 1.
Since the brewing year used
to start in October, the Japan

Sake and Shochu Makers Association
designated October 1 as the National
Sake Day in 1978. Events are held
nationwide with participants toasting
with sake to celebrate this day. The
weekday of this event was Tuesday this
year, thus the toasting event was held
on a weekend in many cases. I attended
the event held at the izakaya restaurant
“Daidokoro Soma” in the Yoyogi area
of Tokyo.

Izakaya restaurant “Daidokoro
Soma” (“Soma’s Kitchen”) is in the
Yoyogi area of Tokyo, a restaurant
district where many new restaurants
opened in the last few years due to
redevelopment. Many young customers
frequent the area. The izakaya restau-
rant consists of eight counter seats,
where older customers can sit comfort-
ably and enjoy a drink, and a table that
seats four guests. The event started on
a Sunday at noon. The restaurant was
filled by a wide range of solo guests
between the ages of 20 to 60.

The six seasonal fall sake selec-
tions served are “Akagisan Hiyaoroshi
Honjozo” by Kondo Shuzo Co., Ltd.,
“Iwamiginzan Tokubetsu Junmai” by
Ichinomiya Sake Brewing, “Naga-
torogura Junmai Ginjo” by Fujisaki
Sobei Shoten, “Takizawa Junmai
Ginjo” by Shinsyu-Meijyo Co., Ltd,
“Sanzui Junmai Ginjo” by Hakuro
Shuzo, and “Honshu-ichi Junmai” by
Umeda Shuzojo.

The difference between each sake
specification and the brewery that

National Sake Day

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

produced the sake can be savored with
each sake that exuded a mellow fall
flavor. The meal consisted of twelve
courses, each devised by the restau-
rant owner Soma-san specifically for
this event. Several appetizers pre-
pared from vegetables kicked off the
meal, followed by the chef’s origi-
nal Char-siu (Chinese BBQ Pork),
smoked duck, sausages, grilled shrimp,
etc. Both young and elderly guests
expressed satisfaction with the menu
selections served.

The bottles of sake prepared for
the event gradually disappeared. The
restaurant consisted of counter seats,
where I watched the guests pour sake
from each of the six bottles of seasonal
fall sake for each other as they enjoyed
the delicious food and lively conversa-
tions, exchanged contact information,
and promised to meet up at “Daidokoro
Soma” (“Soma’s Kitchen”) to drink
together. I was reassured in my belief
that sake is a communication tool.

Three hours quickly passed as
the guests enjoyed lively conversa-
tions, and the drinking event where
adults toasted with sake ended. Every
guest seemed full, slightly tipsy, and
quite satisfied. I have no doubt that
some guests who had not consumed
enough sake went on to another res-
taurant afterwards. I often hear that
guests who don’t usually drink sake
are invited to drink sake on National
Sake Day. I invite consumers who reg-
ularly enjoy sake to toast with sake
not only on National Sake Day, but in
everyday life with delicious food and
great company.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.

—HARB-BEBRKZR EA
FI8E 58 dn & 2| A [F) A ik B9 45 B A Bk
REBHNRE-BEXRHEAL2EH
B EEEEAEREARGENE
MER T HENEB BB RE
MHEREAFONARFASG SEER
X BEH-BEH ERS BmET
FEANOK UREREZEH-E
B HISHIED > 2 FHRY B ABRR
WL T RRIEMUEERE AFH
M- nEa EXENERE
BT RRKAURHKE BRI
BH-EEROUBTRBR S
FISOUMA" HE - BARRRTE
BENEZ—RBERFINEETA
ERNBENRA T INRHE
RRMBET FBERT - AFIE
MEERR T BOME R REE
ERBEARBHOFAEENET—R
BENER-EERRAESTFHR
BEABENACERSI08187E
#FMmES BZE UM RIS ER
HEOAMERAEBRAER FEFRHE
B HER BEERRA/NREARE
B ERRROBARBFEE



JAPAN

SAKE
OMMELIER
CLUB

2

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 Beverage Manager Vice President Vice President Manager Liquor Manager President, All Japan News Owner"Ji - sakeya”
(2] 3) 680-0011 Sake School of America New York Mutual Trading Sake School of America JFClInternational Inc. Shuto-Meijin
AllJapanNews@gmail.com I ENEY ymatsumoto001@gmail.com  info@sakeschoolofamerica.com nymtc.com info@sakeschoolofamerica.com  ymurakami@ijfc.com davidkudo@gmail.com ryu2syuto@yahoo.co.jp

Sake Shochu Spirits Institute of America
-Cautionary Notes for Tasting Sake-

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 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.

mERREERIE

he best environment to taste sake is at room tem-
perature — not too hot, not too cold, approximately
68 degrees F.

