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Pour, Dip and Cook. Spice it up!

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



Game -Winning
SUPER BOWL

MENU

Easy-Prep, Game-Ready Dishes & Drinks!

Frozen
Miyako
Edamame
20/14.10z
#72503

Somi Spicy
Garlic Sauce
12/20.40z
#23002

from left

Orion Shokunin Wheat
4/6/11.8floz (350ml) #21683

Orion Mugi Shokunin
24/11.80z (350ml) #8640

Lucky Cat White Ale
24/11.80z (350ml) #10386
Lucky Horse Pale Ale
[2/11.150z (330ml) #62985
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IDEAS

MUTUAL TRADING

Frozen Miyako
Snow Crab
Combo Meat
6/5LB

Indonesia, Wild
#73557

Yamajirushi
Yuzu Miso
Sauce
12/32floz
#23254

Enjoy responsibly
©2026 Mutual Trading Co., Inc.

Frozen Atlantic
Salmon
without Skin
22LB (3/4),

Chile, Trim:E
#70777

Frozen
Chicken
Karaage
10/2.2LB
#72281

Frozen Miyako
Gyumori Beef

with Onion
16/1LB
#76791

Matsuri Rice,
Koshihikari
40LB

#20422

Frozen Miyako
Ajitsuke Inari
10/2.07LB (60pc)
#70573

Frozen lkura
Salmon Roe
Shoyu Zuke
Kyokuyo
20/1.1LB, Japan
#78965

Frozen
Tako Karaage
8/2.2LB
#74732

above, showing serving suggestions

product availability may vary by regions
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from top left: Kikuizumi Hitosuji Sparkling Sake, Saitama Prefecture, #10463 /

Shichiken Yama no Kasumi Sparkling, Yamanashi Prefecture, #65284 /

Izumibashi Akitonbo Rakufumai, Kanagawa Prefecture, #10287 / Oze x Rosé Junmai Daiginjo, Gunma Prefecture, #10135 /
Mutsu Hassen Pink Label Ginjo, Aomori Prefecture, #9661/ Niwa no Uguisu “Doburoku” Pink, Fukuoka Prefecture, #10610 /
from bottom left: Choya Sarari Umeshu, Mie Prefecture, #69874 /

Chateau Mercian Momoiro Rosé, Yamanashi & Nagano Prefecture, #10683 /

Shochu Kaido Iwai no Aka, Kagoshima Prefecture, #4681/

Amabuki Gin no Kurenai Junmai, Saga Prefecture, #3945 / Amabuki Sakura Fubuki Junmai, Saga Prefecture #10744 /
Koishiso Shiso, Kumamoto Prefecture #18742 / lzumi Sakepolitan, Ontario Canada #12594 /

product availability may vary in regions
M TE S A KE PAGEANT OF DISTINCTION Enpreponsly 62026 Wl Taing o. .

Legendary  Finesse = Award Winning %
mtcsake.com SAKE SHOCHU WINE CRAFTBEER  SPIRITS L 4 MUTUAL TRADING
Refreshing Flavor and

Umami from
For Sushi Rolls, Fish, and Meat Dishes

REAL

GLUTEN NO

‘“l‘l M I sa FREE MSG o
SAUCE

chicken with
yuzu miso glaze

DI IRIEY — 2

Made by

MIYAKO ORIENTAL FOODS INC.
Baldwin Park, CA 91706 USA Tel. 626-962-9633

customerservice@coldmountainmiso.com
i

—

2525 MUTUAL TRADING
4

5 fl.oz. 32 fl.oz.
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NEWS / TRENDS

Japanese Food Manufacture Association
(“Hichimikai”’) General Meeting and Mixer Held

tH=

apanese Food Manufacture
JAssociation (also known as

“Hichimikai”), consisting of
Japanese food manufacturers that
expanded into the U.S. market (founded
in 1980, President: Tomofumi Suzuki of
Yamaki USA, Inc.), held their general
meeting and mixer at the Miyako
Hybrid Hotel in Torrance, Calif.,
on December 5, 2025. Shunichiro
Kitagawa, Consulate-General of Japan
in Los Angeles, was invited as an
honorary guest.

Association President Tomofumi
Suzuki gave the opening remarks,
followed by a seminar on trends in
Japanese agricultural, forestry, fishery
and food exports presented by Akane
Kawamoto of Japan External Trade
Organization (JETRO) Los Angeles.

Report on JETRO’s business
description and the status of their
latest activities was followed by
Kawamoto’s report on efforts to
increase the consumption of Japanese
food products in the U.S. and exports
to the U.S. market, the status of the
Export Support Platform for agricul-
tural products. The “Export Support
Platform” provides ongoing expertise
and support to exporters as a strategy
to increase Japanese agricultural,
forestry, fishery and food products,
launched by Japan’s Export and Inter-
national Affairs Bureau, the Ministry of
Agriculture, Forestry and Fisheries; and
JETRO closely coordinating with the
U.S. Export Support Platform Office,
utilizing experts and local staff well
versed in the local business climate to
support exporters, etc.

The Export Support Platform
is currently set-up in North America
(Los Angeles, New York, Houston),

o BRATZHRE

Thailand (Bangkok), Singapore,
European Union (Paris, Brussels),
Vietnam (Ho Chi Minh), Hong Kong,
China (Beijing, Shanghai, Guangzhou,
Chengdu), Taiwan (Taipei), Malaysia
(Kuala Lumpur), and UAE (Dubai).
Efforts are underway to increase
Japanese agricultural, forestry, fishery
and food exports in an “All-Japan”
effort to reach 5 trillion JPY in export
value by 2030.

The general meeting was held after
the seminar, followed by a break. The
2025 Recreation Department presented
a report, followed by reports on the
general meeting, seminar and activi-
ties, the treasurer’s report, and general
affairs reported by each chairperson.
Since the board members ended their
terms, a new secretary and board of
trustees were elected and approved.

With cooperation between the
public and private sectors, the Japanese
government set the target to increase
the export value of Japanese agricul-
tural, forestry, fishery and food
products to 5 trillion JPY by 2030. As
the domestic food market is shrinking
in Japan, Japanese agricultural, forestry,
fishery and food products must expand
into foreign markets to increase their
market share overseas. To accelerate
the increase in export value of Japanese
agricultural, forestry, fishery and food
products, the activities of Hichimikai
will no doubt become increasingly
important to support Japanese food
exports to the U.S. market.

Shunichiro Kitagawa, Consulate-
General of Japan in Los Angeles,
expressed gratitude for Hichimikai’s
year-round activities in his speech at
the mixer, followed by a toast where
members mingled.m
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Japanese GEKKEIKAN SAKE

food
quality KYOTO SINCE 1637

KIKISAKE-SHI Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
\)
M
CL U B 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
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Yuji Matsumoto

Master Sake Sommelier

Finalist of the 2nd

World Sake Som-

melier Competition.

Graduated from

Keio University Faculty of Law, Depart-
ment of Political Science. Worked
for Nomura Securities for 10 years.
Former president of California Sushi
Academy Former chief of planning
dept. at Mutual Trading.

David Kudo

Sake Sommelier

Master Sake Sommelier

Born Kita-Akita City,

Akita Prefecture.

Took over as Exec-

utive Officer of the

Japanese Food Trend News founded
in 1991, when the predecessor was
assigned back to Japan. Currently
distributed as Japan Restaurant News
(20,000 issues published electroni-
cally) in North America, Japan, and
Southeast Asia.
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Sake Tasting

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

assess sake products.

