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§\Raise a Glass This World Vegan Day /ﬂ
To Certified Vegan Sake from Nanbu Bijjin and Plant-Based Innovation

Japanese Cuisine Reimagined for Today’s Conscious Diners

PLANT

BASED
FOOD

from left:

FROZEN MYK PLANT BASED GYOZA
FROZEN PLANT-BASED SOY KARAAGE

W7 Certified Vegan Item

10/17.90z(30pc)
5/28.20z

FROZEN KANETETSU FISH FREE KANIKAMA 10/17.60z(5009)
MATCHA GREEN MAMENORISAN

'W MATCHA GREEN
SOY KARAAGE MAMENORISAN

#72959
#71579
#47017

6/10/1.80z(20pc) #64045

7 November 1st

WORLD VEGAN DAY

NANBU BUJIN
The World’s First Certified Vegan Sake

from Iwate, Japan
from left:
NANBU BUIN AWA SPARKLING JUNMAI GINJO  #470 CERTIFIED
NANBU BUIN TOKUBETSU JUNMAI #8570
NANBU BUIN DAIGINJO #8540 VEGAN
NANBU BUIN SHINPAKU JUNMAI DAIGINJO #5119
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Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes
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S FREE MSG JUicE

SAUCE
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chicken with
yuzu miso glaze

Made by

MIYAKO ORIENTAL FOODS INC.
Baldwin Park, CA 91706 USA Tel. 626-962-9633
cus’romerserwce@coldmounta|nm|so com

:.‘.-i% MUTUAL TRADING

5 fl.oz. 32 fl.oz.




Wismettac

IMPORTING AND DisTRIBUTING AsiAN Foobp Probucts GLOBALLY

wismettacusa.com

m BRAND%



CONTENTS

I SAKE SOMMELIER CLUB
06 Expanding Sake Sales

BABERTTDILK

07 California Sake Challenge 217
Collaborative yogurt sake

BRARE217T:I—JI)ILbeEBEOISH

Hl NEWS /TREND
08 What is the role of rice malt necessary
for sake production?

BEED ICHELRBOREICIZ@H

09 Tokyo Jizake Strolling
Nihonsakari Tasting Event

REUMERS | BAROR

10  Sake Shochu Spirits Institute of America
-The taste of sake -

KEBGRE G BRIERT
H Z'K/ECDD*E

11 The supermarket industry vs.
e-commerce: Strategies to generate peak sales
-The history of Little Tokyo: Where Japanese cuisine
originated in the U.S.-
Z—=N—I—T v rERVS xy @R TEEEH
—HARLASSVEFOM UMNLERROEE—

12  From Niigata to Dodger Stadium:
Hakkaisan’s Sake Hits a Home Run
FRD ORI v =R T LA
NBLOBRBENHOF—LTY

Japanese
» »
I h “ w n@\k/s

November 2025
Vol. 34 No. 324

Cover image

“Japanese Food & Restaurant Expo”

by Mutual Trading Co., Inc.

14  Sake, Shochu & What’s Pouring Next
-The formats, flavors, and trends shaping
Japanese liquors in the U.S.-

BAH - 5t - 2 LTORARBZ RN
~ KEHBTEEINZMBBDRZAIL TL—/N\— FLY R~

16 International Wine Challenge 2025 announced the
“Champion Sake” Award winner, the highest recognition
awarded in the Sake Category

AE—F2aFI-TA2 - FvlL>I20250
SAKEBRFIICH TR mREmE [FyoEFd Y - 07 ER

17  How to protect cybersecurity at your restaurant
LARSUNCHBIITRHAN—TF 2 ) T REDHE

19  “Taste of Japan: A Culinary Journey” Showcases
Japanese Cuisine in New York During UN High-level Week

HAEEM7OE—>3Y>
EEHRAIcEbEZ1—3— U ThE

20 Mutual Trading Co., Inc. held the “Japanese Food &
Restaurant Expo”

-Keiten Aishoku, Honoring Tradition, Embracing Innovation:
Expanding the Boundaries of Washoku-

HRAZS TBARBKLR NS VI HRKR] R

—WRER. RRICEDLEMETLNZEBORIEEE—

2laL
19974

ERLAMS VIGEREBE AR BFET
EHG-MaillBROFHE T AEBVTEAESKE !

ﬁnnﬁlﬂiﬁjnﬁm ?&i A 3

All Japan News, Inc.

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

©2025 All Japan News Inc.
All rights reserved.

Publisher All Japan News Inc
Managing Editor David Kudo
Editor-in-Chief Hiroshi Kawabata
Designer  Ritsuko Lynch
Contributing Writers
Kosuke Kuji, Yuji Matsumoto
Ryuji Takahashi

Special Thanks to  JETRO / JETAASC

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

Japanese Restaurant Association of
America and Supporters Conference
for WASHOKU.

IrIN=—X+ LANSYZa21—2R

RIRCOBRBLANSIVERICR
Ry h&EH T, AHRIT> TVWDDHN
KICERBEDBNZBL. FREEDANR
L—yarvelRzedsh<ber bz

NUEY, BHOFEEERCASBR
t%% L. BRBLA NS Y DO%REZ
IBLET, Ffeo PAUNDORHOE
mEEERICET EmME EDRMHUE
ROERICESULET,

Mission of Japanese
Restaurant News

This magazine spotlights the Japanese
restaurant industry to introduce
the latest trends and successful
restaurants along with their operations
to provide hints on how to survive
the competitive restaurant industry.
Further, this magazine introduces the
latest restaurants garnering attention

and popular products, along with the
prosperity of Japanese restaurants.
Lastly, this magazine also introduces the
latest information on food sanitation
and management to contribute to the
development of the Japanese restaurant
industry as a whole.
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KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
\)
M
CL U B Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
©TCGROUP © Chaman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

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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Expanding Sake Sales

Recently in the U.S., wine discount
stores like BevMo and Total Wine
and More, etc., are prosperous. Also,
rural areas have local large liquor stores
that sell various alcoholic beverages
(tequila, ji-beer (local craft beers),
champagne, whiskey, etc.) in addition
to wine. When I went to Las Vegas
last week, I stopped by the largest
local liquor chain store, where I was
surprised to see the very limited selec-
tions of Japanese sake. With various
foreign tequilas, wines, and ji-beer

lining the shelves, why were there
so little selections of Japanese sake
offered? Also, the few selections avail-
able were without tages and lost in the
“Asian” alcoholic section.

With the current Sake Tour
indicating high public interest in
Japanese sake and shochu, it’s disap-
pointing to see so few outlets offering
the products. The question I’'m most
often asked is, “This sake is delicious.
Where can I buy it?”” However, as of
yet, the only answer I can provide is

our restaurant. [’'m also surprised to
see customers who wish to purchase
by the bottle.

Over ninety-percent of Japanese
sake and shochu consumption
takes place at Japanese restaurants.
However, as long as this is the case,
the market will not expand. Japan-
affiliated markets are available only in
some major cities. To have Americans
consume sake and shochu “at home,”
it is necessary for these products to be
distributed more and more to specialty
liquor stores and their staff trained.m
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SAKE SOMMELIER CLUBRD

Chizuko
Niikawa-Helto
Sake Sommelier
VSalr(e Sqmqm( o
Hirohisa Eduardo
Kikuchi Dingler
Sake Sommelier Sake Ambassador -
Koji Wong
Owner
Japon Bistro
Kaz Tokuhara Koji Aoto
Sake Sommelier Sake Sommelier -
B Manager” Savannah
Wismettac Asian Foods Distributing Co. Inc.
Gary Imada
,qu? Adw’sarr )
Shino Okita Jonathan Cortez
Certified Sake Sommelier International
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC.

Alice Hama Liloa Papa
Certified Wine & Sake Certified Sake Professional
Somme/{er ) VLEI((’/ L; 77777
Young's Market Company
Yoshihiro
Sako
) Sake Sorrrrrmeliep )
Yuzuki
Kurtis Wells Stuart Mqrns
P Sake Sommelier
Mixologist L
. . Hana Japanese Restaurant
Toshiyuki Koizumi
Sake Sommelier

Latin Region Specialist
Mutual Trading

Eiji Mori
Sake Sommelier
Katana Restaurant

Brewery Owner Sake Sommelier and Others
'Kosuke Kuji Teruyuki Joe Mizuno
Nanbu Bijin Inc. Kobayashi Head of the “Regional
Fifth Generation Taruhei Brewing Co Ltd. Sake Tasting Club”
Brewery Owner
Timothy Sulli Masato Kato Akira Yuhara
imothy Sul lvan_ Sake Sommelier Sake Sommelier
Sake Samurai s - - -
e e Wismettac Asian Foods Miyako Hybrid Hotel
Takao Matsukawa
International Philip Harper Rachel
Sake Sommelier ‘Tamagawa Hand Made Macalisang
Latin Region Specialist Japanese Sake Sake and Wine
Mutual Trading Master Sake Brewer Sommelier
Keita Akaboshi Mei HO Miyuki
Sake Sommelier Sake Sommelier Yoshida
Kuramoto US Inc. True Sake Sake Sommelier
Michael John Mai Segawa Don Lee
Sjmkiq B Advanced Sake Sake Sommelier
MJS Sake Selection ,50’,"’"?”9( _— Yama Sushi
Owner Tako Grill Owner Chef
Shigeto Terasaka Isao Kiyota Eda Vuong
Sake Sommelier International International
T edent o Nk SH Sake Sommelier
Japan Hollywood Network Academia de Sake Mexico Mutual Trading
Founder
Sara Guterbock Rachel Fiekowsky Masae Kusada
International International International
Sake Sommelier Sake Sommelier Sake Sommelier

New York Mutual Tfading

New York Mutual Tfading

New York Mutual Tfading

Lora Blackwell
International

VSalr(e Sommeligr )
Genji Sake

[Infol

Owner “WASAN”

Michael Russell
Certified Sake Sommelier

“Pacific International
Liquor Inc

Patsy Lu
International
Mas{er que Sqmmrelierr

Mutual Trading

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

BN
California

SAKE

CHALLENGE
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by Kosuke Kuji

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

Collaborative yogurt sake
A—JIIL e EBEDISR

robiotic food and beverage
products are widely popular not
just in Japan, but worldwide.
Although many yogurt products are
manufactured and sold in Iwate prefec-
ture, one especially renowned and
widely popular product is “Iwaizumi
Yoghurt,” also renowned as the favorite
yogurt brand of Shohei Ohtani, desig-
nated pitcher and hitter for the Los
Angeles Dodgers, born and raised in
Iwate prefecture.
The town of Iwaizumi, where
Iwaizumi Yoghurt is based; is next
to Ninohe city, where sake brewery

Nambu Bijin is based.

I was in talks with the President
of Iwaizumi Yoghurt and collaborated
with him to jointly produce a product.

This product is sake made from
Iwaizumi Yoghurt, the first collabora-
tive sake product between Nambu Bijin
and Iwaizumi Yoghurt.

The alcohol content is 5% and quite
easy to drink while maximizing the
fresh, subtle flavor of Iwaizumi Yoghurt.

The only roadblock to release this
sake was the “Best Before Date.”

Iwaizumi Yoghurt has an estab-
lished sales network worldwide, all

“shipped refrigerated” with “controlled
refrigeration” to thoroughly manage
their inventory.

Sake basically has no best by
date, while Iwaizumi Yoghurt does not
use any preservatives, thus limited in
shelf life.

This challenge was resolved
when Nambu Bijin first pioneered the
technique of flash-frozen sake. All sake
using Iwaizumi Yoghurt is flash-frozen
and sold frozen.

When visiting Japan, please try this
sake "Yoghourt Liqueur" that is readily
available through online outlets.m
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‘J’E INTERNATIONAL INC

www.jfc.com
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ice malt in broad terms is fila-
R mentous fungi (molds) grown

on grains, roughly divided by
shape into mochi koji (rice cake) and
bara koji (rice malt). Mochi koji is pre-
pared by adding water to powdered
grain (flour, etc.), kneaded into brick
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Yoshihide Murakami

Master Sake Sommelier
Liquor Manager
JFC International Inc.

™
© I’L INTERNATIONAL INC

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

What is the role of rice malt necessary for sake
production? EEDICHELRBOIZENC(EAH

shapes or dumplings and hardened with
rhizopus grown on it, widely used from
China to Southeast Asia. This same
koji is used in Chinese cooking wine,
Shaoxing jiu. On the other hand, bara
koji is prepared from koji mold (yeast
cells) grown on steamed rice, etc., also
referred to as koji preparation. Bara
koji is a technique unique to Japan used
to produce not only sake, but also miso
and soy sauce.

Seven types of koji mold are used
in the Japanese brewing industry,
largely divided into yellow koji mold,
black koji mold, and white koji mold.
Yellow koji mold (asperigillus oryzae)
with yellow-green spores are used
to produce sake, the most represen-
tative of the koji mold. Black koji
mold with blackish-brown spores
are used to produce the Okinawan
shochu “Awamori.” This mold gener-
ates significant amounts of citric acid,
maintaining the fermentation-mash
in an acidic state, thus inhibiting the
growth of putrefactive bacteria and
safely enabling the fermentation of
moromi (fermented mash), even in
warm weather. White koji mold with
white spores (mutant species of black
koji mold) is used to produce shochu in
Kyushu prefecture, etc.

The most important factor in sake
production is said to be rice malt, the
second is the yeast starter, and the third
is the production method with the fol-
lowing functions:

1. The enzyme contained in koji con-
verts rice starch into glucose.

2. Vitamins and various nutrients are
supplied to the yeast to advance the
growth of yeast.

3. Various components metabolized

£ SMV:3
ESMV:+2 i SMV:+2 i Polishing Rate: 50%
i Polishing Rate: 70% i Polishing Rate: 70% i (Yamadanishiki)
Hakushika Kuromatsu Ozeki Rai Souke Ozakaya
Fresh & Light Junmai Junmai Junmai Daiginjo

Tatsuuma-Honke Brewing (Hyogo)

0zeki Corporation (Hyogo)

0zeki Corporation (Hyogo)

CORFRKRASHEABEL VRSN TVET,
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form the koji directly and indirectly
contribute to the sake aroma.