The best temperature to taste sake is between 59
degrees F ~ 64.4 degrees F to easily detect the fragrance
of sake.

A tasting cup with a double-circle on the interior
bottom is often used to taste sake.

However, a wine glass is recommended if your focus
is on sake aroma.

Tasting skills are best honed by practice.

Verbally express your impressions and get into a habit
of documenting your impressions. Exchanging ideas with
others is critical to be aware of what others are taking
away from sake.m
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Honorary Sake Sommelier & Saka Sho

Chalrman Owner “True Sake” Owner of M&M Enterprise
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Katsuya Group
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Yuji Matsumoto
Master Sake Sommelier
Finalist of the 2nd
World Sake Som-
melier Competition.
Graduated from

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

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

David Kudo

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

T be able to taste sake, the
O most importing to do is to
identify and set your own tasting
criteria. The criteria are not based on
one’s preferences, so one must find the
foundation that become the basis for
judging various sake. One must have
that foundation in place to be able to
recognize aroma, acidity, body and
umami, that different types of sake
have. Knowledge and information
that you gather would supplement
that to help correctly and fairly assess
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“Creative sushi & Sake” illustrares the rechmigues ol the
finest sushi chefs throughouwt the world, concentrating on
the artistic presentations, unique ingredients and advancad
methods of preparation. The writers were all top |apanese
professional chefs with many years of experience,

[published in English By All Japan Mews, Inc., in 2005)

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

sake products.

So how can one establish that
foundation for establishing your own
tasting criteria? Here is the quickest and
least expensive way of doing it, based
on my own experience.

First, buy low-priced sake at a
store. Try it every day for 15 days,
even if you don’t like it or it’s simply
horrible (some people may need 20
days). Do not drink it until it makes
you drunk. It’s most important that you
drink a certain amount every day, even

a3 O H2 ofEA HopEsrk
E0ME Lo 2YS HiEe= I
Ll e, 2|0 o XMESHA 012
o T 7|ES HotLlE YYS YeE
2| DXt Bt

OHEollM 7t MEe d2ess 7
ofet ChS Otz0l oF S1 Stgls &0l2t
= 22 &2 1527 0fY ORATHARE
ol [EPEW: 200 Hel= RS
Fe m7EX| ORAIR] g

Ziolct). 2o

« New Forms of Sushi
« New Styles of Sushi

« Innovative and Popular Creative
Sushi

« Mastering Technigques

= Sushi in the USA and Europe

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

if it’s just enough to fill an ochoko (tiny
sake cup). Do not try other sake while
you’re trying one.

Stop for two to three days to
rest your liver, then do a tasting of
a different sake. You will probably
realize that you can profile the sake
to surprising details. The differ-
ences in acidity, the body, aroma, and
umami, as well as aftertaste intensity
— you should be able to clearly tell
those differences.m
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Sake Sommel/er

Hana Japanese Restauram

= Toshiyuki Koizumi
s ) Sake Sommelier

Owner “WASAN”

Michael Russell
Certified Sake Somme//er

“Pacific International
Liquor Inc

Patsy Lu
International
Master Sake Sommeherr

Mutual Trading

BN
California

SAKE

CHALLENGE
206

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

Super Frozen Sake: Part 1
OIEXQ_I A]I.l ];[Ex 1]1:'

ake is currently stored in two
ways: At “room temperature” or
“refrigerated.”

As most of you know, sake stored
at room temperature advances aging
that slows when refrigerated.

However, a new way to “freeze,”
store, and age sake is now introduced.

Unlike “Mizore-zake” (frozen,
sherbet-like sake), this new method
does not freeze sake to be semi-thawed
later for “consumption,” but rather,
revolutionized how sake is “stored.”

History revealed that sake had been
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frozen and stored in the past. However,
such freezing methods are completely
different from the super-freezing
method introduced in this report.