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

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

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

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

Chizuko Alice Hama Liloa Papa
Niikawa-Helto Certified Wine & Sake Certified Sake Professional
Sake Sommelier Sommelier Leveltt
SakeSamurai Young’s Market Company
Hirohisa Eduardo Yoshihiro
Kikuchi Dingler Sako
Sake Sommelier Sake Ambassador - Sake Sommelier
Yuzuki
Koji Wong Kurtis Wells Stuart Morris
owner L Sake Sommelier
. Mivologist e
Japon Bistro - - Hana Japanese Restaurant
Kaz Tokuhara Sa}:’(;f) lm‘:;:;:’ Toshiyuki Koizumi
Sake Sommelier S Sake Sommelier
Manager avannal e A AN
Wismettac Asian Fogds Distributing Co. Inc. Ouner “WASAN
. Michael Russell
Gary Imada Eiji Mori . )
Sae Zdvisar Sake Sommelier VCerrnﬁed que §omme//er
o o Katana Restaurant Ea;l'g :rllt(ernarlonal
Shino Okita Jonathan Cortez
Certified Sake Sommelier International
Shochu Advisor Sake Sommelier

Hanbai Solutions LLC.

Lora Blackwell

Latin Region Specialist

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 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

[Infol

International
Sake Sommelier
Genji Sake

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

Recommending sake to gals and

inbound tourists: Part 2
XvILEAVINDVRICBERE €02

Continuing from last report.
CCGals” I never imagined that
at my age, I would have the
chance to speak with people who are
probably in their 50s and completely
“opposite” from me and Japanese sake.
One of my fellow business owners
told me, “Gals are amazing. When I
get advice from them in meetings, their
honesty and passion are so powerful
that they change people.”] was intro-
duced to the president of CGO.com, a
company run by gals in Shibuya with
the motto “Gals minds change meetings
and ideas.”

At first, I was filled with nothing
but worries—what kind of person
would they be? Would we even be able
to communicate? We arranged to meet
with several company-affiliated gals.
We agreed to meet in Shibuya's club
district, but surprisingly, the meeting
spot was at a famous Japanese restau-
rant in that very area. Since there are
many clubs near the same address, I
assumed we'd be talking at a club.

When we met at that shop and
I offered them a tasting of Nanbu
Bijin, explaining that I wanted to get
young people and inbound tourists

visiting Shibuya to drink sake, the gals
responded with a flurry of incredibly
energetic, lively, and heartfelt opinions.

I was amazed by their passion,
their feelings, and the gap between
their appearance and their hearts. I
deeply regretted how I had judged
gals based solely on their looks—I
felt truly ashamed of myself. The term
“gals” is synonymous with Shibuya.
Shibuya is a district as well-known to
people around the world as New York
City is in America. So how could we
get inbound tourists and young people
visiting Shibuya to drink sake? Strategy
meetings continued many times after

that.m (To be continued in the next report)
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The Purpose of Pasteurization
XANDEBIIEEH

enerally, Japanese sake pre-

\J
) ﬁ IHE pared as “refined sake” after
filtration is heat-treated by
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‘pasteurization’ before stored.

The purpose of pasteurization is
to sterilize microorganisms harmful
to sake, break down the enzymes still
active in sake such as rice malt (koji)
to adjust the aroma, and increase pre-
servability. Since heat is applied at
relatively low temperatures, the sake
does not lose its flavor. Usually, sake is
heated at approximately 149 degF for
10 minutes before it’s stored in a sealed
tank to prevent bacterial contamination
and alcohol from evaporating. The sake
is heated using a sterilization device
with sake poured into pipes submerged
in hot water. Japanese sake not pasteur-
ized is called “unpasteurized sake.”

propagates in.

The principle of pasteurization is
the same as the “low-temperature ster-
ilization method,” introduced by Louis
Pasteur in 1985 as a measure to prevent
wine from spoiling. However, the pas-
teurization of Japanese sake dates back
approximately 300 years.

A document from the Sengoku
Period (“Age of Warring States,”
1467 — 1600) describes sake produc-
tion indicating “sake was pasteurized
before summer to prevent spoiling.”
Afterwards, the document further read
‘initially,” implying sake was perhaps
pasteurized 2 to 3 times to ensure safe
consumption. The sake was likely pas-
teurized between 122 degF ~ 140 degF
for approximately 10 minutes, equiv-
alent to the pasteurization conditions
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Even after production is com- today. However, since there were no DIcDOTH S,
plete, Japanese sake is still susceptible thermometers at the time, the temper- KANDFEH I, (A —VRT A v

to contamination by special lactic acid
bacterium and always perishable. When
sake starts to spoil, the color turns
white as oxidation progresses and gen-
erates a strong odor. This phenomenon
of Japanese sake spoiling is called
“bacterial contamination,” caused by
one type of lactic acid bacterium called
“hiochi lactobacillus.”

ature was measured physically using
a finger. The document specifically
indicates how the temperature is con-
firmed in 3 stages — at low, medium,
and high temperature.m
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near 20 percent, such as Japanese sake.
However, hiochi lactobacillus is high
in alcohol tolerance and grows in con-
centration-levels near 25 percent. Also,
the hiochi lactobacillus cannot grow
without the component “mevalonic
acid,” while the Koji mold Aspergillus
flavus - unique to Japanese sake - grows
in hiochi lactobacillus, the reason why
Japanese sake is the only alcoholic
beverage that hiochi lactobacillus
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§OSMV:+1
i Polishing Rate: 60%
i (Hitomebore and other)

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

§SMV:+4 i SMV:N/A §SMV:%0 OSMV:+3 §SMV:+2
i Polishing Rate: 50% i Polishing Rate: N/A i Polishing Rate: N/A i Polishing Rate: 55% i Polishing Rate: 60%
i (Yamadanishiki) i (Yumesansui) i (Japanese rice) i (Yamadanishiki) i (Hyogorice)
Mizubasho Shichiken Kinunoaji Yoshinosugi No Tarusake Dan Fukuju Blue
Ginjo Junmai Daiginjo Futsu-shu Junmai Daiginjo Junmai Ginjo

Nagai Shuzo (Gunma) Yamanashi Meijo (Yamanashi) Choryo Shuzo (Nara) Sasaichi Shuzo (Yamanashi) Kobe Shushinkan (Hyogo)
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Ryuji Takahashi
Regional Sake Specialty Store “Ji Sakeya” Owner,

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

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

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

What’s Happening with Sake at Year’s End

EEDBAREER

he year is coming to an end in

I the blink of an eye. As I grow

older, each year seems to pass

with increasing speed. Before I real-

ize it, another year is already drawing
to a close.

December is the busiest season for
Japan’s sake industry. My own shop
also sees a surge in activity during this
month alone. This year, however, many
breweries are noticeably behind sched-
ule with their new sake releases. Even
by mid-December, some have yet to
announce official release dates.

While a few breweries began
releasing their new sake as early as
October, a growing number that tra-
ditionally launch in November have
found themselves pushed into Decem-
ber. The reasons vary: the rice harvest
was delayed, the rice isn’t dissolv-
ing as expected, the sake is ready but
hasn’t received internal approval, or
even the sudden departure of a new
staff member. There are many expla-
nations, but above all, it feels as though
climate conditions are playing a signifi-
cant role. Sake brewing itself may now
be at a turning point—one that calls for
new ways of thinking and new tech-
niques adapted to this increasingly
warm climate, rather than relying solely
on traditional approaches.

To be honest, the world that
awaits us beyond our efforts to
combat global warming is said to be
one where temperature reductions are
smaller than the margin of error on a

thermometer—Ievels imperceptible to
human skin. And yet, environmental
awareness and eco-conscious business
practices have become part of every-
day life. Certifications are granted
to products labeled additive-free or
“non-artificial,” and those labels
often justify higher prices. Compa-
nies are praised as responsible and
trustworthy simply for taking visible
action against climate change. Eco-
friendly initiatives aimed at addressing
global warming have become insep-
arable from modern living. However,
if temperatures are only expected to
change by amounts imperceptible to
human skin even decades from now,
the real impact may lie elsewhere. As
we have already seen this year, unsea-
sonal typhoons are becoming a regular
occurrence. They delay rice harvesting,
which in turn delays sake production—
and inevitably forces a rethinking of
sales strategies. I am no expert when
it comes to growing rice or brewing
sake, so I can’t speak to the technical
details. That said, I personally feel that
the time has already come to reconsider
the timing of seasonal sake releases.
We are accustomed to thinking in terms
of months—this sake comes out in
October, that one in November—but
that monthly framework may eventu-
ally collapse altogether. And when it
does, the way we define and sell “sea-
sonal” sake will have to change with
it. Perhaps, in the years ahead, more
breweries will begin releasing their new

sake only after the New Year. For now,
we find ourselves anxiously waiting—
asking again and again when the new
sake will arrive—right in the middle of
the busiest season.