Sake contains alcohol from yeast
fermenting the alcohol. However,
alcohol cannot ferment if yeast is still
starch, thus the starch must be broken
down for saccharification. There-
fore, 1. Koji plays the most important
function, however, yellow koji mold
generates abundant enzymes to break
down starch such as amylase, etc.
However, this enzyme if raw is not
effective on the starch, thus the rice
must be steamed to convert the starch
into o. Further, some yellow koji mold
can break down protein and generate
significant amounts of enzymes (pro-
tease, etc.) that breaks down protein
into amino acids. Yellow koji mold is
used to produce miso and soy sauce.
Since ancient times, suitable koji mold
is used to produce sake, miso, and
SOy sauce.m
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i Polishing Rate: 50%
i (Hakutsuru Nishiki)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyoko)

L SMV:2
i Polishing Rate: 50%
i (Yamadanishiki)
Hakutsuru Shoune
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)
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Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Nihonsakari Tasting Event

the Japanese sake industry,

AXEOR
“Hiyaoroshi” and other

In events are held this time

of the year*. Our sake shop hosted a
tasting event for Nihonsakari Co., Ltd.,
a major Japanese sake brewery. Major
sake breweries produce sake year-
round; thus sake is often not recognized
to be seasonal.

However, this tasting event
was organized to determine if sake
enjoyed in the fall is different in flavor
and ambience.

Founded in 1889, Nihonsakari not
only brews sake, but also manufactures
cosmetic products just as popular as
their sake products. Five different types
of sake products were brought to this
tasting event for sampling: “Souhana
Junmai Ginjo” by the official purveyor
to the Imperial Household, “Junmai
Daiginjo Draft,” rumored to have
won a blind tasting against a popular
sake brand from Yamaguchi prefec-
ture; “JAPAN Soda,” widely available
in convenience stores and supermar-
kets; crispy, dry, and refreshing “Fresh
Namachozo Sake” (once-pasteurized
sake stored unpasteurized to preserve
its fresh flavor), and “Jurakudai Junmai
Autumn” by Sasaki Sake Brewery in
Kyoto prefecture, for whom Nihon-
sakari Co., Ltd. operates as a sales
agency. Guests purchased samples
with tickets for 200 JPY per glass and
a set of 5 tickets for approximately
45 ml of sake. Guests expressed their
desire to pair Souhana - its balanced
flavor is the selling point — with food
or enjoy as hot sake. Both the price

and quality of Junmai Daiginjo Draft
wowed guests upon learning a major
sake producer offers such exquisite,
reasonably priced sake. JAPAN Soda
is sweet and fizzy, atypical of sake and
easy to drink, thus easy to drink too
much, one guest commented. Fresh
Namachozo Sake is most suitable to
be served in local sushi restaurants or
tempura restaurants, many guests com-
mented. Guests were surprised to learn
that Sasaki Sake Brewery, producer of
premium sake brand Jurakudai, is also
the childhood home of famous Japanese
actor Kuranosuke Sasaki. Flavor-wise,
many guests commented that Juraku-
dai is refreshing, suitable for pairing
with various fall fishes. There’s a
reason we’re serving sake brands by
major sake breweries in recent tasting
events. Sake fans who enjoy major sake
brands also enjoy jizake (local sake),
while jizake fans tend not to enjoy sake
brands by major breweries, convinced
that major sake brands are not deli-
cious - a biased opinion based on their

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.

lack of understanding. In fact, many
guests were moved by the delicious
flavors of major sake brands during
this tasting event. Major sake brands
and jizake are both sake. Major sake
breweries improve techniques to pro-
duce sake while also supporting several
jizake brands. If major sake breweries
withdraw from the sake industry, jizake
brands will also decrease in numbers.
Therefore, would true sake fans not
enjoy both major sake brands and local
sake brands?m

*Hiyaoroshi is a seasonal style of
Japanese sake traditionally released
in the autumn.
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Sake Shochu Spirits Institute of America
NPOEA

KEE A E BT
Sake Shochu Spirits Institute

of America was founded with

the purpose to promote further
understanding of Japanese sake,
shochu and beer in a shared where
500 million people enjoy wine

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

Sake Shochu Spirits Institute of America

K EE B 2% B B 25 PR

The Taste of Japanese Sake

Sake aroma is difficult to describe in one phrase. However,
focusing one’s senses helps to detect the aroma of various plants and
food ingredients harmonized together. This issue introduces the below
aromas detected in sake.

Herbal and Spice Aromas

Cherry blossom leaves, thyme, lemon balm, clove, licorice,
green pepper, cinnamon, mint, juniper berries, caraway, laurel (bay)
leaves, estragon, French parsley, vanilla, nutmeg, green tea, rosemary,
eucalyptus, Japanese mugwort, ears of rice, matcha, basil, turmeric
and ginger.
Fruit Aromas

Lychee, melon, Chinese quince, apple, loquat, pear, banana, white
peach, yellow peach, persimmon, muscat, dried fig, muskmelon,
Yubari melon, dried banana, akebi, Asian pear (20th Century pear),
mango, mangosteen, grape, nectarine, red bayberries, lemon, apricot,
pineapple, sudachi, green apple, cherry, raspberry, strawberry, lime,
orange, grapefruit, green ume (plum), kiwi, plum and yuzu.
Grain Aromas

Dried ears of rice, glutinous rice flour, freshly-pound mochi,
sweet rice flour, adzuki beans, soy beans, rice, Kudzu starch gruel,
tofu, soba (buckwheat noodles), bracken-starch dumpling, genmai
(brown rice), sakura mochi (rice cake wrapped in preserved cherry
leaf), malt, sweet potato, sticky rice, Domyoji (Kansai-style sakura
mochi), tofu skin, corn flakes and steamed bread.
Wood Aromas

Green bamboo, bamboo, bamboo leaves, magnolia, new leaves,
Japanese cypress, maple, pine needles and pine.

10 November 2025 - www.alljapannews.com
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somtmtm The Challenge to Create

a New Japanese Food Culture
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By Atsushi Ashizawa

"""

The supermarket industry vs. e-commerce:

Strategies to generate peak sales

-The history of Little Tokyo: Where Japanese cuisine
originated in the U.S.-

A—=N\—T—yhER VS whiElk TE_L{F#;

—HARLANS 2 HiFDiH

he Japanese government is
I working with the private sector
to increase the export value of
Japanese agricultural and food products
to 5 trillion JPY by 2030. Some of
the parties involved are particularly
focused on the e-commerce industry.
Online shopping services outside of
Rakuten in Japan and Amazon in the
U.S. do not garner much attention.
Japanese food products are typically
purchased in Japanese, Asian, and
major U.S. grocery chains.
Meanwhile, e-commerce is
entering promising markets for the
future food industry. This latest
development is based on a trust-based
relationship built between online
retailers and their customers that is not,
or cannot, be built by the supermarket
industry. Online retailers will no doubt
confidently leverage their unique
strengths to develop new markets.
Consumers save time, expenses, and
gain other immeasurable benefits from
shopping online.

The history of online shopping
started in Little Tokyo, where Japanese
food culture originated in the U.S.
SENKA International Inc. launched a
shipping service to deliver fine U.S.
gifts to Japan, and vice versa, also
shipping Japanese gifts - such as sake,
tea, and sweets - from Japan to the U.S.,
a service still offered to date.

On the other hand, one competitor,
Oritz Gift Service, strategically sell
Japanese food products to families
in addition to gifts, offering both
a wide range and high volume of
merchandise - such as food products,
fishery products, Japanese and Western
sweets, Japanese rice, vegetables, etc.
— indicating a major transformation
from the conventional business model
that specialized in selling and shipping
gifts. In August, the e-commerce
industry endured a blow upon learning
that Overseas Courier Service Co., Ltd.
(OCS) had entered the e-commerce
market selling food products and 200
household products.

JRILERRODEESE—

Founded in 1662

A1 16624E

Bringing Taste and Health to Every Day.

EHIC, BoLX L%

Office 310-294-7026
Cell 310-344-4692

e-mail hfukazawa@miyasaka-usa.com
HP https://miko-brand.com/

Little Tokyo, where Japanese food
culture originated in the U.S., celebrates
55 years in business introducing
Japanese food and culture worldwide.
Japanese cuisine has since grown to
support the Japanese economy. I don’t
expect major supermarket chains,
major convenience store chains like
7-Eleven, the restaurant industry, and
major restaurant chains to stand on the
sidelines without enacting measures to
stay competitive. The battle to expand
services and increase consumption had
just begun.m
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Atsushi Ashizawa

Food Service coordinator opening of the first
ramen shop in the U.S. in Little Tokyo 1970.
Advisor to the ITTO sushi chain in Mexico in
1988. Participated as a director in Chiba Lotte
Marines Spring Camp 1995. Awarded a cer-
tificate from Russia Academy Hospitality and
the city of Saint Petersburg group in 2003.
Founded California Roll World in Los Angeles.
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Sake, Shochu & What's
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JAPANESE FOOD & RESTAURANT EXPO

Pouring Next

The formats, flavors, and trends shaping

Japanese liquors in the U.S.
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utual Trading’s 2025 Japanese Food & Restaurant
M Expo (JFRE) welcomed more than 4,000 attendees

across its two shows in New York on September
20 and Los Angeles on September 25, reaffirming its status
as the largest Japanese food and alcoholic beverage trade
event outside of Japan. Restaurant operators, chefs, bever-
age buyers, and suppliers gathered to explore the newest
products, connect directly with producers, and discover the
trends shaping the future of Japanese dining in the U.S.

In Los Angeles, this year’s theme Keiten Aishoku —
Honoring Tradition, Embracing Innovation set the stage
for an event that balanced heritage with progress. Exhib-
itors presented a wide spectrum of offerings, from iconic
producers with established portfolios to new launches that
highlighted innovation and adaptability. The result was a
showcase of Japanese liquors that continue to evolve while
staying true to their roots.

utual TradingE & @ 2025
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ake: From Classics to Cult Favorites

‘ S
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Sake took center stage with an expansive lineup ranging
from household names to rare and collectible bottles.
Leading breweries offered their signature Junmai, Ginjo, and
Daiginjo selections, giving buyers access to proven sellers
that anchor beverage programs across the country. Along-
side these core offerings, newer breweries introduced
inventive styles—sparkling sake, bottles brewed with black
or white koji,and unique yeast strains—demonstrating how
innovation continues to energize the category.

New York placed a spotlight on premium and boutique
producers, with limited-edition releases and high-end Junmai
Daiginjo attracting strong attention. Collectible bottles in
striking packaging and artisanal sakes from smaller regions
rounded out the presentation, offering operators fresh
stories to bring back to their customers. In Los Angeles,
established producers presented consistent, trusted port-
folios, reassuring operators seeking reliability and volume.
Together, the two
shows  underscored
the breadth of sake,
spanning tradition,
stability, and luxury to
discovery, experimen-
tation, and diversity.

ShichikenYama no  Kikusui
Kasumi Sparkling  Junmai Ginjo Original Yeast
region:Yamanashi  region: Niigata YX Edition

region: Kanagawa
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Kubota Manjyu Born Junsui Takara Hana Hakkaisan
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JFRE 2025
Report1 LE—F1

From classic breweries to new innovators, JFRE 2025 brought
sake and shochu to the forefront of industry conversation.

Yayoi Araroka Shochu
region: Kagoshima

Shirayuri Inui 44 Awamori
region: Okinawa

Shochu: A Showcase of Versatility
Bifit . 2R B ATHEE

Shochu offerings reflected the category’s adapt-
ability, bridging its heritage with new applications.
Exhibitors presented a wide range of classic imo, mugi,
and kome expressions, underscoring the craftsman-
ship and regional identity that define shochu. Alongside
these, new cocktail-friendly formats and flavored vari-
ations highlighted the spirit’s flexibility for modern bar
and restaurant programs. Shochu at JFRE highlighted
both its role as a traditional staple and its versatility as
a modern tool for beverage innovation.
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RTDs: Innovation in a Can
RTD:EHEADREOEH

Ready-to-drink  (RTD)
beverages  have  rapidly
become one of the most
dynamic growth segments
in the Japanese beverage
portfolio, and JFRE 2025 put
them in the spotlight. Exhib-
itors presented an array of
smaller-format and canned
products designed for conve-
nience, portability, and fresh
consumer appeal.

In Los Angeles, high-
lights included the Suntory
Maru-Hi Sparkling Cocktails, offered in Kiwi and Citrus

flavors, as well as Kikumasamune’s compact 180ml cans.

Just recently locking a sponsorship agreement, the newly
minted LA Dodgers-branded Hakkaisan Junmai Daiginjo
in cans provided a playful, collectible tie-in between sake
culture and American baseball. In New York, flavored
sake-based RTDs—including yuzu, matcha, and cock-

tail-inspired expressions—expanded the category'’s reach.

These offerings showed how RTDs can attract younger
demographics while adding variety to restaurant and
retail programs.
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eer: A Taste of Japanese Creativity

Japanese craft beer stood out for
its ability to merge traditional brewing
methods with unexpected flavors. Exhibi-
tors showcased brews featuring ingredients
such as sansho pepper, miso, and oyster,
alongside fruit-driven styles like yuzu, lychee,
and peach. These offerings illustrated how
Japanese brewers continue to distinguish
themselves from their U.S. counterparts
through flavor innovation and food-friendly
profiles.