Sake frozen using the usual
methods can be stored if certain
precautions are taken due to the risk of
deteriorated flavor and cracked bottles,
the same reasons why sake was not
typically frozen in the past.

Why is a new method to freeze and
store sake now possible?

“Flash-freezing” is a process
developed in the last 10 years and used
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widely in the food industry to freeze
fresh meat, fish, and other perishables.
This rapidly developed and evolved
new “flash-freezing” technology is
now used to flash-freeze sake, sold as
“Frozen Sake.”

Over thirty Japanese sake
breweries currently use this technology
for sake products such as “Dassai” and
“Dewazakura,” garnering attention for
new possibilities this technology offers
to preserve the quality of sake.

Mizore-zake: Sake which is
frozen in a freezer until it becomes
sherbet-like.m
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JE INTERNATIONAL INC

www.jfc.com

riginally, Japanese sake varies
greatly in regional charac-
teristics, along with sake
quality. Although Japan is a small
island nation, the land stretches great
distances towards the north and south,
surrounded by the ocean and many
mountains. Therefore, various climates
and natural features make up cold to

Ly
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Yoshihide Murakami
Master Sake Sommelier

Liquor Manager
JFC International Inc.
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(800) 633-1004, (323) 721-6100
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SAN DIEGO Sales Office
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DENVER Sales Office
SAN FRANCISCO Branch
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SEATTLE Branch
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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)

Is Locality A Factor in Japanese Sake Quality?

U= zo| x|oiH

warm regions, generating significant
differences in water quality and geolog-
ical features by region, also reflected
in the differences in sake rice. Also,
the traditional art of sake production
differs not only by climate and natural
features and the brewery master’s
brewing method, but also according
to the region - influenced by regional
history and culture, local produce, and
dietary customs, etc. - which of course
produces the differences in flavors.

For example, sake from Nada city,
where sake is produced using water
with high degree of hardness since
ancient times, is known as the pure
and dry “Otoko-zake” (“Male Sake”).
On the other hand, sake from Fushimi
— a region with soft water — is soft
and sweet to the palate, referred to as
“Onna-zake” (“Female Sake”).

Also, many of the sake brands pro-
duced in the Hiroshima region are sweet,
while sake from Kochi and Niigata pre-
fectures are known to be dry.

In that case, does the difference
in sake quality in these regions since
ancient times still exist today? A sake
quality survey of commercially sold
sake brands conducted every other year
by Japan’s National Tax Agency Liquor
Administration revealed that the overall
sake trend tends to be dry and clean,
while the general sweet, dry, rich, and
clean flavors for which each prefecture
is known still remains consistent to this
day. However, this finding is not con-
sistent when reviewing individual sake
producers, for current sake brewing
technologies can mostly control the
degree of sweet, dry, rich, and clean
flavors freely.

One factor for the reduced regional
differences among Japanese sake
brands is due to the recent popularity
of Ginjo sake. Previously, it was said in

the sake brewing industry to “Apply the
formula YK-35 to produce your sake
to garner a Gold Award at The Annual
Japan Sake Awards.” Y-35 refers to
combining Yamadanishiki rice (Y)
from Hyogo prefecture with Kumamoto
yeast (K) at a rice-polishing ratio of 35
percent. Following this formula will
produce high-quality ginjo sake while
diminishing regional characteristics.

This trend is not limited to Ginjo
sake. Rice, the main ingredient of Jap-
anese sake, is easily shipped compared
to the grapes used to produce wine,
thus the demand for high-quality ingre-
dients often results in the use of rice
from renowned production regions.
The choice of yeast that significantly
impacts the sake aroma is mostly the
“association yeast” with the same prop-
erty. Other important factors are the
high degree of milling, processed water
quality, frequently activated carbon fil-
tration, distilled alcohol added, etc.,
that further diminish the individual
sake flavor.