As retailers, we genuinely want
people to enjoy fresh new sake during
the year-end and New Year holidays,
when everyone feels inclined to drink
Japanese sake. We hope they will savor
it while discovering the unique char-
acter of each region. Some say that
beyond global warming lies an eventual
ice age. At this point, it is hard to know
what is true anymore. But whether the
future brings warming or cooling, I
hope winter remains a season where we
walk home through clear air and biting
cold, then relax in a warm room with
good food and a cup of sake—finding
comfort in that simple, familiar ritual.
That, at least, is the winter I wish to
hold on to.m
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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
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Ways to Describe Japanese Sake

In this issue, we introduce terms to describe Japanese sake
flavors, just like a sommelier for reference.

Terms to Describe the “Feel” of Japanese Sake

Delicate, silky smooth, sharp, strong, with no sharp edge,
soft, gentle, balanced, full, well-rounded, viscous, smooth,
fresh, mellow, mild, refreshing, subtle, slight.

Terms to Describe the “Aroma” of Japanese Sake

Spicy, clean, smooth, dry, refreshing, plump, scent like
pine leaves, scent like Japanese angelica tree, scent like a
grapefruit, scent like watercress, scent like a fuki plant, scent
like a gingko tree.

Terms to Describe the “Flavors” of Japanese Sake

Well-rounded umami flavor, plump, full, slight, soft, mild,
light, well-balanced, melting flavor, heavy, strong, fullness,
gentle and relaxing.

So, what do you think about the terms used to describe the
flavors of Japanese sake?

Terms easy to visualize are recommended when asked
about the characteristics of Japanese sake. Since percep-
tion of taste is subjective, it’s best to use simple terms easy
to understand.

10 February 2026 - www.alljapannews.com
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“Oshogatsu in Little Tokyo” held to introduce
traditional Japanese New Year’s celebrations

-Many visitors attended the annual New Year’s
celebrations held for the 27th year-
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(4 O shogatsu in Little Tokyo”
was jointly organized by
the Japanese Chamber

of Commerce of Southern California

(JCCSC) and the Japanese Chamber

of Commerce Foundation in the Little

Tokyo district of Los Angeles to intro-

duce traditional Japanese New Year’s

celebrations. This event, held for the
27th year, is now a New Year custom in

Los Angeles, attended by over 10,000

visitors each year.

This annual New Year event was
started to revitalize the town around
Little Tokyo and introduce traditional
Japanese New Year’s celebrations to
Americans and younger generations of
Japanese Americans, now an essential
event in the Japanese community.

Jeff Yamazaki, President of the
JCCSC, commented on his aspira-
tions: “JCCSC is excited to introduce
Japanese culture to as many visitors
as possible. JCCSC is determined
to continue our contribution to the
Japanese community through events
like this.”

The New Year’s celebration was
held at Weller Court as the main venue
and the Japanese Village Plaza to invite
visitors to enjoy traditional Japanese
New Year’s festivities.

A dynamic taiko drum performance
started before the event kicked off at
11:00 AM, followed by the opening
ceremony on stage, the ceremonial
breaking of the sake barrel, Mochi
maki (scattering of mochi to visitors),
folk song and dance, Shorinji Kempo
and Aikido demonstrations, Kawachi
Ondo & Dance, Awa Odori Dance,
Kendo, Calligraphy demonstration,

Lion Dance, etc. Each traditional,
cultural, and entertainment organization
active in the suburbs of Los Angeles
performed songs, dances, and demon-
strations. Lively performances on stage
celebrated the New Year, while partic-
ipants dressed in colorful kimonos
competed in the Kimono Contest on
stage. The Kimono Contest is organized
by the L.A. Kimono Club as an
annual club event held on New Year’s
Day, also one of the main events of
“Oshogatsu in Little Tokyo.” The event
was started in the year 2000 to increase
opportunities to wear kimonos and to
introduce traditional Japanese culture
by wearing them. Club members
attend various Japanese cultural events
wearing kimonos year-round.

During the Mochi maki (scattering
of mochi) by the Nisei Week Queen and
Court, children jumped up and down
to catch the red and white mochi.
Picture books, Japanese folk art, and
anime characters were sold at booths,
along with oshiruko (sweet red-bean
soup with mochi), yakisoba, karaage,
takoyaki, mochi, and sake for tasting.
Other booths invited visitors to fold
origami or create small kites, many
attended by children, to foster a feeling
of traditional Japanese New Year’s
celebrations for visitors who attended
for the first time.

The suburb of Little Tokyo is also
home to temples of each Buddhist sect.
Many visitors made their first visit
of the year to the Koyasan Buddhist
Temple in Little Tokyo as they do each
year to draw a fortune slip or purchase
an amulet or talisman.m
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: Century of Culinary Milestones

Part1

How One Issei Immigrant Helped Feed a Generation
—ADHRBRAI X Z —HROBE

&

&

To mark 100 years of bringing the flavors of Fapan to the world, Mutual Trading Co., Inc. looks back

on its storied history, from the company’s humble roots as a “co-op purchasing and import channel” in Little

Tokyo serving the needs of early Fapanese immigrants in Southern California, to its pivotal role in introducing

Edomae Fapanese sushi to the United States. In this first installment, Mutual Trading’s origins are traced

alongside the rise of the Japanese American community, highlighting how the company laid the foundation for

Fapanese cuisine’s lasting presence in America and helped the community rebuild after internment.

n 1899,a20-year-old named Sadagoro

Hoshizaki boarded a Norwegian

cargo ship to set sail for a new life
in the United States. A born and raised
Odawara native, Hoshizaki had saved
up $60 to pay for the voyage from Japan
to California. Like thousands of other
Japanese immigrants, he set out with a
simple plan: to eke out his own piece of the
American dream as an agricultural laborer
in California.What he couldn’t have known
then was that this leap would eventually
lead him to found a company that would
endure for more than a century.

The late 1800s were boom times for
Japanese immigration to the United States.
In 1869, the first Japanese immigrants
arrived in the mainland United States,
landing at the port of San Francisco carrying
nothing but tea plant seeds, silkworms, rice,
bamboo shoots and cookware. Fleeing the
brutality of the Boshin Civil War in Japan,
this group — 22 strong, according to the
Daily Alta California — broke ground on
the first Japanese settlement in North

Los Angeles HQ

MUTUAL TRADING

San Diego

America, the short-lived Wakamatsu Tea
and Silk Farm Colony.

While the settlement collapsed after two
years, this group of 22 became the first
documented wave of Japanese immigrants
to the United States. Over the next three
decades, thousands more joined them as
the Chinese Exclusion Act of 1882 created
labor shortages in mining, agriculture and
manufacturing that were soon filled by
Japanese workers. By 1900, 22 became
24,326, and among the thousands setting
sail to the United States, was Hoshizaki
himself, who arrived in San Francisco
and quickly found work on an orchard in
Vacaville.