In New York, breweries such as Agara
and Kyoto highlighted how craft beer can Miiirf\m
be positioned alongside cuisine, reinforcing  region:
marriage with food as a key selling point. VVakayama
Larger brands like Suntory Premium Malts
also commanded attention, with interstate buyers express-
ing enthusiasm for its introduction into new markets. The
beer lineup balanced reliable flagship products with the
energy of seasonal, regional, and experimental releases.

Spirits and Beyond

Agara Hyakumangoku
Lychee Ale SakuraAle

region: region:
Wakayama
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While sake, shochu, RTDs, and beer anchored the
category, other offerings added diversity to the liquor
lineup. Whisky-based highballs, sparkling sake sorbets, and
premium glassware for sake tasting provided unique expe-
riences and expanded the conversation around Japanese
drinks. These presentations reinforced the broader theme
of innovation while honoring craftsmanship, offering oper-
ators new ways to refresh their beverage programs.

Education also played a central role this year. The
Sake School of America booth drew in many profession-
als pursuing deeper knowledge of sake and shochu. More
members of the trade are recognizing that advanced train-
ing not only elevates service but also drives customer
satisfaction and, ultimately, sales growth. By connecting
education directly to business value, JFRE underscored
how knowledge is becoming just as essential as product
selection in shaping the future of Japanese beverages.
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Across both coasts, several
emerging product and service
formats stood out as especially

Sparkling Variations:
Yuzu, matcha, and fruit-driven sake
or beer, as well as high-end sparkling
sake, providing approachable entry
points and premium excitement.
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relevant for restaurant and bar
operators:
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Kimoto Glass Tokyo sake pairing presentation
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Glassware & BR&ILEYT—ar:
Presentation: BHEOBKRET ZRAOEH
Specialty sake glasses and premium E2§IX. HERABRER LT
vessels that elevate tasting and create L. B{KER(CH /=7 {4 h0 1
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added value in the dining experience.
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Canned Beverages:
Compact sake and RTDs in
cans or 180ml bottles that offer
convenience, lower commit-
ment, and consumer appeal.
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New York o
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Boston

Kiku-Masamune Suntor Nihonsakari IZUMI
Sparkling Nama MARU-HI SAKARI Yuzu Sakepolitan
region: Hyogo region: n/a region: Hyogo  region: Ontario, Canada

Craft &

Experimental Brews:
Ji-beers featuring unique Japanese
ingredients such as sansho, miso, and
oyster that differentiate from U.S.
craft beer.

Washington DC

Chicago (Yamasho) °
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Atlanta »

Bringing the Flavors of Japan
to the People of the World

Florida -«

Interactive Experiences:

Blind tastings, cocktail activa-
tions, and educational booths that
drive engagement and help opera-
tors tell a stronger product story.
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Lima (Super Nikkei)

@mutualtrading

Tokyo




From Niigata to Dodger Stadium:

Hakkaisan’s Sake Hits a Home Run
FEADBRI v —ARITLN:
NELULOBARED R DOER—LTY

hen a brewery rooted in the snowy mountains of Niigata finds itself pouring
W sake at one of America’s most iconic ballparks, the story transcends a single
event. The partnership between Hakkaisan and the Los Angeles Dodgers is
not only about a commemorative bottle or a glamorous launch party in Beverly Hills—

it signals a new stage for sake in the U.S. market. For restaurants, bars, and beverage
buyers, this collaboration illustrates how tradition can enter new channels, and how

consumer curiosity for sake is poised to expand beyond Japanese dining.

At the launch party, Hakkaisan’s leadership shared their perspectives on what this

milestone means for the future of sake.
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At the launch party, Hakkaisan’s
leadership shared their perspectives
on what this milestone means for the
future of sake.

Q: Seeing Niigata sake served at
Dodger Stadium, on the other side of
the world—what was that moment like?

Nagumo: It is deeply moving. To have
Hakkaisan enjoyed at Dodger Stadium
represents a proud step toward the goal
of making sake a global beverage.
Continuing to produce high-quality
sake for over a century has allowed
the brewery’s skills and sensibilities to
resonate far beyond Japan.

Q: What impact will this collaboration
have on the U.S. market?

Nagumo: The initiative is a significant
step in demonstrating new possibilities
for sake. In the U.S., sake consump-
tion remains very small—Iless than
1% of wine consumption, and under
0.2% of total alcohol volume. By intro-
ducing sake in sports and entertainment
venues, a broader audience can experi-
ence it for the first time. This expansion
of awareness creates momentum that
can carry into restaurants and bars
across the country.

The brewing team explained how
Hakkaisan’s style fits beyond sushi:

Q: Sake is often associated with
Japanese dining. How does Hakkaisan

fit into an environment like Dodger
Stadium, known for its diverse and
casual foods?

Nagumo: The goal has always been to
craft a light, balanced sake that comple-
ments food. That quality allows it to
pair not only with Japanese cuisine, but
also with burgers, skewers, BBQ, and
fried chicken. In a stadium environ-
ment where fans enjoy a wide variety
of foods, Hakkaisan integrates naturally
into the experience.

Q: What aspect of the brewing philos-
ophy makes Hakkaisan particularly
suited to these pairings?

Nagumo: The philosophy is to produce
a sake that enhances communication
at the table—refreshing, smooth, and

from left:

Hakkaisan Dodgers Special Edition CAN Junmai Daiginjo, Niigata 180ml #36324
Hakkaisan Doders Special Edition Junmai Daiginjo, Niigata 720ml #49666

never tiring to drink. This approach
creates a food-friendly profile that
works across cuisines and occasions.

From the sales side, the message
was clear:

Q: From a sales standpoint, what does
it mean for Hakkaisan to become the
official sake of the Dodgers?

Nagumo: The partnership demon-
strates that sake belongs anywhere. It
is not limited to Japanese restaurants,
but can be enjoyed in stadiums, bars, or
restaurants of any cuisine. The Dodgers
are known for iconic foods, and the
addition of Hakkaisan shows how
sake can stand beside them as another
classic option.

from left: Timothy Sullivan, Brand ambassador for Hakkaisan Sake / Masato Nagumo, President
& CEO of Hakkaisan Brewery Co., Ltd. EN'5 i 74 E>Y— - HUNVE N\ 7S5V RFYN\G5—/
BE BC (B £T&) R NBEERART ARIBRER
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Q: How should restaurant and bar
owners interpret this?

Nagumo: Many restaurant and bar
owners may still view sake as niche,
but this collaboration proves other-
wise.When consumers encounter
sake in a mainstream venue like
Dodger Stadium, they become more
open to ordering it elsewhere. This
creates opportunity for restaurants to
feature sake with confidence, knowing
curiosity is growing.

The Dodgers organization itself
echoed this view, noting that Japanese
players have long been central to the
team’s identity and cultural connec-
tions. Introducing sake, they said,
was a way to celebrate that heritage
while giving fans a new experience.
“Dodger Stadium is known for iconic
foods,” one representative remarked.
“Hakkaisan brings another classic—
balanced, food-friendly, and wellsuited
to the fan experience.”

From Niigata’s snowy mountains
to Los Angeles’ summer nights,
Hakkaisan’s journey demonstrates how
tradition can thrive when it enters new
spaces. For the foodservice industry,
the lesson is clear: sake is ready to
move beyond its traditional confines.
Restaurants and bars that embrace this
momentum can position themselves at
the forefront of a growing category—
bringing sake to more tables, pairing it
with more cuisines, and tapping into a
growing wave of consumer curiosity.
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Key Insights for Restaurants & Bars

- Mainstream Momentum: The Dodgers partnership highlights how sake can move beyond

niche placement into high-volume, mainstream settings, where first-time trial leads to

future demand.
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- Menu Versatility: Sake can be positioned as a flexible pairing option, suitable for menus that

feature comfort foods and casual American staples in addition to Japanese dishes.
- Brand Value: Carrying a brand associated with high-profile collaborations signals trend

awareness and provides restaurants with a conversation-starter that can drive beverage sales.
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NEWS / TRENDS

International Wine Challenge 2025 announced

the “Champion Sake” Award winner, the highest recognition
awarded in the Sake Category
A2 —=F23FIIN DA« FwL>2I2025D
SAKEZBRIICH TR ERE TFrEXY - 71 K

T he “International Wine
Challenge (IWC)” global
award ceremony was held in
London on September 9. “Champion
Sake,” the highest recognition awarded

in the Sake Category, was awarded to
“Shichiken Hakushu Junmai Daiginjo”

by Yamanashi Meiji Co., Ltd.

The Sake Category of the 19th
annual International Wine Challenge
(IWC) 2025 received 1,476 entries
from 387 sake breweries in five nations.
From the 1,476 sake entries, Gold
Prize and Trophy winners are selected
in each category, from which winners
are re-evaluated to select the winner of
“Champion Sake,” the highest recogni-
tion awarded in the Sake Category.

Also, sake entries with a domestic
retail price below 1,500 JPY (excluding
taxes) with high cost performance —
production volume of over 100,000
720 ml bottles - are recognized with the
“Great Value Sake” Award, from which
only one entry is awarded the “Great
Value Champion Sake.” In addition,
sake breweries with multiple entries
that each scored high are recognized as
the “Sake Brewer of the Year.”

Furthermore, since 2024, prefec-
tures that produced multiple breweries
with a high comprehensive score are
recognized as the “Sake Prefecture of
the Year.” The results for each category
are listed as follows.

&

Champion Sake
Shichiken Hakushu Junmai Daiginjo
Yamanashi Meijo Co., Ltd. (Yamanashi prefecture)
Great Value Champion Sake

Hanaakita
Hokushika Co., Ltd. (Akita prefecture)

Sake Brewer of the Year

Niizawa Sake Brewery Co., Ltd
(Miyagi prefecture)

Sake Prefecture of the Year
Miyagi prefecture

&

“Shichiken Hakushu Junmai
Daiginjo,” winner of the Champion
Sake, was described by judge as
“Delicate, pure, full-bodied flavor
balanced with a subtle sweet rice
flavor with fragrances of white peach

or underground spring water.”

Tsushima Kitahara, CEO of
Yamanashi Meiji Co., Ltd., winner of
the “Champion Sake” — the highest
recognition awarded in the Sake
Category — commented on his joyous
recognition. “I’m ecstatic and deeply
moved to receive this recognition.
Our next challenge is to familiarize
Japanese sake to be served with various
world cuisines alongside wine in
restaurants worldwide. I will continue
to devote myself to ensure we achieve

this next step.”

“Hanaakita” by
Hokushika Co., Ltd.
(Akita prefecture) was
awarded the “Great
Value Champion Sake”
for its superior cost
performance. “Sake Brewer of the
Year,” an award that recognizes sake
breweries with multiple entries that
each scored high, was awarded to
Niizawa Sake Brewery Co., Ltd.
(Miyazaki prefecture) for the fourth
consecutive year since 2022. A total
of 19 sake entries by Niizawa Sake
Brewery garnered Gold Awards in
IWC 2025. Also, Miyazaki prefecture
was awarded “Sake Prefecture of the
Year” that recognizes prefectures that
produced multiple breweries with a
high comprehensive score.m
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Champion Sake / Shichiken
Hakushu Junmai Daiginjo

Tsushima Kitahara, CEO of Yamanashi Meijo Co., Ltd.
(second from the right)

Sake Brewer of the Year / Niizawa Sake Brewer§/ Co., Ltd

© Yamanashi Meijo Co., Ltd.

© Miyagi Sake and Shochu Makers Association
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NEWS / TREN Ds Text courtesy from National Restaurant Association

How to protect cybersecurity at your restaurant
LA SUNCHBITZTAN—tFa) TR ERKDHE

better protect businesses
I O and customers from
cyber threats, utilizing
technical safeguards such as firewalls,
encryption, and multi-factor authenti-
cation can prevent hacker intrusions
and minimize damage in the event of
a breach. October is National Cyber-
security Month, and the National
Restaurant Association is aiming to
educate everyone about online threats
and promote tech-based best practices
to protect your business. Our goal is to
reduce risks and enhance cyber safety
and ensure that restaurants and their
employees are trained to recognize
and respond to potential cyberattacks.
Being prepared could minimize the
impact of such an event and prevent
cyber criminals from gaining access to
sensitive information that could hurt
your business and your customers.

3 tips to start with
Where can you start?
Here are three tips:

1. Implement strong cybersecurity
practices, like training staff to
handle phishing and data.

2. Secure your networks, and use
strong passwords and multi-factor
authentication on all accounts.

3. Regularly update your software
and implement PCI compliant
secure payment processing,
encrypt your sensitive data, and
regularly back up data to a secure
offsite location.

When training your employees,
make sure you focus on showing them
how to effectively manage cybersecu-
rity threats. They should know how to
recognize phishing emails, suspicious
calls, and malware threats. Also, limit
access to sensitive information and

systems based on job roles to prevent
unauthorized access. Be sure to review
access permissions periodically and
update user access levels—especially
when your employees change roles or
leave the company.

Employing technical safeguards

Using technical safeguards, such
as firewalls, encryption, multi-factor
authentication, and other controls,
can help prevent hackers from getting

Japanese Restaurant News

in and limit damage if they do, like
protect sensitive data from being
stolen or altered. The following
safeguards can reduce the chance of
costly breaches and keep your business
running smoothly:

Use strong passwords and MFA:
Enforce strong, unique passwords for
all accounts and enable multi-factor
authentication (MFA) for an extra
layer of security

Secure your Wi-Fi:
Separate your guest and internal
Wi-Fi networks and use strong
encryption (like WPA3) for both

Keep software updated:
Regularly update all software,
firmware, and security patches on
your systems to close vulnerabilities

Install firewalls and

antivirus software:
Deploy firewalls and antivirus soft-
ware to defend against malware and
other threats

Encrypt sensitive data:
Encrypt customer payment informa-
tion and other sensitive data to render
it unreadable if stolen

- Vol.34. No.324 17



Regularly back up data:
Schedule automatic backups of
critical data and store them offsite
or in secure cloud storage to protect
against ransomware attacks.