However, new yeast is being
developed recently by prefecture,
with many breweries using local rice
brands to produce their regional sake,
thus increasing the likelihood of new
regional flavors emerging.m
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{SMV: 435
i Polishing Rate: 60%

- (Hattan-nishiki)

Juemon
Junmai
Toshimaya Corporation (Tokyo)

Gozenshu Omachi
Bodaimoto 1859 Junmai
Tsuji Honten (Okayama)

©SV:43
i Polishing Rate: 50%
i (Dewasansan)

© Polishing Rate: 65%
i (Omachi)

Gasanryu Kisaragi
Daiginjo
Shindo Shuzo (Yamagata)

L

F
| B
| L SMV:+4
i Alcohol: 15.5%
5 " Rice Variety: 50%

(Hakutsuru Nishiki)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

Makiri
Junmai Ginjo
Tohoku Meijo (Yamagata)

© Polishing Rate: 55%
i (Miyama Nishiki)
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¢ (Tankan Wataribune)

Nabeshima Tankan Wataribune
Junmai Daiginjo
Fukuchiyo (Saga)

This article was courtesy from Shibata Shoten Co Ltd.
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ational Sake Day is October 1.

Since the brewing year used

to start in October, the Japan
Sake and Shochu Makers Association
designated October 1 as the National
Sake Day in 1978. Events are held
nationwide with participants toasting
with sake to celebrate this day. The
weekday of this event was Tuesday this
year, thus the toasting event was held
on a weekend in many cases. I attended
the event held at the izakaya restaurant
“Daidokoro Soma” in the Yoyogi area
of Tokyo.

Izakaya restaurant “Daidokoro
Soma” (“Soma’s Kitchen”) is in the
Yoyogi area of Tokyo, a restaurant
district where many new restaurants
opened in the last few years due to
redevelopment. Many young customers
frequent the area. The izakaya restau-
rant consists of eight counter seats,
where older customers can sit comfort-
ably and enjoy a drink, and a table that
seats four guests. The event started on
a Sunday at noon. The restaurant was
filled by a wide range of solo guests
between the ages of 20 to 60.

The six seasonal fall sake selec-
tions served are “Akagisan Hiyaoroshi
Honjozo” by Kondo Shuzo Co., Ltd.,
“Iwamiginzan Tokubetsu Junmai” by
Ichinomiya Sake Brewing, “Naga-
torogura Junmai Ginjo” by Fujisaki
Sobei Shoten, “Takizawa Junmai
Ginjo” by Shinsyu-Meijyo Co., Ltd,
“Sanzui Junmai Ginjo” by Hakuro
Shuzo, and “Honshu-ichi Junmai” by
Umeda Shuzojo.

The difference between each sake
specification and the brewery that

National Sake Day

Tokyo oo e
leake Strolllng

[ =L

produced the sake can be savored with
each sake that exuded a mellow fall
flavor. The meal consisted of twelve
courses, each devised by the restau-
rant owner Soma-san specifically for
this event. Several appetizers pre-
pared from vegetables kicked off the
meal, followed by the chef’s origi-
nal Char-siu (Chinese BBQ Pork),
smoked duck, sausages, grilled shrimp,
etc. Both young and elderly guests
expressed satisfaction with the menu
selections served.

The bottles of sake prepared for
the event gradually disappeared. The
restaurant consisted of counter seats,
where I watched the guests pour sake
from each of the six bottles of seasonal
fall sake for each other as they enjoyed
the delicious food and lively conversa-
tions, exchanged contact information,
and promised to meet up at “Daidokoro
Soma” (“Soma’s Kitchen”) to drink
together. I was reassured in my belief
that sake is a communication tool.

Three hours quickly passed as
the guests enjoyed lively conversa-
tions, and the drinking event where
adults toasted with sake ended. Every
guest seemed full, slightly tipsy, and
quite satisfied. I have no doubt that
some guests who had not consumed
enough sake went on to another res-
taurant afterwards. I often hear that
guests who don’t usually drink sake
are invited to drink sake on National
Sake Day. I invite consumers who reg-
ularly enjoy sake to toast with sake
not only on National Sake Day, but in
everyday life with delicious food and
great company.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
-Cautionary Notes for Tasting Sake-

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 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.

EflO| A Fo|

he best environment to taste sake is at room tem-
perature — not too hot, not too cold, approximately
68 degrees F.

The best temperature to taste sake is between 59
degrees F ~ 64.4 degrees F to easily detect the fragrance
of sake.

A tasting cup with a double-circle on the interior
bottom is often used to taste sake.

However, a wine glass is recommended if your focus
is on sake aroma.

Tasting skills are best honed by practice.