Hoshizaki arrived in 1899 at a pivotal
time for Japanese Americans: Excluded
from mainstream markets amid nascent
anti-Japanese racism, early Issei (first-
generation) immigrants built self-sufficient
economies in so-called “Japantowns”
across the country, establishing “their own
schools, temples and churches, markets
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celebrating 100 years
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Sadagoro Hoshizaki,

Founder of Mutual Trading,

right, along with a handful of Little Tokyo investors, formed a co-op operation to
import Japanese foods for the growing Japanese population in Southern California.

and restaurants,” according to the Los
Angeles Times. In Los Angeles, one such
community emerged downtown in the
1880s: “Sho-Tokyo” or Little Tokyo, which
soon became the largest Japantown on the
mainland.

While the city had “fewer than 50”
Japanese residents in the early 1880s, those
who came to Los Angeles set their roots in
downtown along East First Street. Among
the first to settle and establish themself
was a cook named Hamanosuke “Charlie
Hama” Shigeta who opened his restaurant
“Kame” on 340 East First Street in 1884,
making him the first Japanese person to
own a business in Little Tokyo. Shigeta’s
restaurant marked the birth of Little Tokyo,
opening the floodgates for Japanese-owned
boarding houses, bookstores, tempura
restaurants, hotels, and confectioneries in
the years that followed.

As early Issei immigrants married and
began building families and communities,
Japanese home cooking took root on
the mainland, further shaping the local
economies of Japantowns. A typical
Japanese meal in those days consisted of
a bowl of white rice served with miso
soup, green tea and a variety of okazu or
side dishes: takuan (pickled daikon radish),
broiled fish, canned kamaboko (fish cake)
and whatever facsimile of a Japanese
dish could be fashioned out of substitute
American ingredients. Issei cooks had to
innovate out of necessity, but as they began
craving staples like miso, soy sauce, and
rice from Japan, they built a patchwork of
traders and grocery stores to supply local
communities with the ingredients their
kitchens needed.

New York * Boston °
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On April 19, 1926,

Part1

Mutual Trading Company is established.

Kyodo Boeki Kabushiki Kaisha in Japanese, encompassed the belief in “mutual cooperation and
dedication” to carry the company toward stability and infinite expansion in America.

192648 19HMUTUAL TRADING CO., INC., &I, BRETO“HRAZHH XS LN

SHABICK. “BEBAEME"EVSEEZARADONTEY . TAAITE T E2EEDTELER
DEBANEERVIARINTOHET,

Colloquially known as the takuan boeki, or
takuan commerce, after the iconic pickled
yellow daikon radish that was the most
common craving for early Issei immigrants,
this network took root across the country.
In 1905, after years of back-breaking
work on farms across California and a
stint at a Japanese-owned grocery store
in Riverside, Hoshizaki opened his own
general store in Little Tokyo using Russo-
JapaneseWar rations he brought back from
Japan, including canned goods and dried
staples such as kanpyo (dried gourd strips),
shiitake mushrooms, koya-dofu, as well as
miso and soy sauce.The shop, Tokai Shokai,
was located at 124 San Pedro Street. By
1910, the takuan boeki had flourished into
a nationwide ecosystem, with 242 grocery
stores, 2| trading firms, and 42 tofu shops
owned by Japanese Americans on the
mainland.

By the turn of the 1920s, the national
mood shifted against Japanese Americans.
As Japantowns grew across the country,
so did anti-Japanese campaigns by anti-
immigration  groups, culminating in
legislation like the California Alien Land
Law, which banned Japanese immigrants
from possessing land in the state, and the
Immigration Act of 1924, which banned
Japanese immigration into the United
States.

Soy sauce
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was packed in “export-fortified,” double-lidded
wooden barrels, an early innovation that protected
the contents from leakage and spoilage during

weeks-long trans-Pacific voyages.
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Documented in Mutual Trading’s prospectus

published in 1926:

“When considering the future of Los Angeles city, it will not take long for the city
population to reach 2 million and become a metropolis. [...] With our stable foundation,
loyalty,and hard work as our business policy, we believe as we grow with Los Angeles city
and plan for 100 years in the future, establishing a large market in the western hemisphere

will not be impossible,”

1926 D EFK:

Historic view of Los Angeles
Business District and Harbor
Development.

Mutual Trading Company Inc.
Stock Certificate — A record
of early corporate capital.
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The Immigration Act of 1924 devastated
Japanese communities on the mainland;
it not only froze the inflow of Japanese
immigrants, but also the flow of food and
capital carried into the country. Amid
the growing hardships facing Japanese
Americans, and disruptions to imports
from Japan, Hoshizaki saw a need to unify
importers in Little Tokyo as “a co-op
purchasing and import channel.”

On April 19, 1926 — nearly 57 years after
the first Issei immigrants landed in San
Francisco — Hoshizaki established Mutual
Trading Co,, Inc., a California corporation
to import shelf stable Japanese foods: soy
sauce, green tea, nori, wakame, and an
array of canned goods including bamboo
shoots, takuan, tofu, konnyaku, kamaboko,
and seasoned inari age.

I5 years after its founding, Mutual Trading
faced its first existential threat: the
outbreak of the Pacific War, which froze
all trade with Japan. In 1942, a year after
the Japanese attack on Pearl Harbor,
President Franklin D. Roosevelt issued
Executive Order 9066, forcing 110,000
Japanese people on the West Coast to sell
their homes, belongings and businesses to
report to one of ten internment camps.
Among the thousands forced to evacuate
was Hoshizaki and several Mutual Trading
employees, who now faced the closure
of their business, as well as indefinite
incarceration.
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During World War I, Mutual Trading’s inventory was safeguarded by Little Tokyo’s
Maryknoll Church, whose priests and nuns continued supporting Japanese American
communities displaced to internment sites such as Manzanar, where Catholic churches
like the one pictured served as places of worship.

(Photograph by Ansel Adams. Courtesy Prints & Photographs Division, Library of Congress (item 2001695654).)
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As Mutual Trading employees prepared
to report to internment camps, they
scrambled to safeguard what remained of
their business. Their unlikely lifeline came
from Maryknoll Church—a Catholic parish
and school in Little Tokyo—whose staff
agreed to hide the company’s merchandise
in the church basement.

“The administrators said, ‘Just bring in all
of your belongings and we’ll keep them in
the basement,” recalled former Mutual
Trading President Noritoshi Kanai in an

interview with Tokyo Journal.

“The people at Mutual
Trading were very lucky.’

9
With their merchandise safely stowed
away, Mutual Trading temporarily closed
their doors and Hoshizaki spent the
duration of the war in the Manzanar Camp
in Central California along with 11,000
other interned Japanese Americans.

Not every Japanese American business
was lucky: only three out of 40 Japantowns
survived the war, and thousands of
business owners returned from camp
having lost everything — their homes
vandalized or sold, their belongings stolen
and their livelihoods erased. Before the
war, Japanese Americans operated around
1000 retail produce stores in Los Angeles;
By December 1946, only 30 of these
stores reopened. A 1980 congressional
commission appointed to study the effects
of internment estimated that Japanese
Americans lost between “$149 million
and $370 million in 1945 dollars” due to
internment.Adjusted for today’s value, that
amounts up to $70 billion to $150 billion.

Despite warnings from the War Relocation
Authority to avoid returning to enclaves,
Hoshizaki and several managers returned
to Little Tokyo in 1945 determined to

"A meal as simple as

reopen Mutual Trading. Upon arriving at
Maryknoll, they found their inventory
safely stored away in the basement,
untouched and ready to distribute to
Japanese Americans returning from camp.

In 1946, Mutual Trading reopened its doors,
ready to supply food staples, cooking
utensils, and imported goods to families
rebuilding their lives after internment. For
those who had been incarcerated, food
was more than a necessity. After years of
being deprived of Japanese cooking in the
camps—forced to eat unfamiliar meals
made from government surplus foods
in mess halls—food, and Japanese food
in particular, became a sacred source of
comfort, safety, and identity. A meal as
simple as a bowl of white rice, miso soup,
takuan, and broiled fish suddenly had
immense meaning.