Vendor and system management

Vendors and technology systems
are often the hidden gateways into a
restaurant business’s data. Point-of-
sale terminals, delivery platforms,
loyalty apps, payment processors,
and even HVAC systems, may be
managed by outside providers. If
those vendors have weak security or
outdated software, cybercriminals can
exploit them to access your customer
payment data or business informa-
tion. Proactive vendor and system
management—screening suppliers for
security practices, enforcing contrac-
tual security standards, patching
and updating systems, and revoking
unused access—closes those gaps.
Doing this protects cardholder data,
keeps operations running, and helps
maintain customer trust and regulatory
compliance. Here are some protective
measures to employ:

Vet third-party vendors:
Ensure your vendors or third-party
services follow industry-standard
security practices

Secure POS systems:
Regularly update and secure your
point-of-sale (POS) terminals to
prevent data skimming and malware
infections

Monitor for suspicious activity:
Use security tools to monitor your
systems for unusual activity that
could indicate a cyberattack

Create an incident response plan

By creating a cybersecurity
incident response plan, you give your
restaurant a playbook to use if or when
something goes wrong. Even with
good security, breaches, ransomware,
or payment-card skimming can still

occur. Without a plan, every minute of

confusion increases damage, costs, and
loss of customer trust. Having a written,
tested plan means your staff knows
exactly who to call, what to do, how
to contain the problem, how to notify
customers or regulators, and how to
restore systems quickly. This minimizes
downtime, limits financial loss, keeps
you compliant with payment-card and
privacy rules, and shows customers that
you take their data seriously.m
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NEWS / TRENDS

Prime Minister Shigeru Ishiba delivering remarks at the reception

“Scallops, yellowtail (buri), and salmon roe served as an appetizer”

Japanese government officials and chefs

A “Taste of Japan: A Culinary Journey” Showcases Japanese
Cuisine in New York During UN High-level Week

BAERM7OE—>ary BERRICEDEZa—3— I THE

conjunction with the
In High-level Week of the
United Nations General
Assembly, a reception titled “Taste
of Japan: A Culinary Journey” was
held on September 23 at a restaurant
in Midtown East, New York City. The
event was organized by the Govern-
ment of Japan—specifically the
Ministry of Agriculture, Forestry and
Fisheries (MAFF), the Japan External
Trade Organization (JETRO), and the
Japan Food Product Overseas Promo-
tion Center (JFOODO).
Approximately 150 guests,
including food industry professionals
and U.S. government officials, attended
the reception, which served as an
opportunity to showcase and promote
the appeal of Japanese cuisine and food
products to a wider audience.
Prime Minister Shigeru Ishiba
and Parliamentary Vice-Minister for

Agriculture, Forestry and Fisheries
Sachiko Yamamoto also attended
the reception. In his remarks, Prime
Minister Ishiba highlighted the diversity
and richness of Japanese ingredients
and their growing popularity in the
United States. He emphasized the
need for agricultural policy reforms,
including the revitalization of farmland
and increased rice production.

Notably, he set forth an ambitious
goal to increase the number of
Japanese-style rice ball (onigiri)
shops worldwide tenfold, underlining
his commitment to bringing joy and
happiness to people around the world
through Japanese food products.

At the reception, renowned chefs
based in New York showcased creative
dishes using representative Japanese
export ingredients, including Hokkaido
scallops, yellowtail (buri), and Wagyu
beef. Participating chefs included

Chef Emma Bengtsson, Chef Shuichi
Kotani, owner of the soba restaurant
Uzuki and Japanese Cuisine Goodwill
Ambassadors, and Executive Chef
Hiroki Odo of the kaiseki restau-
rant Odo, also a Japanese Cuisine
Goodwill Ambassadors.

The event also featured Japanese
sake, with pairings designed to
highlight and promote the rich tradi-
tions and flavors of Japanese cuisine to
the attendees.m
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NEWS / TRENDS

from right:

Naoko Kamitani, Deputy Consul General, Consulate General of Japan in

Los Angeles
Masatoshi Ohata, President of Mutual Trading Co., Ltd.

Akira Kajita, Executive Director of JETRO of Los Angeles
Shinji Kugita, President of the Japanese Restaurant Association of America
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Mutual Trading Co., Inc. held
the “Japanese Food & Restaurant Expo”

-Keiten Aishoku, Honoring Tradition,
Embracing Innovation: Expanding

the Boundaries of Washoku-

HEES THFRRALAMSVIFRR) R
—HWRER. BRICEDEMETLENZROTEEE—

UNESCO as an intangible cultural heritage.

A survey that compares Japanese cuisine to
other world cuisines such as French and Chinese cuisines
previously recognized French, Italian, and Chinese
cuisine as the most popular cuisines worldwide now
recognize Japanese, Italian, and French cuisines as the
most popular cuisines worldwide. Although there was
a time when fusion cuisine that incorporates Japanese
culinary elements was popular, Japanese cuisine is no
doubt increasingly popular in the U.S.

Mutual Trading Company operates under the
company motto, “Bringing The Flavors of Japan to The
People of the World,” based on this long-established
advantage and developed the market based on the convic-
tion, “Japanese cuisine has endless possibility,” to expand
in the market for Japanese cuisine. Mutual Trading
Company held the 34th “Japanese Food & Restaurant
Expo” at the Pasadena Convention Center in Pasadena,
California on September 25.

Japanese food manufacturers, importers, wholesalers,
grocery store owners, restaurant chefs and owners, etc.,
attended the “Japanese Food & Restaurant Expo,” the
largest business-to-business (B2B) restaurant tradeshow

‘ ‘ ] apanese cuisine” was recently registered by

held by a single Japanese food whole-
saler in the U.S. market. Also, this
events are held every year in New York,
Los Angeles and in Honolulu.

The theme this time “balance”.
To preserve the traditions of washoku
while embracing innovation and
further expanding its appeal. The
growth of RTD and small-format sake
this spirit-modern expressions that
honor centuries-old brewing tradi-
tion while adapting to today’s lifestyle
trends. Washoku is more than cuisine-
it is harmony, hospitality, and cultural
connection, In today’s climate, integ-
rity and forward-thinking practices are
essential for ensuring Japanese food
culture not only endures but continues
to inspire future generations.

Masatoshi Ohata, President of
Mutual Trading Co., Ltd., commented,
“This expo has now reached its 34th
edition, with participation from 128



companies this year. I would like to
express my heartfelt gratitude to all
of you for your continued support.
Thankfully, the number of participants
has grown each year; however, as it
has become increasingly difficult to
conduct in-depth business discussions,
we have decided to focus not on the
number of visitors but on creating an
environment conducive to meaningful
meetings. Therefore, this time, we have
limited invitations to two representa-
tives per store.”

Ohata commented further on the
Japanese restaurant industry: “The
demand for Japanese food products in
the market is expanding. However, I'm
concerned that the impact of the Trump
tariffs on prices could lead to a decline
in consumer interest. Still, I believe
the market will continue to grow in the
medium to long term. While most food
products are subject to a 15% tariff,
stainless steel items face an additional
50% tariff, which, if reflected in prices,
would make them considerably more
expensive—so I expect there will be
some impact,”

Inside the venue, a showroom
exhibited restaurant appliances sold
by Mutual Trading, the popular
annual Ceramic Fair, and a booth by
premiere knifemaker Aoki-Hamono
Seisakusho Co., Ltd., representative

of Japan; while food booths exhibited
semi-processed and easy to prepare
food and soup products, condi-
ments, noodles, Miyazaki Wagyu
Beef, frozen food products, gluten-
free tofu, and fresh fish frozen at -60
degrees Celsius, etc. In the alcoholic
beverage hall, exhibitors from Japan
included sake breweries expanding
into the U.S. market, who displayed
over 100 alcoholic beverage selections
that included Junami Daiginjo, Ginjo,
Junmai, Barley Shochu, Sweet Potato
Shochu, Buckwheat Shochu, beer, and
premium wine from Japan, and distrib-
uted samples.

Naoko Kamitani, Deputy Consul
General, Consulate General of Japan
in Los Angeles, shared her aspirations:
“I was newly assigned to Los Angeles,
and this was my first time attending an
event related to Japanese cuisine. I felt
the energy of the participants eager to
further expand their businesses in this
region. As the Consulate General of
Japan in Los Angeles, we also aim to
actively promote Japanese cuisine as a
hub for its promotion, and we hope to
work together with both the public and
private sectors to further its spread.”

Akira Kajita, Executive Director
of Japan External Trade Organization
(JETRO) of Los Angeles, shared his

aspirations: “The Japanese govern-
ment had set a goal to increase the
export value of Japanese agricultural,
forestry, fishery and food products to
2 trillion JPY by 2025, and 5 trillion
JPY by 2030. The current export value
of these products is 1.5 trillion JPY,
so the set target is high. However, the
Japanese government is working with
local governments and Japanese food
entrepreneurs to exceed these goals.
The Japan Food Export Platform was
launched with Mutual Trading fulfilling
important roles as a council member,
for which we are grateful. The export
value of Japanese agricultural, forestry,
fishery and food products from Japan to
the U.S. reached 242.9 billion JPY in
2024. This year, the export value from
January to June reached 141.0 billion
JPY, an increase of 22.0% compared to
the same month of the previous year.
By nation, export sales from Japan to
the U.S. exceeded Hong Kong and
China. We continue to support Mutual
Trading lead the expansion of Japanese
food products.”

With the motto, “Bringing the
flavors of Japan to the People of the
World,” Mutual Trading expands
Japanese cuisine with the conviction
that “Japan has endless possibility to
expand” in an effort to develop the
market in the future.m
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Sushi & Sake
Festival

November 2, 2025, Sunday
[L1:00am - 5:00pm

Big Tuna filleting Show
Koshin Taiko
And more..

Doublelree By Hilton Los Angeles Downtown
120 S. Los Angeles, Los Angeles, CA 90012

. Japanese Restaurant
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Expanding Sake Sales *Ej( H lefﬁ H"Jfﬁ% ........................................ P28

From Niigata to Dodger Stadium: Hakkaisan’s Sake Hits a Home Run

R EESIKG N\ BUREHELZET ... P32

What is the role of rice malt necessary for sake production?
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Oh'my Pasta
1 1 i /
Let's learn about sake! LR Pour, Dip and Cook. Spice it up!
it -"r T F
Sake Spectator & | e 2ioL.s
Available on Amazon com MIYAKO ORIENTAL FOODS INC. customerservice@coldmountainmiso.com Tel. 626-962-9633




product availability may vary by regions
Please drink responsibly. ©2025 by Mutual Trading Co., Inc.
Legendary  Finesse = Award Winning PN

mtcsake.com SAKE SHOCHU WINE CRAFTBEER SPIRITS 'w2:5 MUTUAL TRADING

S



Find Us
@Los Ange‘e
Japanese sake

Sho Chlku Bal

e Meetup *245.“

GEKKEIKAN SAKE
KYOTO SINCE 1637

VML
SAKE

SOMMELIER
CLUB

Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier

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

Katsuya Group

Owner “SAKAYANYC

MASTER

SAKE
SOMMELIER

IAR—~

SHYLY L

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.

Expanding Sake Sales

ecently in the U.S., wine
discount stores like BevMo
nd Total Wine and More,

etc., are prosperous. Also, rural areas
have local large liquor stores that sell
various alcoholic beverages (tequila,
ji-beer (local craft beers), champagne,
whiskey, etc.) in addition to wine. When
I went to Las Vegas last week, I stopped
by the largest local liquor chain store,
where I was surprised to see the very
limited selections of Japanese sake.
With various foreign tequilas, wines,
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and ji-beer lining the shelves, why were
there so little selections of Japanese
sake offered? Also, the few selections
available were without tages and lost in
the “Asian” alcoholic section.

With the current Sake Tour
indicating high public interest in
Japanese sake and shochu, it’s disap-
pointing to see so few outlets offering
the products. The question I’'m most
often asked is, “This sake is delicious.
Where can I buy it?”” However, as of
yet, the only answer I can provide is
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our restaurant. [’'m also surprised to
see customers who wish to purchase
by the bottle.

Over ninety-percent of Japanese
sake and shochu consumption
takes place at Japanese restaurants.
However, as long as this is the case,
the market will not expand. Japan-
affiliated markets are available only in
some major cities. To have Americans
consume sake and shochu “at home,”
it is necessary for these products to be
distributed more and more to specialty
liquor stores and their staff trained.m

BiEE,
BBARHNBABENEERE
AR BAE R RMmRIER I E
E—f#, BAITBEAEER. BR™®
BRAZERETFE, BT EEH
NEREHEE", e REM BEY
HrETESNERAE,



§\Raise a Glass This World Vegan Day /ﬂ
To Certified Vegan Sake from Nanbu Bijjin and Plant-Based Innovation

Japanese Cuisine Reimagined for Today’s Conscious Diners

PLANT

BASED
FOOD

from left:

FROZEN MYK PLANT BASED GYOZA
FROZEN PLANT-BASED SOY KARAAGE

W7 Certified Vegan Item

10/17.90z(30pc)
5/28.20z

FROZEN KANETETSU FISH FREE KANIKAMA 10/17.60z(5009)
MATCHA GREEN MAMENORISAN

'W MATCHA GREEN
SOY KARAAGE MAMENORISAN

#72959
#71579
#47017

6/10/1.80z(20pc) #64045

7 November 1st

WORLD VEGAN DAY

NANBU BUJIN
The World’s First Certified Vegan Sake

from Iwate, Japan
from left:
NANBU BUIN AWA SPARKLING JUNMAI GINJO  #470 CERTIFIED
NANBU BUIN TOKUBETSU JUNMAI #8570
NANBU BUIN DAIGINJO #8540 VEGAN
NANBU BUIN SHINPAKU JUNMAI DAIGINJO #5119
SAKE
Distributed by 4= product availabilit b i
y may vary by regions
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Refreshing Flavor and
Umami from
For Sushi Rolls, Fish, and Meat Dishes
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chicken with
yuzu miso glaze

Made by

MIYAKO ORIENTAL FOODS INC.
Baldwin Park, CA 91706 USA Tel. 626-962-9633
cus’romerserwce@coldmounta|nm|so com
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The formats, flavors, and trends shaping

Japanese liquors in the U.S.
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utual Trading’s 2025 Japanese Food & Restaurant
M Expo (JFRE) welcomed more than 4,000 attendees

across its two shows in New York on September
20 and Los Angeles on September 25, reaffirming its status
as the largest Japanese food and alcoholic beverage trade
event outside of Japan. Restaurant operators, chefs, bever-
age buyers, and suppliers gathered to explore the newest
products, connect directly with producers, and discover the
trends shaping the future of Japanese dining in the U.S.