Verbally express your impressions and get into a habit
of documenting your impressions. Exchanging ideas with
others is critical to be aware of what others are taking
away from sake.m
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EL ANO 2013
La Cocina Tradicional Japonesa a sido declarada
;f“t Patrimonio Cultural Inmaterial por la UNESCOJ
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Sake supercongelado:

BFAE

California

SAKE

CHALLENGE

ctualmente, el sake se almacena de dos
maneras: a “temperatura ambiente” o
“refrigerado”.

Como la mayoria de ustedes saben, el
sake almacenado a temperatura ambiente
acelera el envejecimiento, que se ralentiza
cuando se refrigera.

Sin embargo, ahora se presenta una
nueva forma de “congelar”, almacenary
envejecer el sake.

A diferencia del “Mizore-zake” (sake
congelado, similar al sorbete), este nuevo
método no congela el sake para luego
descongelarlo para “consumirlo”, sino que
revoluciono la forma en que se “almacena”.

La historia revel6 que el sake se habia
congelado y almacenado en el pasado. Sin
embargo, estos métodos de congelacion
son completamente diferentes del método
de supercongelacion presentado en este
informe.

El sake congelado con los métodos habit-
uales se puede almacenar si se toman ciertas
precauciones debido al riesgo de deterioro

by Kosuke Kuji

206

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

Parte 1

del sabor y rotura de botellas, las mismas
razones por las que el sake no se congelaba
normalmente en el pasado.

¢,Por qué ahora es posible un nuevo
método para congelar y almacenar el sake?

La “congelacion instantanea” es un pro-
ceso desarrollado en los ultimos 10 anos y
ampliamente utilizado en la industria alimen-
taria para congelar carne fresca, pescado y
otros productos perecederos.

Esta nueva tecnologia de “congelacion
instantanea”, que se desarroll6 y evolucion6
velozmente, se utiliza ahora para conge-
lar rapidamente el sake, que se vende como
“sake congelado”.

Mas de treinta fabricas de sake japone-
sas utilizan actualmente esta tecnologia
para productos de sake como “Dassai” y
“Dewazakura”, lo que ha atraido la atencion
por las nuevas posibilidades que ofrece esta
tecnologia para preservar la calidad del sake.

Mizore-zake: Sake que se hiela en un con-
gelador hasta que adquiere una consistencia
similar a la del sorbete.
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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.

« IIL‘m INTERNATIONAL INC

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

' 4

) £ SMV:435
i Polishing Rate: 60%
- i (Hattan-nishiki)

Juemon
Junmai
Toshimaya Corporation (Tokyo)

Gozenshu Omachi
Bodaimoto 1859 Junmai
Tsuji Honten (Okayama)

@l’ ™ INTERNATIONAL INC Www_jfc,com

cLalocalidad es un factor en la calidad
del sake japonés?

sus origenes, el
E n sake japonés varia

mucho en cuanto
a caracteristicas regionales, asi
como en cuanto a la calidad del
mismo. Aunque Japon es una
pequena nacion insular, su ter-
ritorio se extiende a grandes
distancias hacia el norte y el sur,
rodeado por el océano y muchas
montanas. Por lo tanto, diversos
climas y caracteristicas natura-
les conforman regiones frias y
calidas, lo que genera diferen-
cias significativas en la calidad
del aguay las caracteristicas
geolbgicas segun la region, que
también se reflejan en las dife-
rencias en el arroz para sake.
Ademas, el arte tradicional de
la produccion de sake difiere no
solo por el clima, las caracter-
isticas naturales y el método de
elaboracion del maestro des-
tilero, sino también segun la
region (influenciada por la his-
toria y la cultura regionales, los
productos locales y las costum-
bres alimentarias, etc.), lo que,
por supuesto, produce diferen-
cias en los sabores.

Por ejemplo, el sake de la
ciudad de Nada, donde se pro-
duce sake utilizando agua con
un alto grado de dureza desde
la antigiiedad, se conoce como
“Otoko-zake” (“Sake mascu-
lino”) puro y seco. Por otro lado,
el sake de Fushimi, una region
de aguas blandas, es suave y
dulce al paladar, y se lo conoce
como “Onna-zake” (“Sake

§OSMV:+3
olishing Rate: 50%
i (Dewasansan)

© Polishing Rate: 65%
i (Omachi)

Gasanryu Kisaragi
Daiginjo
Shindo Shuzo (Yamagata)
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L © (Hakutsuru Nishiki)

femenino”).