Mutual Trading helped restore a sense
of normalcy throughout the community,
supplying households and restaurants alike
as they rebuilt their kitchens with Japanese
ingredients and essential tableware, such
as rice bowls, miso soup bowls, chopsticks,
and teacups. Through resilience and grit,
Little Tokyo came back to life as businesses
reopened, temples resumed services, and
community traditions like Nisei Week
returned.

Though much has changed in the 100
years since Mutual Trading’s founding —and
80 years after reopening — what hasn’t
changed is Mutual Trading’s continued
commitment to bring the flavors of
Japan to the world, connecting people
and communities through the universal
language of food. It’s a mission not just
informed by Mutual Trading’s history, but
the whole of Japanese-American history
— a story that began 127 years ago, when
a 20-year-old Odawara native boarded a
ship to set sail for America.

&

a bowl of white rice, miso soup, takuan, and broiled fish

suddenly had immense meaning."
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Showroom

From its earliest days, Mutual Trading offered basic commodities and shelf-stable goods—
largely dried and canned foods from Japan—along with essential kitchen and tableware.

VD L—ARNL P KFEBEIEIKFEES
90665 = HES L. BABRICELITNIIA
ADBARANIZH L, £K10HFTOERHINE
FonwFhh~0BEEG CE Lz, &
BEEZRERLCSNEALZORIZIE,. BIF
LW, Ta—Fa7l- bL—Tav
TJOHBEIEENTWE L, HolE, ¥
BREVWSHELRABIZ, REESLITFTE
FEEZOLEDODDEHRMNENSNDIFREIC
EmTdEEBnYELE,

Sa—FaFI- No—TaVvTDOHETS
EMRHEIINAFT~DOHEEFEED 572
N EHFEINEBEETFTASEFEL
TWE L, TARESICRVLATEROK
WOFEELBREZOMN, UL b—F
A—2HFHA M)V IHEFRER. AT
)— ) —L#HETLE, HE2DOEGREL.
SHOBRERSHTICREST S LEH
LEE=DTT,

Ba2OBFREE. HoTWd10%7d
NRGEVRASHIE, TR TEMNY EFT] &
EoThhFELE] &L TE2a—Fa7
L Mo—To v THEDEFHBEL,
[Tokyo Journal]l OE#M TIRYE>TWL
£,

Fr3a—Fa7iL-f—F4>F
DARIZ.AYIGENBI -
Zﬁ-\i‘\/\i-d—oJ

SHIE—FFEFAE I, 2E1EK911,000A
DERT7AVAANELEDIZ, YUPF—IX
B CREBFEFTEBI LT LE,

LhLl, IXTOLIPRCEEICEHEE
NizbFTIEHY FBATLE, HAET40
Ho-BRANHDS b, HEEFTHERKL
folE, YbL - h—F3—%2E5HThH
THAIMATLE, OV EILRA TR, ¥
BIIZ#1,0000&H > =AXAREDSRIE
D55, 1946 FEXKETICELEERTE
D, BDITH30ETLE, 1980FDHK
ERAEZTERF. BAINABICKDELX
F1945F LB DOE&EF T11E4,900H-31&
7,000 RILEHEEFLTWET, REDM
fEICHE T 2 &, #$970048-1,500f& KLIZ
HHELEY,

Atlanta + Florida -

Bringing the Flavors of Japan
to the People of the World

Lima (Super Nikkei)

HESRERN D BAAE~NDREERIT S
EOIELHIhTUWEIZEALDLLT, Bl
FHELDODHEE EHIZ, 19454,
FaF7I - hL—=—TA VT OBERERE
L. UML - b—Fa3a—~RYFELE, A
T—/—ILHBRAFEFELEELNBIZL
FOlE, R ICBEEShTUVEE%#
DEFZTHY ., BRT7ZAVAANZTCICH
WwTEHRETL,

2a—

1946%, T a—Fa7l- bL—FTav
TIFEEZEZBRAL. BRENAEZRTETFD
BRIZRYVBESTEEREZbICAIT T, B
FEBE, FEHAROEBEFTHEVA
HELE, WEAFMNSORSEALIZES
T. BEHELIBERTEHY EFFAT
Lz, BEBICHAIKWEFEADRKIZ. H
RKOREREE, KbhbFTWE=TAT
VTATATDEDERYRTEELE S
OTY, B*. KEH, =< HA. TE
B—TD—EITE, YN NEKRD
BoTWELE,

Sa—FaTFlL- =T VP& RE
CHREEITHRAOEBMOEFTIZRMAE R
FAEBEEHRBKTEILET. AXDELL
12, BRIZFAVWEBBEEZRMYERT FBITZ L
TEELE, BENMRLEESEEZFRRL.
FRTIEENEFL, [THY 1 —2 )
EZZLHETHMBHEOEHITENRS
BT, UL b=—Fa3—EBVRER
EwRLEFELE

Sa—FaTFIL FL—T4 VT DOBRIEMN
51004, Z L THBOBREMNS805F, &
WEADBAT, Z<LDTENEDLYFEL
7=

LML, EhoB0NEORHYET, Th
. BAOKEHAARETF, BEZALTA
ENEEDHBCENS, Za—FaTFI-
No—TA VT DEDZIELVNEZTY, C
DEZE, $3EDLD T ERLC2ITH]AN
TWEY,

ZTOEIZIE, BICEMOELRLIFIZEDL
FOTIEOY FHA, 127571, NHEH
BED20mNDBTEMNT A1) hEBIE L THIC
ZEYAALECEDIEE>TZ. BRT A
AADERZFDEDRDTT,

Tokyo

@mutualtrading



NEWS / TRENDS

World Sake Ranking 2025
-Top 10 Announcement for “World Sake Ranking 2025,”
which ranks sake breweries based on their award-winning
achievements in contests held both in Japan and abroad-
HRBERZ>F > 2025
—BAREAANTHESNEOVTAMDZERET
BEZETTTS HRBERZTF>0 20251 Oy T10HKR—

he World Sake Ranking 2025
I is a program that has been
evaluating sake breweries

since 2019.

This system ranks the top 50 sake
breweries based on their cumulative
points from awards won at the 2025
Sake Competition. n 2025, the ranking
included 698 sake breweries and a total
of 3,415 products.

In typical sake competitions, since
the products themselves are judged,
award-winning sakes sometimes sell
out immediately. On the other hand,
the “World Sake Ranking 2025” aims
to serve as a guide for those unsure
which sake to choose by evaluating the
breweries themselves, offering a new
benchmark for selecting Japanese sake.

The eligible contests are limited
to those with high credibility, where
the number of entries, number of
awards, judges, and judging methods
are disclosed, and professional judges
conduct rigorous evaluations. In 2025,
the following contests were eligible.

The Annual Japan Sake Awards

The Japan Sake and Shochu
Makers Association and the National
Research Institute of Brewing host
Japan's longest-running sake compe-
tition. This tasting competition aims
to clarify the current state and trends
in brewing techniques and sake
quality through nationwide research
and analysis of new sake, thereby
contributing to the improvement of
sake quality.

National Tax Agency's Sake
Appraisal Competition
(Ginjo Category)

Eleven Sake Appraisal Competi-
tions Held by National Tax Agencies
(Sapporo Regional Taxation Bureau
Sake Appraisal Competition, Tohoku
Sake Appraisal Competition, Kantoshi-
netsu Regional Taxation Bureau Sake
Appraisal Competition, Tokyo Regional
Taxation Bureau Sake Appraisal
Competition, Kawanazawa Regional

© Niizawa Sake Brewery Co., Ltd

Niizawa Sake Brewery Co., Ltd

Taxation Bureau Sake Appraisal
Competition, Nagoya Regional
Taxation Bureau Sake Appraisal
Competition, Osaka Regional Taxation
Bureau Sake Appraisal Competition,
Hiroshima Regional Taxation Bureau
Sake Appraisal Competition, Shikoku
Sake Appraisal Competition, Fukuoka
Regional Taxation Bureau Sake
Appraisal Competition, Kumamoto
Regional Taxation Bureau Sake
Appraisal Competition)

Kan Sake Award

By raising awareness that warming
sake enhances its umami and softens its
flavor profile, we aim to highlight the
unique appeal of “warmed sake” as a
hallmark of Japanese sake.