In Los Angeles, this year’s theme Keiten Aishoku —
Honoring Tradition, Embracing Innovation set the stage
for an event that balanced heritage with progress. Exhib-
itors presented a wide spectrum of offerings, from iconic
producers with established portfolios to new launches that
highlighted innovation and adaptability. The result was a
showcase of Japanese liquors that continue to evolve while
staying true to their roots.

Mutual Trading (HXEIEZA
B) EH2025B A B R BB
e g (JFRE) > 251598208
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Sake: From Classics to Cult Favorites

4
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Sake took center stage with an expansive lineup ranging
from household names to rare and collectible bottles.
Leading breweries offered their signature Junmai, Ginjo, and
Daiginjo selections, giving buyers access to proven sellers
that anchor beverage programs across the country. Along-
side these core offerings, newer breweries introduced
inventive styles—sparkling sake, bottles brewed with black
or white koji, and unique yeast strains—demonstrating how
innovation continues to energize the category.

New York placed a spotlight on premium and boutique
producers, with limited-edition releases and high-end Junmai
Daiginjo attracting strong attention. Collectible bottles in
striking packaging and artisanal sakes from smaller regions
rounded out the presentation, offering operators fresh
stories to bring back to their customers. In Los Angeles,
established producers
presented consistent,
trusted portfolios,
reassuring operators
seeking reliability and
volume. Together, the
two shows under-
scored the breadth
of sake, spanning
tradition, stability, and
luxury to discovery,
experimentation, and
diversity.

Kikusui
Junmai Ginjo
region: Niigata

Shichiken Yama no
Kasumi Sparkling

region: Yamanashi

Original Yeast
¥X Edition

region: Kanagawa

Los Angeles HQ * San Diego °
6
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Kubota Manjyu Born Junsui Takara Hana Hakkaisan
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Junmai Daiginjo  Junmai Daiginjo  Tokubetsu Junmai
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Junmai Daiginjo
region: Fukui

Fuji Apple
region:
Berkeley, CA

Seattle Phoenix Dallas
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From classic breweries to new innovators, JFRE 2025 brought
sake and shochu to the forefront of industry conversation.

Yayoi Araroka Shochu
region: Kagoshima

Shirayuri Inui 44 Awamori
region: Okinawa

Shochu: A Showcase of Versatility
R SERMERRE

Shochu offerings reflected the category’s adapt-
ability, bridging its heritage with new applications.
Exhibitors presented a wide range of classic imo, mugi,
and kome expressions, underscoring the craftsman-
ship and regional identity that define shochu.Alongside
these, new cocktail-friendly formats and flavored vari-
ations highlighted the spirit’s flexibility for modern bar
and restaurant programs. Shochu at JFRE highlighted
both its role as a traditional staple and its versatility as
a modern tool for beverage innovation.
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RTDs: Innovation in a Can
RTD (BNER;E) : SR E S

Ready-to-drink
(RTD) beverages have
rapidly become one
of the most dynamic
growth segments in the
Japanese beverage port-
folio, and JFRE 2025 put
them in the spotlight.
Exhibitors presented an
array of smaller-format
and canned products
designed for conve-
nience, portability, and
fresh consumer appeal.

In Los Angeles,
highlights included the
Suntory Maru-Hi Sparkling Cocktails, offered in Kiwi
and Citrus flavors, as well as Kikumasamune’s compact
180ml cans. Just recently locking a sponsorship agree-
ment, the newly minted LA Dodgers-branded Hakkaisan
Junmai Daiginjo in cans provided a playful, collectible tie-in
between sake culture and American baseball. In New York,
flavored sake-based RTDs—including yuzu, matcha, and
cocktail-inspired expressions—expanded the category’s
reach. These offerings showed how RTDs can attract
younger demographics while adding variety to restaurant
and retail programs.

BDgxA (RTD, Ready-to-Drink) BX B HRIEM A B2
EEREERRNBEZ — MJIFRE 202575 B2 #
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Ji-Beer: A Taste of Japanese Creativity
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Japanese craft beer stood out for
its ability to merge traditional brewing
methods with unexpected flavors. Exhibi-
tors showcased brews featuring ingredients
such as sansho pepper, miso, and oyster,
alongside fruit-driven styles like yuzu, lychee,
and peach. These offerings illustrated how
Japanese brewers continue to distinguish
themselves from their U.S. counterparts
through flavor innovation and food-friendly
profiles.

In New York, breweries such as Agara
and Kyoto highlighted how craft beer can Mﬁg?\rz\le
be positioned alongside cuisine, reinforcing region:
marriage with food as a key selling point. Wakayama
Larger brands like Suntory Premium Malts
also commanded attention, with interstate buyers express-
ing enthusiasm for its introduction into new markets. The
beer lineup balanced reliable flagship products with the
energy of seasonal, regional, and experimental releases.

Spirits and Beyond
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Lychee Ale  Sakura Ale

region: region:
Wakayama Kanazawa
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While sake, shochu, RTDs, and beer anchored the
category, other offerings added diversity to the liquor
lineup. Whisky-based highballs, sparkling sake sorbets, and
premium glassware for sake tasting provided unique expe-
riences and expanded the conversation around Japanese
drinks. These presentations reinforced the broader theme
of innovation while honoring craftsmanship, offering oper-
ators new ways to refresh their beverage programs.

Education also played a central role this year. The
Sake School of America booth drew in many profession-
als pursuing deeper knowledge of sake and shochu. More
members of the trade are recognizing that advanced train-
ing not only elevates service but also drives customer
satisfaction and, ultimately, sales growth. By connecting
education directly to business value, JFRE underscored
how knowledge is becoming just as essential as product
selection in shaping the future of Japanese beverages.
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Formats to Watch
HIERAFINRKRER

Across both coasts, several
emerging product and service
formats stood out as especially
relevant for restaurant and bar
operators:

MEmtEE U THEER
HRBEAFINESERRARE
MRS E R

Flavored &

Small-Format &
Canned Beverages:
Compact sake and RTDs in

Sparkling Variations:
Yuzu, matcha, and fruit-driven sake
or beer, as well as high-end sparkling
sake, providing approachable entry
points and premium excitement.
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©KaoriSuzuki ©KaoriSuzuki
Kimoto Glass Tokyo sake pairing presentation
Glassware & B E IR
Presentation: BB BRT N RER
Specialty sake glasses and premium 5 HEESIR T @EREER
vessels that elevate tasting and create BIEZ &M INEE

added value in the dining experience.

Interactive Experiences:

Kiku-Masamune Suntor Nihonsakari IZUMI . . . .
cans or. 180ml bottles that offfar Seribg e MARU-HI SAKARI Yuzu SHiepsfion . Blind tastlngs, cocktail activa-
convenience, lower commit- region: Hyogo region: nfa region: Hyogo  region: Ontario, Canada tions, and educational booths that

drive engagement and help opera-
tors tell a stronger product story.
HEpRRERG st

BECHE SBEE B EHE R 58
BESHER MK EEBT LA
hE MR

ment, and consumer appeal.
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Craft &

Experimental Brews:
Ji-beers featuring unique Japanese
ingredients such as sansho, miso, and
oyster that differentiate from U.S.
craft beer.
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From Niigata to Dodger Stadium:
Hakkaisan’s Sake Hits a Home Run

R EE S Bk

NglUFEELZET

hen a brewery rooted in the snowy mountains of Niigata finds itself pouring
W sake at one of America’s most iconic ballparks, the story transcends a single
event. The partnership between Hakkaisan and the Los Angeles Dodgers is
not only about a commemorative bottle or a glamorous launch party in Beverly Hills—

it signals a new stage for sake in the U.S. market. For restaurants, bars, and beverage
buyers, this collaboration illustrates how tradition can enter new channels, and how

consumer curiosity for sake is poised to expand beyond Japanese dining.

At the launch party, Hakkaisan’s leadership shared their perspectives on what this

milestone means for the future of sake.
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At the launch party, Hakkaisan’s
leadership shared their perspectives
on what this milestone means for the
future of sake.

Q: Seeing Niigata sake served at
Dodger Stadium, on the other side of
the world—what was that moment like?

Nagumo: It is deeply moving. To have
Hakkaisan enjoyed at Dodger Stadium
represents a proud step toward the goal
of making sake a global beverage.
Continuing to produce high-quality
sake for over a century has allowed
the brewery’s skills and sensibilities to
resonate far beyond Japan.

Q: What impact will this collaboration
have on the U.S. market?

Nagumo: The initiative is a significant
step in demonstrating new possibilities
for sake. In the U.S., sake consump-
tion remains very small—Iless than
1% of wine consumption, and under
0.2% of total alcohol volume. By intro-
ducing sake in sports and entertainment
venues, a broader audience can experi-
ence it for the first time. This expansion
of awareness creates momentum that
can carry into restaurants and bars
across the country.

The brewing team explained how
Hakkaisan’s style fits beyond sushi:

Q: Sake is often associated with
Japanese dining. How does Hakkaisan

fit into an environment like Dodger
Stadium, known for its diverse and
casual foods?

Nagumo: The goal has always been to
craft a light, balanced sake that comple-
ments food. That quality allows it to
pair not only with Japanese cuisine, but
also with burgers, skewers, BBQ, and
fried chicken. In a stadium environ-
ment where fans enjoy a wide variety
of foods, Hakkaisan integrates naturally
into the experience.

Q: What aspect of the brewing philos-
ophy makes Hakkaisan particularly
suited to these pairings?

Nagumo: The philosophy is to produce
a sake that enhances communication
at the table—refreshing, smooth, and

from left:

Hakkaisan Dodgers Special Edition CAN Junmai Daiginjo, Niigata 180ml #36324
Hakkaisan Doders Special Edition Junmai Daiginjo, Niigata 720ml #49666

never tiring to drink. This approach
creates a food-friendly profile that
works across cuisines and occasions.

From the sales side, the message
was clear:

Q: From a sales standpoint, what does
it mean for Hakkaisan to become the
official sake of the Dodgers?

Nagumo: The partnership demon-
strates that sake belongs anywhere. It
is not limited to Japanese restaurants,
but can be enjoyed in stadiums, bars, or
restaurants of any cuisine. The Dodgers
are known for iconic foods, and the
addition of Hakkaisan shows how
sake can stand beside them as another
classic option.

from left: Timothy Sullivan, Brand ambassador for Hakkaisan Sake / Masato Nagumo, President

& CEO of Hakkaisan Brewery Co., Ltd.
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Q: How should restaurant and bar
owners interpret this?

Nagumo: Many restaurant and bar
owners may still view sake as niche,
but this collaboration proves other-
wise.When consumers encounter
sake in a mainstream venue like
Dodger Stadium, they become more
open to ordering it elsewhere. This
creates opportunity for restaurants to
feature sake with confidence, knowing
curiosity is growing.

The Dodgers organization itself
echoed this view, noting that Japanese
players have long been central to the
team’s identity and cultural connec-
tions. Introducing sake, they said,
was a way to celebrate that heritage
while giving fans a new experience.
“Dodger Stadium is known for iconic
foods,” one representative remarked.
“Hakkaisan brings another classic—
balanced, food-friendly, and wellsuited
to the fan experience.”

From Niigata’s snowy mountains
to Los Angeles’ summer nights,
Hakkaisan’s journey demonstrates how
tradition can thrive when it enters new
spaces. For the foodservice industry,
the lesson is clear: sake is ready to
move beyond its traditional confines.
Restaurants and bars that embrace this
momentum can position themselves at
the forefront of a growing category—
bringing sake to more tables, pairing it
with more cuisines, and tapping into a
growing wave of consumer curiosity.
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Key Insights for Restaurants & Bars

- Mainstream Momentum: The Dodgers partnership highlights how sake can move beyond

niche placement into high-volume, mainstream settings, where first-time trial leads to

future demand.
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- Menu Versatility: Sake can be positioned as a flexible pairing option, suitable for menus that

feature comfort foods and casual American staples in addition to Japanese dishes.
- Brand Value: Carrying a brand associated with high-profile collaborations signals trend

awareness and provides restaurants with a conversation-starter that can drive beverage sales.
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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, Iwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association

Collaborative yogurt sake

BN ERENS(F

robiotic food and beverage
products are widely popular not
just in Japan, but worldwide.
Although many yogurt products are
manufactured and sold in Iwate prefec-
ture, one especially renowned and
widely popular product is “Iwaizumi
Yoghurt,” also renowned as the favorite
yogurt brand of Shohei Ohtani, desig-
nated pitcher and hitter for the Los
Angeles Dodgers, born and raised in
Iwate prefecture.
The town of Iwaizumi, where
Iwaizumi Yoghurt is based; is next
to Ninohe city, where sake brewery

Nambu Bijin is based.