Ademas, muchas de las
marcas de sake producidas en la
region de Hiroshima son dulces,
mientras que el sake de las pre-
fecturas de Kochi y Niigata son
conocidos por ser secos.

En ese caso, ¢la diferen-
cia en la calidad del sake en
estas regiones desde la antigle-
dad todavia existen hoy en dia?
Una encuesta sobre las marcas
vendidas comercialmente real-
izada cada dos anos por la
Administracion de Licores de la
Agencia Nacional de Impuestos
de Japon revelo que las bebidas
alcoholicas se estan volviendo
mas secas y ligeras en gen-
eral, existe una tendencia hacia
bebidas alcoholicas mas dulces
y picantes segun la region. Sin
embargo, este hallazgo no es
consistente cuando se analizan
los productos de sake individ-
uales, ya que las tecnologias
actuales de elaboracion de sake
pueden controlar en su may-
oria el grado de sabores dulces,
SEecos, ricos y claros, libremente.

Un factor que explica la
reduccion de las diferencias
regionales entre las marcas
de sake japonesas, se debe
a la reciente popularidad del
sake Ginjo. Anteriormente, en
la industria de elaboracion se
decia que habia que “aplicar
la formula YK-35 para pro-
ducir sake y ganar una medalla
de oro en los premios anu-
ales de sake de Japon”. Y-35

=

L SMV:+4
i Alcohol: 15.5%
i Rice Variety: 50%

Hakutsuru Nishiki
Junmai Daiginjo

Hakutsuru Sake Brewing (Hyogo) Tohoku Meijo

This

Makiri
Junmai Ginjo

se refiere a la combinacion de
arroz Yamadanishiki (Y) de la pre-
fectura de Hyogo con levadura
Kumamoto (K) en una propor-
cion de pulido de arroz del 35
por ciento. Si se sigue esta for-
mula, se producira un sake ginjo
de alta calidad, al tiempo que

se reducen las caracteristicas
regionales.

Esta tendencia no se limita
al sake ginjo. El arroz, el ingredi-
ente principal del sake japonés,
se transporta con facilidad
en comparacion con las uvas
que se utilizan para producir
vino, por lo que la demanda
de ingredientes de alta cali-
dad suele dar lugar al uso de
arroz de regiones de produc-
cion de renombre. La eleccion
de la levadura que afecta sig-
nificativamente al aroma del
sake es principalmente la “leva-
dura de asociacion” con la
misma propiedad. Otros facto-
res importantes son el alto grado
de molienda, la calidad del agua
procesada, la filtracion frecuente
con carbon activado, el alco-
hol destilado anadido, etc., que
reducen aun mas el sabor indi-
vidual del sake.

Sin embargo, recientemente
la prefectura esta desarrollando
una nueva levadura 'y muchas
destilerias utilizan marcas de
arroz locales para producir su
sake regional, lo que aumenta
la probabilidad de que surjan
nuevos sabores regionales.

SMV: N/A
Alcohol: 16%

i Rice Variety: 40%

i (Tankan Wataribune)

{SMV:+8
i Polishing Rate: 55%
i (Miyama Nishiki)

Nabeshima Tankan Wataribune
Junmai Daiginjo

(Yamagata) Fukuchiyo (Saga)

article was courtesy from Shibata Shoten Co Ltd.



TOI-(go by Ryuji Takahashi )
Jizake Strolling
DT

Dia Nacional del Sake

Dia Nacional del
E I Sake es el 1 de octu-

bre. Como el ano
de elaboracion de la cerveza
solia empezar en octubre,
la Asociacion Japonesa de
Fabricantes de Sake y Shochu
designo el 1 de octubre como el
Dia Nacional del Sake en 1978.
Se celebran eventos en todo el
pais y los participantes brindan
con sake para celebrar este dia.
Este ano esa fecha fué martes,
por lo que el evento del brindis
se celebro un fin de semana en
muchos casos. Asisti al evento
celebrado en el restaurante iza-
kaya “Daidokoro Soma” en el
area de Yoyogi de Tokio.