The Fine Sake Awards Japan

This contest aims to promote
the consumption of Japanese sake in
settings beyond traditional Japanese
cuisine, in overseas markets, and
among younger generations by popular-
izing the practice of drinking sake from
wine glasses.

Kura Master

A sake competition held in France
by French people for French people,
judged by top sommeliers active in
France. Japanese sake is considered
well-suited to the evolving tastes of
French cuisine and gourmet prefer-
ences, and the aim is to promote

16 February 2026 - www.alljapannews.com
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M'World Sake Ranking] Top 50

Top 10
HASHITZEEE (2H)............. 2,168 >k points
Niizawa Sake Brewery Co., Ltd. (Miyagi)
? INEEESFREE (BEE) v, 1,878 1>k points
Konishi Brewing Company (Hyogo)
! BRASMEDEERE (HE) ... 1,737 > points

Watanabe Sake Brewery (Gifu)

A0 BKE=ZEEGRST (ZE) ..... 1,562 -« >k points
Shimizu Seizaburo Shoten Ltd. (Mie)

5 FRSHENUEESE FEAK) .ocvveee. 1,182 K->k points
Tonoike Sake Brewery (Tochigi)

6. FHMEEHKRAS FIFW) ............. 1,126 K>k points
Heiwa Shuzo Co. (Wakayama)

T4 HPRGESHA R (LA ... 1,021 >k points
DEWAZAKURA SAKE BREWERY CO.,LTD (Yamagata)

8. N\FEEMRINE (B e 1,016 78 >k points
Hachinohe Sake Brewery Co., Ltd. (Aomori)

9Mi: BAESHBERBEERE FHHED .. 978 >k points
Seto Shuzo (Kanagawa)

101 KFEEMRADM (REF) oo 847K+ >k points

Yonezawa Sake Brewery (Nagano)

)

the adoption of Japanese sake in
French cuisine.

The International Wine
Challenge (IWC)

IWC is the world's largest wine
competition. It is held with the aim of
promoting the spread of Japanese sake
overseas. The World Sake Ranking
focuses on products that have won
awards in the “SAKE category” estab-
lished by the IWC in 2007.

SAKE COMPETITION

This competition aims to determine
Japan's most delicious commercially

Niizawa Sake Brewery Co., Ltd

available sake, with the goal of estab-
lishing clear evaluation criteria for its
character and drinking properties so
that Japanese sake may be selected as
a dining companion around the world.
Boasting the world's largest number
of listings

The U.S. National Sake Appraisal
The U.S. National Sake Appraisal
has been held annually since 2001 and
is the oldest sake appraisal conducted
outside Japan. Eleven judges—usually
nine from Japan and two from the
U.S.—evaluate around 500 sake entries
over three days following traditional

© Miyagi Sake and Shochu

Makers Association
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501

EEFHEEHRARE (B e 8267 > I points
Fumigiku Sake Brewery (Toyama)

BRIEGEHRIERE (BHD e, 815K >k points
Tsurumi Syuzou Co., Ltd. (Aichi)

AHEGEHRIRE (BIE) oo 742 KA >k points
Ishizuchi Shuzo Corporation (Ehime)

B STEEEEEE (BR) i, 726 7K1 > points
S. Imanishi Co., Ltd. (Nara)

ILFEREEMR TR AL (LB i, 717K+ >k points
Yamanashi Meijo Co., Ltd. (Yamanashi)

L7 35 =2 N =2 A =) R 677>k points
Ota Sake Brewery (Mie)

KHBEEMRNEIE (BER) oo, 675 K1 >k points
Nagai Sake Inc. (Gunma)

RIS HERBAR (FE) oo 674 7K+ >k points
linuma Honke (Chiba)

MRICEAEIEE (B covvvvevrerererenenenenennens 672 7R >k points
Urakasumi Sake Brewery Saura Co., Ltd. (Miyagi)
ATBERRE BB o 668 7R-r >~k points
Ninki inc. (Fukushima)

MARNEFEIEE (REF) oo 655>k points
ONO BREWING COMPANY (Nagano)

BRBEEHAE (TBHD o 63271 >k points
Kameizumi Shuzou Co., ltd. (Kochi)

MXESHBIFARTE (ZF) .o 620 7R >k points
Miyazakihonten Co., Ltd. (Mie)

BEDOWESESHERR (FBE) v 591>k points
Okunomatsu Shuzo Co. (Fukushima)

KEESEHA R WL o, 5707 >k points
Yonetsuru Shuzo Ltd. (Yamagata)

1 N - A G 5137) SR 558 7 > I points
Ichinokura Co., Ltd. (Miyagi)

HRSNMUARREE #EEEBRE (BE) ..... 55T R, >k points

Koyama Honke Shuzo Co., Ltd. Nada Hamafukutsurugura (Hyogo)

BRBEEHRARE (LB e, 542784 >k points
Kamotsuru Sake Brewing Co., Ltd. (Hiroshima)
KEBERNEHE (FAED oo 53174 >k points
Tenju Shuzo Ltd. (Akita)

=FEEHRA EERED) oo 5197K4 >~k points
Sanwa Shuzo Co., Ltd. (Shizuoka)

REEEER TN (BED oo 5114+ >k points
Nakano Sake Brewery Co., Ltd. (Aichi)

FEAREEIRTNRAE (FRED oo 506 7K > points
AKITA MEIJYO (Akita)

BABESHERARHE (EE) .o, 50078~k points
HAKUTSURU SAKE BREWING CO.,LTD (Hyogo)
HRARUEIBEAN (BF) o 481>k points
Nanbu Bijin Co., Ltd. (lwate)

BEESHRXEE (B oo 47774 >k points
Zao Shuzo Corporation (Miyagi)

FERBEFRRNSHE (BE) e 476 7R >k points
Kiku-Masamune Sake Brewing Co., Ltd. (Hyogo)
EATHRBEERREM (EE) o 460781~k points
FUKUCHIYO SHUZO CO.,LTD. (Saga)

HAREFBEEES (REF) oo 455381 >k points
Endo Sake Brewery Co., Ltd. (Nagano)

REBEBEGEHRAR (BB oo 454 K1 >k points
Suehiro Sake Brewery Co., Ltd. (Fukushima)
AMEEEER S (B oo 4493754 >k points
Taiwagura Sake Brewery Co., Ltd (Miyagi)

TERBEBEMFRAEHE (REF) v 438>k points
Nanawarai sake Brewery Co.Ltd. (Nagano)

MRS NARBEEEE (BB oo 435751 >k points
YAGI-SHUZOBU Co., ltd. (Ehime)

MRICEAEALEE (FRE) oo, 43144k points
Hokushika Co., Ltd. (Akita)

HEEESHRARE (B oo 42078k points
Hagino Syuzo Co., Ltd. (Miyagi)

FOFBEESHRRE (BF) v 41578+ >k points
Kikunotsukasa Brewery (Iwate)

BERKRIEH (FEB) e 41078 >k points
Gekkeikan Sake Co., Ltd. (Kyoto)

BREBEEMARM OFE) e 4107K- >k points
Seiun Sake Brewery Co., Ltd. (Saitama)

NEFEEHINRAE (L) e 41078 > points
Yaoshin Shuzo Co.,Ltd. (Yamaguchi)

BESHMBESTREE GEH v, 386K+ >k points
Katoukichibee Shouten (Fukui)

MBREEKRREE ERED....coovvvvecireccne, 384K+ >k points

Hatsukame Sake Brewery Co., Ltd. (Shizuoka)

Japanese judging procedures. Top-scoring
labels receive gold and silver awards, with
“Grand Prix,” “Second Grand Prix” and
“Third Grand Prix”” awards given to entries
with the highest marks in each category.