I was in talks with the President
of Iwaizumi Yoghurt and collaborated
with him to jointly produce a product.

This product is sake made from
Iwaizumi Yoghurt, the first collabora-
tive sake product between Nambu Bijin
and Iwaizumi Yoghurt.

The alcohol content is 5% and quite
easy to drink while maximizing the
fresh, subtle flavor of Iwaizumi Yoghurt.

The only roadblock to release this
sake was the “Best Before Date.”

Iwaizumi Yoghurt has an estab-
lished sales network worldwide, all

“shipped refrigerated” with “controlled
refrigeration” to thoroughly manage
their inventory.

Sake basically has no best by
date, while Iwaizumi Yoghurt does not
use any preservatives, thus limited in
shelf life.

This challenge was resolved
when Nambu Bijin first pioneered the
technique of flash-frozen sake. All sake
using Iwaizumi Yoghurt is flash-frozen
and sold frozen.

When visiting Japan, please try this
sake "Yoghourt Liqueur" that is readily
available through online outlets.m

mER—EEERMME
ko RMEEAA ERER
MIFREZEL-
TEFHRUAFSHRINEE
HE HPUTERBHIRAN%
MEARES -
ERBINERAEEZENEZER
BABERCHRETER - LBEEF
ARSI TEFRESHNEN B/
thER AR
ERBENPAEMEREEM S
ERRmEENBEMRAEM_FT
RERME -

34 November 2025 - www.alljapannews.com

BPUAM—ENERENNHER
BB EREFELTEFEMR

EREme T EREEYE)
B/ EEMEARSREHERE
FEENEM

BEREEHEAS% FEZN &
AREFRBTERBIHEBEMERN
R ik o

TRELHAHEBEHLEET —
1B e 8 o

MU REHINHEE- SR
BRI EREERZE eV
FABEFEERTEKRB CEMAE"

BYUSRRETE AR

AFBEEREZRBREMN
mEERBENDXAERHES > Rt
REHFRe

EEME RREEEEILEA
BRERERY B RA” R MTE U
fRRAEY

ERBIVAEZEBRABRE S
B9 R IR I LS R AR R E 1T 8
o

MRERERE B A EREA
NERLBERE EBEARES —
!



Sushi & Sake
Festival

November 2, 2025, Sunday
[L1:00am - 5:00pm

Big Tuna Filleting Show
Koshin Taiko
And more..

sgn DoubleTree By Hilton Los Angeles Downtown
IIEI‘ persnn 120 S. Los Angeles, Los Angeles, CA 90012
Buy your ticket
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ice malt in broad terms is fila-
R mentous fungi (molds) grown
on grains, roughly divided by
shape into mochi koji (rice cake) and

bara koji (rice malt). Mochi koji is pre-
pared by adding water to powdered
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

™
© I’L INTERNATIONAL INC

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

What is the role of rice malt necessary for sake

production?
SHAERARMHE

grain (flour, etc.), kneaded into brick
shapes or dumplings and hardened with
rhizopus grown on it, widely used from
China to Southeast Asia. This same
koji is used in Chinese cooking wine,
Shaoxing jiu. On the other hand, bara
koji is prepared from koji mold (yeast
cells) grown on steamed rice, etc., also
referred to as koji preparation. Bara
koji is a technique unique to Japan used
to produce not only sake, but also miso
and soy sauce.

Seven types of koji mold are used
in the Japanese brewing industry,
largely divided into yellow koji mold,
black koji mold, and white koji mold.
Yellow koji mold (asperigillus oryzae)
with yellow-green spores are used
to produce sake, the most represen-
tative of the koji mold. Black koji
mold with blackish-brown spores
are used to produce the Okinawan
shochu “Awamori.” This mold gener-
ates significant amounts of citric acid,
maintaining the fermentation-mash
in an acidic state, thus inhibiting the
growth of putrefactive bacteria and
safely enabling the fermentation of
moromi (fermented mash), even in
warm weather. White koji mold with
white spores (mutant species of black
koji mold) is used to produce shochu in
Kyushu prefecture, etc.

The most important factor in sake
production is said to be rice malt, the
second is the yeast starter, and the third
is the production method with the fol-
lowing functions:

1. The enzyme contained in koji con-
verts rice starch into glucose.
2. Vitamins and various nutrients are

£ SMV:3
ESMV:+2 i SMV:+2 i Polishing Rate: 50%
i Polishing Rate: 70% i Polishing Rate: 70% i (Yamadanishiki)
Hakushika Kuromatsu Ozeki Rai Souke Ozakaya
Fresh & Light Junmai Junmai Junmai Daiginjo

Tatsuuma-Honke Brewing (Hyogo)

0zeki Corporation (Hyogo)

0zeki Corporation (Hyogo)

ZORBRBRAMEMEES DEBSNLTVET,
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supplied to the yeast to advance the
growth of yeast.

3. Various components metabolized
form the koji directly and indirectly
contribute to the sake aroma.

Sake contains alcohol from yeast
fermenting the alcohol. However,
alcohol cannot ferment if yeast is still
starch, thus the starch must be broken
down for saccharification. There-
fore, 1. Koji plays the most important
function, however, yellow koji mold
generates abundant enzymes to break
down starch such as amylase, etc.
However, this enzyme if raw is not
effective on the starch, thus the rice
must be steamed to convert the starch
into o. Further, some yellow koji mold
can break down protein and generate
significant amounts of enzymes (pro-
tease, etc.) that breaks down protein
into amino acids. Yellow koji mold is
used to produce miso and soy sauce.
Since ancient times, suitable koji mold
is used to produce sake, miso, and
SOy sauce.m
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Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyoko)
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Hakutsuru Shoune
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)
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Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Nihonsakari Tasting Event

=k 32
In the Japanese sake industry,

“Hiyaoroshi” and other

events are held this time
of the year*. Our sake shop hosted a
tasting event for Nihonsakari Co., Ltd.,
a major Japanese sake brewery. Major
sake breweries produce sake year-
round; thus sake is often not recognized
to be seasonal.

However, this tasting event
was organized to determine if sake
enjoyed in the fall is different in flavor
and ambience.

Founded in 1889, Nihonsakari not
only brews sake, but also manufactures
cosmetic products just as popular as
their sake products. Five different types
of sake products were brought to this
tasting event for sampling: “Souhana
Junmai Ginjo” by the official purveyor
to the Imperial Household, “Junmai
Daiginjo Draft,” rumored to have
won a blind tasting against a popular
sake brand from Yamaguchi prefec-
ture; “JAPAN Soda,” widely available
in convenience stores and supermar-
kets; crispy, dry, and refreshing “Fresh
Namachozo Sake” (once-pasteurized
sake stored unpasteurized to preserve
its fresh flavor), and “Jurakudai Junmai
Autumn” by Sasaki Sake Brewery in
Kyoto prefecture, for whom Nihon-
sakari Co., Ltd. operates as a sales
agency. Guests purchased samples
with tickets for 200 JPY per glass and
a set of 5 tickets for approximately
45 ml of sake. Guests expressed their
desire to pair Souhana - its balanced
flavor is the selling point — with food
or enjoy as hot sake. Both the price

and quality of Junmai Daiginjo Draft
wowed guests upon learning a major
sake producer offers such exquisite,
reasonably priced sake. JAPAN Soda
is sweet and fizzy, atypical of sake and
easy to drink, thus easy to drink too
much, one guest commented. Fresh
Namachozo Sake is most suitable to
be served in local sushi restaurants or
tempura restaurants, many guests com-
mented. Guests were surprised to learn
that Sasaki Sake Brewery, producer of
premium sake brand Jurakudai, is also
the childhood home of famous Japanese
actor Kuranosuke Sasaki. Flavor-wise,
many guests commented that Juraku-
dai is refreshing, suitable for pairing
with various fall fishes. There’s a
reason we’re serving sake brands by
major sake breweries in recent tasting
events. Sake fans who enjoy major sake
brands also enjoy jizake (local sake),
while jizake fans tend not to enjoy sake
brands by major breweries, convinced
that major sake brands are not delicious

Ryuji Takahashi
Regional Sake Specialty Store “Ji Sakeya” Owner,

Master Sake Sommelier, Shuto-Meijin, and the
charismatic guru of ordinary sake.

Plans and manages events and seminars with his
own unique flare to introduce the appeal of Jap-

anese sake and cuisine, unaffected by the latest
trends, while managing a jizake retail store.

- a biased opinion based on their lack
of understanding. In fact, many guests
were moved by the delicious flavors
of major sake brands during this tast-
ing event. Major sake brands and jizake
are both sake. Major sake breweries
improve techniques to produce sake
while also supporting several jizake
brands. If major sake breweries with-
draw from the sake industry, jizake
brands will also decrease in numbers.
Therefore, would true sake fans not
enjoy both major sake brands and local
sake brands?m

*Hiyaoroshi is a seasonal style of
Japanese sake traditionally released
in the autumn.
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SAKE
SOMMELIER
CLUB

Master Sake Sommelier

Info

Sake Shochu Spirits
Institute of America
(213) 680-0011

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

Yuji Matsumoto
Master Sake Sommelier

Ami Nakanishi

Master Sake Sommelier

Toshio Ueno

Master Sake Sommelier Master Sake Sommelier

Atsuko Glick Yoshihide Murakami

Master Sake Sommelier

JAPAN

David Kudo

Master Sake Sommelier

Ryuji Takahashi

Master Sake Sommelier

Beverage Manager Vice President Vice President Manager

Sake School of America

info@sakeschoolofamerica.com

Sake School of America New York Mutual Trading

Liquor Manager President, All Japan News OwnerJi - sakeya”
JFCInternational Inc. Shuto-Meijin

ymurakami@jfc.com

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

Sake Shochu Spirits Institute of America
NPOEA

KEE A E BT
Sake Shochu Spirits Institute

of America was founded with

the purpose to promote further
understanding of Japanese sake,
shochu and beer in a shared where
500 million people enjoy wine

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

Sake Shochu Spirits Institute of America

e SEME CA PR

The Taste of Japanese Sake

Sake aroma is difficult to describe in one phrase. However,
focusing one’s senses helps to detect the aroma of various plants and
food ingredients harmonized together. This issue introduces the below
aromas detected in sake.

Herbal and Spice Aromas

Cherry blossom leaves, thyme, lemon balm, clove, licorice,
green pepper, cinnamon, mint, juniper berries, caraway, laurel (bay)
leaves, estragon, French parsley, vanilla, nutmeg, green tea, rosemary,
eucalyptus, Japanese mugwort, ears of rice, matcha, basil, turmeric
and ginger.
Fruit Aromas

Lychee, melon, Chinese quince, apple, loquat, pear, banana, white
peach, yellow peach, persimmon, muscat, dried fig, muskmelon,
Yubari melon, dried banana, akebi, Asian pear (20th Century pear),
mango, mangosteen, grape, nectarine, red bayberries, lemon, apricot,
pineapple, sudachi, green apple, cherry, raspberry, strawberry, lime,
orange, grapefruit, green ume (plum), kiwi, plum and yuzu.
Grain Aromas

Dried ears of rice, glutinous rice flour, freshly-pound mochi,
sweet rice flour, adzuki beans, soy beans, rice, Kudzu starch gruel,
tofu, soba (buckwheat noodles), bracken-starch dumpling, genmai
(brown rice), sakura mochi (rice cake wrapped in preserved cherry
leaf), malt, sweet potato, sticky rice, Domyoji (Kansai-style sakura
mochi), tofu skin, corn flakes and steamed bread.
Wood Aromas

Green bamboo, bamboo, bamboo leaves, magnolia, new leaves,
Japanese cypress, maple, pine needles and pine.
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ifichikao
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iichiko.com

California Sake Challenge Collaborative yogurt sake
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Tokyo Jizake Strolling / Nihonsakari Tasting Event
EIXFEM/UEYE 2

Oh'my Pasta

Let's learn about sake! Pour, Dip and Cook. Spice it up!

Sake Spectator 2

Available on Amazon.com
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MIYAKO ORIENTAL FOODS INC. customerservice@coldmountainmiso.com Tel. 626-962-9633




Find Us

Angeles
?aL‘;)a?nese sake Meetup

Sho Chiku Bai
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GEKKEIKAN SAKE
KYOTO SINCE 1637

KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
\)
L4 i
CL U B Bon Yagi Katsuya Uechi Rick Smith & Beau Timken Kats Miyazato
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho

) TiCGROVUPV ) Crharirmranr o Owner “True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC

MASTER

SAKE
SOMMELIER

IAR—~
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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.

Expanding Sake Sales

Recently in the U.S., wine discount
stores like BevMo and Total Wine
and More, etc., are prosperous. Also,
rural areas have local large liquor stores
that sell various alcoholic beverages
(tequila, ji-beer (local craft beers),
champagne, whiskey, etc.) in addition
to wine. When I went to Las Vegas
last week, I stopped by the largest
local liquor chain store, where I was
surprised to see the very limited selec-
tions of Japanese sake. With various
foreign tequilas, wines, and ji-beer
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lining the shelves, why were there
so little selections of Japanese sake
offered? Also, the few selections avail-
able were without tages and lost in the
“Asian” alcoholic section.

With the current Sake Tour
indicating high public interest in
Japanese sake and shochu, it’s disap-
pointing to see so few outlets offering
the products. The question I’'m most
often asked is, “This sake is delicious.
Where can I buy it?”” However, as of
yet, the only answer I can provide is
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our restaurant. [’'m also surprised to
see customers who wish to purchase
by the bottle.