El restaurante izakaya
“Daidokoro Soma” (“La cocina
de Soma”) esta en el area de
Yoyogi de Tokio, un distrito
donde se abrieron muchos res-
taurantes nuevos en los ultimos
anos debido a la remodelacion.
Muchos clientes jovenes fre-
cuentan la zona. El restaurante
izakaya consta de ocho asientos
en el mostrador, donde los cli-
entes mayores pueden sentarse
comodamente y disfrutar de una
bebida, y una mesa con capa-
cidad para cuatro invitados. El
evento comenzo un domingo al

mediodia. El restaurante estaba
repleto de comensales solitar-
ios de edades entre los 20 y los
60 anos.

Las seis selecciones de sake
de temporada de otono que
se sirvieron fueron “Akagisan
Hiyaoroshi Honjozo” de Kondo
Shuzo Co., Ltd., “Iwamiginzan
Tokubetsu Junmai” de
Ichinomiya Sake Brewing,
“Nagatorogura Junmai Ginjo” de
Fujisaki Sobei Shoten, “Takizawa
Junmai Ginjo” de Shinsyu-Meijyo
Co., Ltd, “Sanzui Junmai Ginjo”
de Hakuro Shuzo y “Honshu-ichi
Junmai” de Umeda Shuzojo.

La diferencia entre cada
especificacion de sake y la des-
tileria que lo produjo se puede
disfrutar con cada sake que
exudaba un suave sabor otonal.
La comida consistio en doce
platos, cada uno ideado por el
dueno del restaurante, Soma-
san, especificamente para este
evento. Varios aperitivos pre-
parados a base de verduras
dieron comienzo a la comida,
seguidos del Char-siu (cerdo
chino a la barbacoa) original
del chef, pato ahumado, salchi-
chas, camarones a la parrilla,
etc. Tanto los invitados jovenes
como los mayores expresaron su

satisfaccion con las selecciones
del menu que se sirvieron.

Las botellas de sake
preparadas para el evento desa-
parecieron gradualmente. El
restaurante consistia en asien-
tos en el mostrador, donde
observé a los invitados servirse
sake de cada una de las seis
botellas de sake de temporada
de otono, mientras disfruta-
ban de la deliciosa comida 'y
las animadas conversaciones,
intercambiaban informacion de
contacto y prometian reunirse en
“Daidokoro Soma” (“La cocina
de Soma”) para beber juntos.
Me tranquilizd6 mi creencia de
que el sake es una herramienta
de comunicacion.

Pasaron rapidamente tres

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.

horas mientras los invitados
disfrutaban de animadas conv-
ersaciones, y el evento de beber
donde los adultos brindaron con
sake termind. Todos los invita-
dos parecian llenos, un poco
achispados y bastante satis-
fechos. No tengo dudas de

que algunos invitados que no
habian consumido suficiente
sake se fueron a otro restaurante
después. A menudo escucho
que a los invitados que no suelen
beber sake se les invita a beber
sake en el Dia Nacional del
Sake. Invito a los consumidores
que disfrutan habitualmente del
sake a brindar con sake no solo
en el Dia Nacional del Sake, sino
en la vida cotidiana con comida
deliciosa y excelente compania.
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Bon

Honorary Sake Sommelier

Rick Smith &
Hiroko Furukawa

Yagi

Katsuya Uechi
Honorary Sake Sommelier & Saka-Sho

TICGROUP

Honorar)

Chairman
Katsuya Group

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.

46 Diciembre 2024 - www.alljapannews.com

Instituto de la Espiritu Sake Shochu de América
-Notas de precaucion para participar en

eventos de cata

I mejor entorno para degustar sake es

a temperatura ambiente, ni demasiado

caliente ni demasiado frio, aproximada-
mente 68 grados F.

La mejor temperatura para degustar sake
es entre 59 grados F y 64,4 grados F para
detectar facilmente su fragancia.

Para catar sake, se suele utilizar una copa
de degustacion con un doble circulo en el
fondo interior.

Sin embargo, se recomienda una copa
de vino si su objetivo es el aroma del sake.

La habilidad para degustar se perfecci-
ona mejor con la practica.

Exprese verbalmente sus impresio-
nes y adquiera el habito de documentarlas.
Intercambiar ideas con otras personas es
fundamental para saber qué es lo que los
demas aprenden del sake.
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