Milano Sake Challenge

A sake competition judged in
Milan, Italy, by Italian wine sommeliers,
bartenders, and other food and beverage
experts holding sommelier qualifications.
n addition to sake tasting evaluations, we
conduct pairing evaluations with Italian
cuisine popular among Japanese people,
as well as packaging design evaluations
by designers active in Milan, the city of
fashion and design.

Oriental Sake Awards

The Oriental Sake Awards, held for
the first time in Hong Kong in 2022, is
one of Asia's largest Japanese sake compe-
titions. This competition aims to assist
sake breweries in developing export strat-
egies for the Asian market by conducting
blind tastings judged by liquor experts
to select Japanese sake preferred by
Asian consumers.m
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The Marriage of

Sake and Cheese
BARBF—XDIV7—>a

Japanese agricul-
A S tural exports expand,

it's well known that
sake is now enjoyed worldwide.
However, interest in pairing sake with
non-Japanese cuisine is growing.

Seminars, workshops, tasting
events, and restaurant pairings specifi-
cally themed around the compatibility
of Japanese sake and cheese are on the
rise. In New York, pairing seminars
combining craft Japanese sake with
international cheeses hosted by the
James Beard Foundation, as well as
“Sake and Cheese” events at clubs
and members-only facilities, are being
held. Late last year, a “Sake and Cheese
Pairing Workshop” was held in Tokyo
and proved a huge success.

The background to this trend is
that both sake and cheese are fermented
foods rich in umami components,
making them a complementary pairing

that enhances each other's flavors. This
combination is gaining attention among
experts and enthusiasts.

Furthermore, as part of strategies to
expand sake exports and PR activities in
overseas markets, pairing experiences
beyond traditional Japanese cuisine—
such as “sake x cheese”—are being
promoted. While cheese is strongly
associated as a wine accompaniment,
it actually pairs exceptionally well
with sake. Recently, more restaurants
and bars have begun serving cheese
as a sake accompaniment, making this
combination a truly noteworthy pairing.

Pairing sake with the right type of
cheese enhances the enjoyment
even more

Why they're a great match
Sake and cheese both generate
abundant umami components like

18 February 2026 - www.alljapannews.com

amino acids during fermentation. This
synergistic effect of umami enhances
their compatibility.

Sake Pairing by Type

Japanese sake is classified into four
types: “Refreshing sake” “Aromatic
sake” “Mellow sake” and “Pure sake”
each with its own complementary
cheese.

 Refreshing Sake
Characteristics: Honjozo,
Regular sake, etc., with a light and
refreshing aroma and a crisp, easy-
drinking profile.

Recommended cheeses: Cheddar,
Mimolette, Mozzarella, and other
cheeses with a rich umami flavor.

- Aromatic Sake

Characteristics: Daiginjo and Ginjo
sake, characterized by their elegant
aroma and fruity flavor
Recommended cheeses: It pairs
well with cheeses like Camembert,
Gouda, and Comté, which have a rich
aroma and savory flavor.

 Pure Sake

Characteristics: A pure rice sake
with a gentle aroma, showcasing the
inherent umami and richness of rice.
Recommended cheeses: Cheeses
like Brie and Gouda, with their creamy
and rich flavors, pair well.

« Mellow Sake

Characteristics: Characterized by a
rich, full-bodied flavor, typically found
in long-aged vintage sake.
Recommended cheeses: It pairs
well with strong-flavored cheeses such
as blue-veined cheeses like Gorgonzola
and Stilton, or washed-rind cheeses.

Cheese Pairings by Type
The pairing with sake also varies
depending on the type of cheese.

Fresh cheese:

Cream cheese, mozzarella, and other
light cheeses pair well with fresh, fruity
Japanese sake.

White mold cheeses:

For creamy cheeses like Camembert
and Brie, full-bodied or aromatic wines
are recommended.

Blue cheese:

Strong cheeses such as Gorgonzola and
Roquefort pair well with mature wines
and sweet, long-aged vintage wines.

Hard and semi-hard cheeses:

For cheeses like Comté and Parmigiano
Reggiano, which have concentrated
umami flavors, we recommend pairing

them with Ginjo sake or Junmai- Ginjo
sake made using the Yamahai method.

Wash-rind cheeses:

Cheeses like Epoisses and Taleggio,
with their distinctive aroma and rich,
intense flavor, pair exceptionally well
with Junmai or Aged sake. Sparkling
sake, with its refreshing carbonation,
also complements cheese beautifully—
the bubbles mellow the cheese's flavor,
creating a pleasant, harmonious melt in
the mouth.

Goat cheese:

For goat milk cheeses with a distinctive
flavor, fruity Japanese sakes like Ginjo
or Junmai Daiginjo pair well.

Processed cheese:
For rich, well-balanced processed
cheese, we recommend pure Junmai.

Smoked cheese:

With sweet sake like dessert wine, the
rich sweetness of the sake envelops the
smoky aroma, making it surprisingly
well-matched with strongly flavored
smoked cheese.

Key Points for Combinations

To enjoy unexpected combinations,
there are a few key points to keep in
mind.

Strength of flavor: Flavors of similar
intensity tend to clash. When one is
more restrained, balance is achieved.
Sourness and sweetness: The
acidity of Japanese sake washes away
the cheese's fat content, leaving your
mouth feeling refreshed.

Maturity: Similarly aged items tend to
pair well together because their flavors
are similar.

Moreover, the fact that both
sake and cheese taste delicious when
warmed is one of their shared charac-
teristics, making the possibilities in the
world of sake and cheese truly limit-
less. I hope you'll try pairing sake and
cheese to discover combinations that
taste even more delicious.m
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First Anniversary Celebration of “Traditional Sake Brewing”
as a UNESCO Intangible Cultural Heritage

MEHEEED) AR JEAXE

‘ ‘ T raditional sake brewing”
refers to brewing
techniques developed

by master brewers (toji) and brewery

workers (kurabito), who use koji mold
and adapt their methods to the climate
and natural conditions of different
regions across Japan, refining their craft
over many years of experience. The
fundamental form of these techniques is
said to have been established more than

500 years ago. This “traditional sake

brewing” was inscribed on UNESCO’s

Intangible Cultural Heritage list on

December 5, 2024.

Five Centuries of Craft,
Reimagined

-The First Anniversary of
“Traditional Sake Brewing”
in Asakusa

On December 6, 2025, Asakusa
awoke to an unusual vibrancy. At the
Asakusa Culture and Tourism Center, a
distinctive cultural event drew crowds
from early morning: the First Anniver-
sary Celebration of “Traditional Sake
Brewing” as a UNESCO Intangible
Cultural Heritage. The day became a
rare opportunity to experience the heart
of Japan’s fermentation culture—where
tradition and the future converged in
one shared space.

“Traditional sake brewing”
refers to the comprehensive body of
techniques that use rice, water, and
koji mold, refined over centuries by
master brewers (toji) and their teams.
Rooted in regional climates and local
knowledge, these methods date back
more than 500 years. On December 5,
2024, they were officially inscribed
on UNESCO’s Intangible Cultural
Heritage list, recognizing not only
Japanese sake but also shochu,
awamori, and mirin as cultural expres-
sions of exceptional global value.

The anniversary event in Asakusa
was organized by Japan’s National
Tax Agency, co-hosted by the Agency
for Cultural Affairs, and supported by
the Association for the Preservation
of Traditional Koji-Based Brewing
Techniques. Brewers, researchers,
cultural professionals, and international
visitors gathered under one roof, united
by a shared curiosity about Japan’s
unique alcohol culture. The diversity

of the audience itself testified to the
growing global resonance of traditional
sake brewing.