Over ninety-percent of Japanese
sake and shochu consumption
takes place at Japanese restaurants.
However, as long as this is the case,
the market will not expand. Japan-
affiliated markets are available only in
some major cities. To have Americans
consume sake and shochu “at home,”
it is necessary for these products to be
distributed more and more to specialty
liquor stores and their staff trained.m
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SAKE SOMMELIER CLUBRD

Chizuko Alice Hama
Niikawa-Helto Certified Wine & Sake
Sake Sommelier Sommelier
VSalr(e Sqmqm( o
Hirohisa Eduardo
Kikuchi Dingler
Sake Sommelier Sake Ambassador -
(—I)(OJ i Wong . Kurtis Wells
wner . .
Japon Bistro MIXO/OgI;t
Kaz Tokuhara Koji Aoto
Sake Sommelier Sake Sommelier -
) Manager” Savannah
Wismettac Asian Foods Distributing Co. Inc.
Gary Imada Eiji Mori
Sake Advisor Sake Sommelier
o o Katana Restaurant
Shino Okita Jonathan Cortez
Certified Sake Sommelier International
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC.

Latin Region Specialist

Mutual Trading

Liloa Papa
Certified Sake Professional
Level LL

Young's Market Company

Yoshihiro
Sako
) Sake Sormmeliep )

Yuzuki

Stuart Morris
Sake Sommelier

Hana Japanese Restaurant

Toshiyuki Koizumi

Sake Sommelier
Owner “WASAN”

Michael Russell
Certified Sake Sommelier

“Pacific International
Liquor Inc

Patsy Lu

International

Mas;er Sake Sommrelierr
Mutual Trading

Brewery Owner Sake Sommelier and Others
'Kosuke Kuji Teruyuki Joe Mizuno
Nanbu Bijin Inc. Kobayashi Head of the “Regional
Fifth Generation Taruhei Brewing Co Ltd. Sake Tasting Club”
Brewery Owner
Timothy Sulli Masato Kato Akira Yuhara
imothy Sul 1vaq Sake Sommelier Sake Sommelier
Sake Samurai s - - -
e : Wismettac Asian Foods Miyako Hybrid Hotel
Takao Matsukawa
International Philip Harper Rachel
Sake Sommelier ‘Tamagawa Hand Made Macalisang
Latin Region Specialist Japanese Sake Sake and Wine
Mutual Trading Master Sake Brewer Sommelier
Keita Akaboshi Mei HO Miyuki
Sake Sommelier Sake Sommelier Yoshida
Kuramoto US Inc. True Sake Sake Sommelier
Michael John Mai Segawa Don Lee
Simkin B Advanced Sake Sake Sommelier
MJS Sake Selection ,Som’"?”ef _— Yama Sushi
Owner Tako Grill Owner Chef
Shigeto Terasaka Isao Kiyota Eda Vuong
Sake Sommelier International International
T bresident ) lﬁkisake—Shi Sukequm(nelier
Japan Hollywood Network Academia de Sake Mexico Mutual Trading
Founder
Sara Guterbock Rachel Fiekowsky Masae Kusada
International International International
Sake Sommelier Sake Sommelier Sake Sommelier

New York Mutual Tfading

New York Mutual Tfading

New York Mutual Tfading

Lora Blackwell
International
VSalr(e Sommeligr )

[Infol

Genji Sake

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

Kosuke Kuji
Fifth Generation Brewery Owner
Nanbu Bijin, Inc.

Born May 11, 1972. Entered

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

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

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

Collaborative yogurt sake
RHEZL} AHA|e] SEtE

robiotic food and beverage
products are widely popular not
just in Japan, but worldwide.
Although many yogurt products are
manufactured and sold in Iwate prefec-
ture, one especially renowned and
widely popular product is “Iwaizumi
Yoghurt,” also renowned as the favorite
yogurt brand of Shohei Ohtani, desig-
nated pitcher and hitter for the Los
Angeles Dodgers, born and raised in
Iwate prefecture.
The town of Iwaizumi, where
Iwaizumi Yoghurt is based; is next
to Ninohe city, where sake brewery

Nambu Bijin is based.

I was in talks with the President
of Iwaizumi Yoghurt and collaborated
with him to jointly produce a product.

This product is sake made from
Iwaizumi Yoghurt, the first collabora-
tive sake product between Nambu Bijin
and Iwaizumi Yoghurt.

The alcohol content is 5% and quite
easy to drink while maximizing the
fresh, subtle flavor of Iwaizumi Yoghurt.

The only roadblock to release this
sake was the “Best Before Date.”

Iwaizumi Yoghurt has an estab-
lished sales network worldwide, all

“shipped refrigerated” with “controlled
refrigeration” to thoroughly manage
their inventory.

Sake basically has no best by
date, while Iwaizumi Yoghurt does not
use any preservatives, thus limited in
shelf life.

This challenge was resolved
when Nambu Bijin first pioneered the
technique of flash-frozen sake. All sake
using Iwaizumi Yoghurt is flash-frozen
and sold frozen.

When visiting Japan, please try this
sake "Yoghourt Liqueur" that is readily
available through online outlets.m
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ice malt in broad terms is fila-
mentous fungi (molds) grown
on grains, roughly divided by
shape into mochi koji (rice cake) and
bara koji (rice malt). Mochi koji is pre-
pared by adding water to powdered
grain (flour, etc.), kneaded into brick
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Yoshihide Murakami

Master Sake Sommelier

Liquor Manager
JFC International Inc.
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What is the role of rice malt necessary for sake
production? LF=E9| d&to|2t Foiol}

shapes or dumplings and hardened with
rhizopus grown on it, widely used from
China to Southeast Asia. This same
koji is used in Chinese cooking wine,
Shaoxing jiu. On the other hand, bara
koji is prepared from koji mold (yeast
cells) grown on steamed rice, etc., also
referred to as koji preparation. Bara
koji is a technique unique to Japan used
to produce not only sake, but also miso
and soy sauce.

Seven types of koji mold are used
in the Japanese brewing industry,
largely divided into yellow koji mold,
black koji mold, and white koji mold.
Yellow koji mold (asperigillus oryzae)
with yellow-green spores are used
to produce sake, the most represen-
tative of the koji mold. Black koji
mold with blackish-brown spores
are used to produce the Okinawan
shochu “Awamori.” This mold gener-
ates significant amounts of citric acid,
maintaining the fermentation-mash
in an acidic state, thus inhibiting the
growth of putrefactive bacteria and
safely enabling the fermentation of
moromi (fermented mash), even in
warm weather. White koji mold with
white spores (mutant species of black
koji mold) is used to produce shochu in
Kyushu prefecture, etc.

The most important factor in sake
production is said to be rice malt, the
second is the yeast starter, and the third
is the production method with the fol-
lowing functions:

1. The enzyme contained in koji con-
verts rice starch into glucose.

2. Vitamins and various nutrients are
supplied to the yeast to advance the
growth of yeast.

3. Various components metabolized
form the koji directly and indirectly
contribute to the sake aroma.

Sake contains alcohol from yeast
fermenting the alcohol. However,
alcohol cannot ferment if yeast is still
starch, thus the starch must be broken
down for saccharification. There-
fore, 1. Koji plays the most important
function, however, yellow koji mold
generates abundant enzymes to break
down starch such as amylase, etc.
However, this enzyme if raw is not
effective on the starch, thus the rice
must be steamed to convert the starch
into o. Further, some yellow koji mold
can break down protein and generate
significant amounts of enzymes (pro-
tease, etc.) that breaks down protein
into amino acids. Yellow koji mold is
used to produce miso and soy sauce.
Since ancient times, suitable koji mold
is used to produce sake, miso, and
SOy sauce.m
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OSMV:+14
i SMV:3 iSMV:+4 SMV2 © Polishing Rate: 50%
§OSMV:+2 §SMV:+2 ¢ Polishing Rate: 50% ¢ Polishing Rate: 50% i Polishing Rate: 50% ¢ (Yamadanishiki &
i Polishing Rate: 70% i Polishing Rate: 70% i (Yamadanishiki) i (Hakutsuru Nishiki) i (Yamadanishiki) i Nihonbare)
Hakushika Kuromatsu Ozeki Rai Souke Ozakaya Hakutsuru Nishiki Hakutsuru Shoune Hakushika Sennenju
Fresh & Light Junmai Junmai Junmai Daiginjo Junmai Daiginjo Junmai Daiginjo Junmai Daiginjo

Tatsuuma-Honke Brewing (Hyogo) 0zeki Corporation (Hyogo) 0zeki Corporation (Hyogo) Hakutsuru Sake Brewing (Hyoko) Hakutsuru Sake Brewing (Hyogo) Tatsuuma-Honke Brewing (Hyogo)

. This article was courtesy from Shibata Shoten Co Ltd.
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Nihonsakari Tasting Event
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229 1
the Japanese sake industry,
n “Hiyaoroshi” and other
events are held this time
of the year*. Our sake shop hosted a
tasting event for Nihonsakari Co., Ltd.,
a major Japanese sake brewery. Major
sake breweries produce sake year-
round; thus sake is often not recognized
to be seasonal.

However, this tasting event
was organized to determine if sake
enjoyed in the fall is different in flavor
and ambience.

Founded in 1889, Nihonsakari not
only brews sake, but also manufactures
cosmetic products just as popular as
their sake products. Five different types
of sake products were brought to this
tasting event for sampling: “Souhana
Junmai Ginjo” by the official purveyor
to the Imperial Household, “Junmai
Daiginjo Draft,” rumored to have
won a blind tasting against a popular
sake brand from Yamaguchi prefec-
ture; “JAPAN Soda,” widely available
in convenience stores and supermar-
kets; crispy, dry, and refreshing “Fresh
Namachozo Sake” (once-pasteurized
sake stored unpasteurized to preserve
its fresh flavor), and “Jurakudai Junmai
Autumn” by Sasaki Sake Brewery in
Kyoto prefecture, for whom Nihon-
sakari Co., Ltd. operates as a sales
agency. Guests purchased samples
with tickets for 200 JPY per glass and
a set of 5 tickets for approximately
45 ml of sake. Guests expressed their
desire to pair Souhana - its balanced
flavor is the selling point — with food
or enjoy as hot sake. Both the price

and quality of Junmai Daiginjo Draft
wowed guests upon learning a major
sake producer offers such exquisite,
reasonably priced sake. JAPAN Soda
is sweet and fizzy, atypical of sake and
easy to drink, thus easy to drink too
much, one guest commented. Fresh
Namachozo Sake is most suitable to
be served in local sushi restaurants or
tempura restaurants, many guests com-
mented. Guests were surprised to learn
that Sasaki Sake Brewery, producer of
premium sake brand Jurakudai, is also
the childhood home of famous Japanese
actor Kuranosuke Sasaki. Flavor-wise,
many guests commented that Juraku-
dai is refreshing, suitable for pairing
with various fall fishes. There’s a
reason we’re serving sake brands by
major sake breweries in recent tasting
events. Sake fans who enjoy major sake
brands also enjoy jizake (local sake),
while jizake fans tend not to enjoy sake
brands by major breweries, convinced
that major sake brands are not deli-
cious - a biased opinion based on their

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.

lack of understanding. In fact, many
guests were moved by the delicious
flavors of major sake brands during
this tasting event. Major sake brands
and jizake are both sake. Major sake
breweries improve techniques to pro-
duce sake while also supporting several
jizake brands. If major sake breweries
withdraw from the sake industry, jizake
brands will also decrease in numbers.
Therefore, would true sake fans not
enjoy both major sake brands and local
sake brands?m

*Hiyaoroshi is a seasonal style of
Japanese sake traditionally released
in the autumn.
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Yuji Matsumoto
Master Sake Sommelier
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Master Sake Sommelier

Ami Nakanishi

Master Sake Sommelier

Toshio Ueno
Master Sake Sommelier

Yoshihide Murakami

Master Sake Sommelier
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David Kudo

Master Sake Sommelier

Ryuji Takahashi

Master Sake Sommelier

Beverage Manager Vice President Vice President Manager
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Sake Shochu Spirits Institute of America
NPOEA

KEE A E BT
Sake Shochu Spirits Institute

of America was founded with

the purpose to promote further
understanding of Japanese sake,
shochu and beer in a shared where
500 million people enjoy wine

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

Sake Shochu Spirits Institute of America

0|2 AW A5 ZEHTI|

The Taste of Japanese Sake

Sake aroma is difficult to describe in one phrase. However,
focusing one’s senses helps to detect the aroma of various plants and
food ingredients harmonized together. This issue introduces the below
aromas detected in sake.

Herbal and Spice Aromas

Cherry blossom leaves, thyme, lemon balm, clove, licorice,
green pepper, cinnamon, mint, juniper berries, caraway, laurel (bay)
leaves, estragon, French parsley, vanilla, nutmeg, green tea, rosemary,
eucalyptus, Japanese mugwort, ears of rice, matcha, basil, turmeric
and ginger.
Fruit Aromas

Lychee, melon, Chinese quince, apple, loquat, pear, banana,
white peach, yellow peach, persimmon, muscat, dried fig, musk-
melon, Yubari melon, dried banana, akebi, Asian pear (20th Century
pear), mango, mangosteen, grape, nectarine, red bayberries, lemon,
apricot, pineapple, sudachi, green apple, cherry, raspberry, strawberry,
lime, orange, grapefruit, green ume (plum), kiwi, plum and yuzu.
Grain Aromas

Dried ears of rice, glutinous rice flour, freshly-pound mochi,
sweet rice flour, adzuki beans, soy beans, rice, Kudzu starch gruel,
tofu, soba (buckwheat noodles), bracken-starch dumpling, genmai
(brown rice), sakura mochi (rice cake wrapped in preserved cherry
leaf), malt, sweet potato, sticky rice, Domyoji (Kansai-style sakura
mochi), tofu skin, corn flakes and steamed bread.
Wood Aromas

Green bamboo, bamboo, bamboo leaves, magnolia, new leaves,
Japanese cypress, maple, pine needles and pine.

44 November 2025 - www.alljapannews.com
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Sushi & Sake
Festival

November 2, 2025, Sunday
[L1:00am - 5:00pm

Big Tuna filleting Show
Koshin Taiko
And more..

Doublelree By Hilton Los Angeles Downtown
120 S. Los Angeles, Los Angeles, CA 90012

. Japanese Restaurant
gﬁ Y. \3 oo ) i nsor L& =
IRRY ncsociation of America ™45 Rk
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Cual es la funcion necesaria de la malta de arroz
para la produccion de sake? .........cccvvviiiiinnnen. P48

Instituto de la Espiritu Sake Shochu de América...P50

Oh'my Pasta

7 1 1 !
Let's learn about sake! 2 6] Pour, Dip and Cook. Spice it up!
g T L
Ly
B Rk
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Available on Amazon.com MIYAKO ORIENTAL FOODS INC. customerservice@coldmountainmiso.com Tel. 626-962-9633
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ﬁ'j Z‘a Fi Sake de yogur colaborativo

California

SAKE

CHALLENGE

by Kosuke Kuji 217

os alimentos y bebidas de probiodticos son
muy populares no solo en Japon, sino en
todo el mundo.
Aunque muchos yogures se fabrican y venden
en la prefectura de lwate, uno especialmente
reconocido y popular es el yogur lwaizumi, tam-

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

alma mater, Fukuoka High School.

radio, and television.

*Positions of Public Service:
Chairperson, Cassiopeia
Corporation Youth Conference;
School Board Member, Fukuoka

Iwate Prefecture Brewers and
Distillers’ Association

receive the Iwate Prefecture Young
Distinguished Technician Award. In
2006 was selected to be a member
of the board of trustees of his local

Currently is featured in a number of
media outlets including magazines,

High School, Iwate Prefecture, Vice-
Chairman, Technology Committee,

bién conocido como la marca de yogur favorita de
Shohei Ohtani, lanzador y bateador designado de
los Dodgers de Los Angeles, nacido y criado en la
prefectura de lwate.

La ciudad de lwaizumi, donde se encuentra el
yogur lwaizumi, esta junto a la ciudad de Ninohe,
donde se encuentra la fabrica de sake Nambu
Bijin.

Conversé con el presidente de yogur Iwaizumi
y colaboré con él para elaborar un producto
conjunto.

Este producto es sake elaborado con yogur
Iwaizumi, el primer sake colaborativo entre Nambu
Bijin e lwaizumiYoghurt.

El contenido de alcohol es del 5% y es muy
facil de beber, a la vez que realza el sabor fresco y
sutil del yogur Iwaizumi.

El Unico obstaculo para el lanzamiento de este
sake fue la fecha de caducidad.

Yogur Ilwaizumi cuenta con una red de ventas
establecida en todo el mundo, que se envia con
refrigeracion controlada para gestionar minucio-
samente su inventario.

El sake practicamente no tiene fecha de
caducidad, mientras que el yogur Iwaizumi no
utiliza conservantes, por lo que su vida util es
limitada.

Este desafio se resolvié cuando Nambu Bijin
fue pionero en la técnica del sake ultraconge-
lado. Todo el sake que utiliza yogur lwaizumi se
vende ultracongelado.

Cuando visite Japon, le recomenda-
mos probar este sake "Licor de Yogur”, que
se encuentra facilmente disponible en tiendas
online.
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150 tipos de sake delicioso
Importado de todo Japdén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

™
© I’ 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)

§SMV:+2
i Polishing Rate: 70%

Hakushika Kuromatsu
Fresh & Light Junmai
Tatsuuma-Honke Brewing (Hyogo)

Ozeki Rai
Junmai Junmai Daiginjo
0zeki Corporation (Hyogo)

&I’  INTERNATIONAL INC Www,jfc_com

.Cual es la funcion necesaria de la malta
de arroz para la produccioén de sake?

malta de arroz, en

términos generales,

consiste en hongos
filamentosos (mohos) que
crecen en granos, y se divide,
a grandes rasgos, en mochi
koji (pastel de arroz) y bara koji
(malta de arroz). El mochi koji
se prepara anadiendo agua al
grano en polvo (harina, etc.),
amasandolo en forma de ladrillo
0 bolitas de masa y endurecién-
dolo con rhizopus que crece en
eél. Este koji se utiliza amplia-
mente desde China hasta el
Sudeste Asiatico. Este mismo
koji se utiliza en el vino de cocina
china, Shaoxing jiu. Por otro
lado, el bara koji se prepara a
partir del moho koji (células de
levadura) que crece en arroz al
vapor, etc., también conocido
como preparacion de koji. El
bara koji es una técnica exclu-
siva de Japon que se utiliza no
solo para producir sake, sino
también miso y salsa de soja.

En la industria destilera japo-
nesa se utilizan siete tipos de
moho koji, que se dividen princi-
palmente en moho koji amarillo,
moho koji negro y moho koji
blanco. El moho koji amarillo
(Asperigillus oryzae), con espo-
ras de color verde amarillento,

¢ SMV:+2
i Polishing Rate: 70%

i (Yamadanishiki)
Souke Ozakaya

0zeki Corporation (Hyogo)
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se utiliza para producir sake,
siendo el mas representativo del
moho koji. EI moho koji negro,
con esporas de color marron
negruzco, se utiliza para pro-
ducir el shochu de Okinawa,
"Awamori”. Este moho genera
cantidades significativas de
acido citrico, manteniendo el
puré de fermentacion en un
estado acido, inhibiendo asi

el crecimiento de bacterias
putrefactas y permitiendo la fer-
mentacion segura del moromi
(puré fermentado), incluso en
climas calidos. El moho koji
blanco, con esporas blancas
(especie mutante del moho koji
negro), se utiliza para produ-
cir shochu en la prefectura de
Kyushu, etc.

Se dice que el factor mas
importante en la produccion
de sake es la malta de arroz, el
segundo es el iniciador de leva-
duray el tercero es el método de
produccion, con las siguientes
funciones:

1. La enzima contenida en el koji
convierte el almidén de arroz
en glucosa.

2. Se aportan vitaminas y
diversos nutrientes a la

i SMV:+4
i Polishing Rate: 50%
i (Hakutsuru Nishiki)

Hakutsuru Nishiki
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyoko)

Hakutsuru Shoune
Junmai Daiginjo
Hakutsuru Sake Brewing (Hyogo)

levadura para promover su
crecimiento.

3. Diversos componentes meta-
bolizados del koji contribuyen
directa e indirectamente al
aroma del sake.

El sake contiene alcohol pro-
cedente de la fermentacion

de la levadura. Sin embargo,

el alcohol no puede fermentar

si la levadura aun es almidon,
por lo que este debe descom-
ponerse para la sacarificacion.
Por lo tanto, 1. El koji desem-
pena la funcién mas importante;
pero, el moho amarillo del koji
genera abundantes enzimas
para descomponer el almi-

don, como la amilasa, etc. Por

lo tanto, esta enzima, si esta
cruda, no es eficaz sobre el almi-
don, por lo que el arroz debe
cocerse al vapor para conver-
tirlo en azucar. Ademas, algunos
mohos amarillos del koji pueden
descomponer las proteinas y
generar cantidades significativas
de enzimas (proteasas, etc.) que
las descomponen en aminoaci-
dos. El moho amarillo del koji se
utiliza para producir miso y salsa
de soja. Desde la antiguedad, se
ha utilizado el moho adecuado
para producirlos.

L SNV +14
i Polishing Rate: 50%
i (Yamadanishiki &

i (Yamadanishiki) ¢ Nihonbare)

Hakushika Sennenju
Junmai Daiginjo
Tatsuuma-Honke Brewing (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Cata Nihonsakari

la industria japo-

nesa del sake,

se celebran
"Hiyaoroshi" y otros eventos en
esta época del ano*. Nuestra
tienda de sake organiz6 una cata
para Nihonsakari Co., Ltd., una
importante destileria japonesa.
Las grandes destilrias producen
sake durante todo el ano, por lo
que a menudo no se considera
un producto de temporada.

Sin embargo, esta cata se
organizo para determinar si el
sake que se disfruta en otono
tiene un sabor y un ambiente
diferente.

Fundada en 1889,
Nihonsakari no solo elabora
sake, sino que también fabrica
productos cosméticos tan popu-
lares como sus productos. Se
trajeron cinco tipos diferentes de
sake a esta cata para degusta-
cion: "Souhana Junmai Ginjo",
del proveedor oficial de la Casa
Imperial; "Junmai Daiginjo
Draft", del que se rumorea que
gano una cata a ciegas contra
una popular marca de sake de
la prefectura de Yamaguchi;
"JAPAN Soda", ampliamente
disponible en tiendas de con-
veniencia y supermercados; El
crujiente, seco y refrescante
“Fresh Namachozo Sake” (alma-
cenado sin pasteurizar para
conservar su sabor fresco) y
‘Jurakudai Junmai Autumn” de
la destileria Sasaki en la pre-
fectura de Kioto, para la cual

Nihonsakari Co., Ltd. opera
como agencia de ventas, son
el resultado de una experiencia
degustativa.

Los comensales adquirie-
ron muestras con tickets de 200
JPY por vaso y un juego de 5 tic-
kets de aproximadamente 45 ml
de sake. Expresaron su deseo
de maridar Souhana (su sabor
equilibrado es su atractivo prin-
cipal) con comida o disfrutarlo
caliente. Tanto el precio como la
calidad de Junmai Daiginjo Draft
impresionaron a los comensales
al descubrir que un impor-
tante productor ofrece un sake
tan exquisito a un precio razo-
nable. Un comensal comento6
que el sake soda japonés es
dulce y burbujeante, atipico
del sake, y facil de beberlo en
exceso. Muchos comensales
comentaron que el sake Fresh
Namachozo es ideal para servir
en restaurantes locales de sushi
o tempura.

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.

Los invitados se sorpren-
dieron al descubrir que la
destileria Sasaki, productora
de la marca premium de sake
Jurakudai, también fue el hogar
de la infancia del famoso actor
japonés Kuranosuke Sasaki. En
cuanto al sabor, muchos invita-
dos comentaron que Jurakudai
es refrescante y perfecto para
maridar con diversos pescados
de otono. Hay una razén por la
que estamos sirviendo marcas
de sake de las principales des-
tilerias en las ultimas catas. Los
aficionados al sake que disfrutan
de las principales marcas tam-
bién disfrutan del jizake (sake
local), mientras que los aficio-
nados al jizake tienden a no
disfrutar de las marcas de sake
de las principales destilerias,
convencidos de que las princi-
pales marcas no son deliciosas;
una opinion sesgada basada en
su falta de comprension.

De hecho, muchos invitados

se conmovieron con los delicio-
so0s sabores de las principales
marcas de sake durante esta
cata. Las principales marcas y
el jizake son las bebidas alco-
holicas nacionales de Japony
son el mismo sake. Las grandes
marcas de destilerias de sake
mejoran sus técnicas de produc-
ciony, al mismo tiempo, apoyan
avarias marcas de jizake. Silas
principales destilerias de sake
se retirasen de la industria, las
marcas de jizake también dismi-
nuirian en namero. Por lo tanto,
¢no disfrutarian los verdaderos
aficionados al sake tanto de las
principales marcas como de las
locales?

*Hiyaoroshi es un sake japonés de
temporada que se comercializa tra-
dicionalmente en otofio. Un sake de
temporada otonfal, pasteurizado una sola
vez, afiejado durante el verano y comer-
cializado en otofio con un sabor suave y
equilibrado.
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Instituto de la Espiritu

Sake Shochu Spirits Institute of America
NPOEA
KEEBEE A BB TR

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

Sake Shochu de América

El sabor del sake japonés

El aroma del sake es dificil de describir
en una sola frase. Sin embargo, concen-
trar los sentidos ayuda a percibir el aroma de
diversas plantas e ingredientes alimenticios
en armonia. En este niumero, presentamos
los siguientes aromas que se detectan en el
sake:

Aromas herbales y especiados

Hojas de flor de cerezo, tomillo, melisa,
clavo, regaliz, pimienta verde, canela, menta,
bayas de enebro, alcaravea, hojas de laurel,
estragon, perejil francés, vainilla, nuez mos-
cada, té verde, romero, eucalipto, artemisa
japonesa, espigas de arroz, matcha, alba-
haca, curcumay jengibre.

Aromas Frutales

Lichi, mel6én, membrillo chino, man-
zana, nispero, pera, platano, melocotéon
blanco, melocoton amarillo, caqui, moscatel,
higo seco, melon almizclero, meldn Yubari,
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platano seco, akebi, pera asiatica (pera del
siglo XX), mango, mangostan, uva, necta-
rina, arrayan rojo, limén, albaricoque, pina,
sudachi, manzana verde, cereza, frambuesa,
fresa, lima, naranja, pomelo, ciruela verde
(ume), kiwi, ciruela 'y yuzu.

Aromas de Granos

Arroz seco, harina de arroz glutinoso,
mochi recién hecho, harina de arroz dulce,
frijoles adzuki, frijoles de soja, arroz, gachas
de almidon de kudzu, tofu, soba (fideos de
trigo sarraceno), dumplings de almidon de
helecho, genmai (arroz integral), sakura
mochi (pastel de arroz envuelto en hojas de
cerezo en conserva), malta, boniato, arroz
glutinoso, domyoji (mochi de sakura al estilo
Kansai), piel de tofu, copos de maiz y pan al
vapor.

Aromas de Madera

Bambu verde, bambu, hojas de bambu,
magnolia, hojas nuevas, ciprés japonés, arce,
agujas de pino y pino.