Learning Through Experience

The event unfolded across multiple
floors, each offering a different
perspective on the craft. A sympo-
sium held on the sixth floor explored
the cultural significance of traditional
brewing, challenges of preserva-
tion, and its expanding role in global
markets. Discussions between scholars
and brewers highlighted how heritage
can coexist with innovation. Overseas
attendees listened attentively, many
taking notes—evidence that this was
more than a tourist attraction; it was an
educational exchange.

On the seventh floor, panel exhibi-
tions and workshops provided visual
and hands-on insights into brewing
processes and regional distinctions.
Historical photographs, tools, and
explanatory displays helped visitors
grasp the complexity behind each bottle.
One highlight was a special exhibi-
tion of original manga illustrations by
renowned artist Masayuki Ishikawa,
whose accessible and humorous style
succeeded in introducing traditional
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brewing to younger generations.

The eighth floor, however, was
where heritage truly came alive. A
tasting area featuring sake, shochu, and
awamori from across Japan attracted
constant crowds. Aromas filled the air
as visitors sampled diverse flavors,
exchanging impressions with one
another and speaking directly with
brewers. These lively interactions trans-
formed the event into a “living cultural
heritage”—something not merely
observed, but felt, tasted, and shared.

A Movement Beyond Asakusa

The anniversary celebration was
not an isolated occasion. Throughout
2025, Japan hosted numerous related
events nationwide. Among them was
the JAPAN SAKE & SHOCHU FAIR
2025, one of the country’s largest festi-
vals dedicated to traditional alcoholic
beverages, bringing together hundreds
of producers and encouraging cultural
dialogue. Local breweries also opened
their doors, hosting workshops and
community-based programs that
reinforced regional identity and
craftsmanship.

Internationally, promotional
exhibitions and cultural showcases were

~

held in collaboration with UNESCO
and other organizations. In Europe
and North America, where interest in
sake has surged in fine dining and wine
circles, traditional Japanese brewing
gained renewed attention—not merely
as an exotic drink, but as a cultural
medium for cross-border exchange.

A Toast to the Future

As the day drew to a close, many
participants expressed a shared senti-
ment: what they had experienced was
far more than alcohol—it was Japanese
culture itself. Having survived and
evolved for over five centuries, tradi-
tional sake brewing now stands at
the threshold of a new era. Each cup
shared in Asakusa carried not only
flavor, but history, craftsmanship, and
human connection.

The first anniversary event
demonstrated that “traditional sake
brewing” is not a relic of the past, but
a living practice—one that continues to
connect people, regions, and cultures,
while quietly shaping the future. In
every sip lingered the promise that
this heritage will endure, passed on
from hand to hand, and from genera-
tion to generation.m
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5 Restaurant Experts Dish on Menu Pricing Strategy
LA ZVEMR 5 BHEED AT 21— MSERES DGR

enu pricing is a delicate
balance of crunching
numbers, researching

the local market and diner habits,
and implementing an operational
plan that can make or break your
restaurant's profitability.

Hitting profitability is getting more
difficult as costs like rent, insurance,
labor, and food rise across the board. In
fact, average food costs and wages for
restaurant workers have risen by 30%
since 2019, according to the National
Restaurant Association 2025 State of
the Restaurant Industry Report. All of
these aspects factor into the final cost
of a dish or drink on a menu, making
already tight margins even tighter. But
diners are taking on rising prices to
balance this: the report states 67% of
adults said it’s acceptable for restau-
rants to increase prices to cover the
higher cost of doing business.

Start with accurate costing

Before you can price strategically,
you need to know your true costs. Pay
attention to what the market dictates,
from how much guests are willing
to spend to potential unexpected
price spikes.

“You can't have accurate menu
pricing unless you're doing due
diligence of truly costing out your
product,” said Ryan Pollnow, co-chef
and culinary director at San Francisco's
Flour + Water Hospitality Group.

His restaurant group targets 24%
to 26% food cost across all concepts.
Pollnow has seen wild swings in prices
prompting the addition of Craftable's
Foodager, a software platform that
tracks vendor pricing and inventory in
real time.

"Three months ago, the price of
eggs skyrocketed because of avian flu,"
Pollnow said. "We use a ton of eggs in
pasta production. We were alerted the
prices were going up and could adjust
on the fly.”

Balance costs with perceived value

You also want to consider how
costs impact your guests’ overall
thoughts on the dining experience. Yes,
you want to make a profit, but providing
a positive experience that reflects what
people pay for is also important.

“We have our target cost percent-
ages, but we want our guests to feel
they've had a valuable experience," said

David Schwartz, creative director and
culinary director of Toronto's Big Hug
Hospitality, which owns Mimi Chinese
there and in Miami.

Schwartz explained sometimes he
wants to use unique ingredients, like
a specialty melon that costs $18 per
pound. But he knows there isn't a fair
price where he'd make a profit, and
guests will pay for it.

Pollnow challenges his team to
choose ingredients that have a lower
cost but can still feel celebratory
for diners.

“If we can have a balance on our
menu where there are humble ingre-
dients and make them the star of the
show, that's one way to keep our prices
down,” Pollnow said.

Embrace the sliding scale

Not every dish hits the same food-
cost target, so using a sliding scale
can help, as Flour + Water’s beverage
director Sam Bogue does when pricing
his wine list.

“There are few times anyone
should be doing a flat markup on a wine
list,” Bogue said.

Lower-end wines by the glass and
bottle will have a higher markup, while
the lowest markup will be the highest-
priced bottles. This strategy rewards
customers for higher spending while
maintaining profitability on entry-
level options.

The same principle applies to food

where you can protect your bottom line
with certain items, while still providing
a good deal for diners.
“We have items that are more profitable
for us from a percentage standpoint that
provide cushion versus others that offer
more value for the guests,” said Kayla
Morrison, vice president of operations
for Chicago's Ballyhoo Hospitality.
“Apps or salads are costed more favor-
ably [for us], and we'll sell a steak at
40% to 45% versus 20%.”

Balance can also come from
portion tweaks. When Ballyhoo rolled
out a short rib agnolotti at its newest
concept, Jackman & Co., guests felt
the serving was too small. Instead of
raising prices, the team added two more
pieces, absorbed the cost, and satisfied
guests without hurting margins.

Know your market's price tolerance
One mistake some restaurant
operators make is underestimating
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what their market will bear. Cami Jetta,
chef-owner of Brooklyn's Dinner Party,
learned this the hard way. When she
opened in 2021, she charged just $42
for a four-course tasting menu.

“I was attached to an idea of acces-
sibility,” Jetta said. “But customers,
especially in a city like New York,
have a greater tolerance for high prices.
Price your food what it's worth from
the jump.”

Dinner Party has since restruc-
tured to offer $65 three-course and
$115 five-course options. While that
original pricing helped build a buzz, “it
was criminally low,” Jetta admitted.

You may also want to focus on
pricing based on actual costs rather than
charging more for something customers
assume will be priced higher. Mimi
Chinese’s Schwartz said he knows
people will pay more for products like
ahi tuna, caviar, or wagyu, but doesn’t
play that game.

“We won't arbitrarily price things
that way,” he said. “We try to stick to an
honest representation of the cost going
into a dish.*

Use data to drive decisions

Using sales data can help contin-
uously optimize pricing. Morrison
employs what she calls a “stars and
dogs” analysis, categorizing menu
items by profitability and popularity:
stars (high profit, high popularity),
workhorses (high popularity, low
profit), and dogs (both low).

“We use the data to help us figure
out what the dogs are,” Morrison said.
“Do we keep it, change it, or get rid
of it?”

This systematic approach helps
identify underperforming items
and pricing opportunities. Flour
+ Water reprints their wine list
weekly specifically to enable regular
pricing adjustments.

“Any time we put a new wine or
glass of wine on the list, there has to be
a ripple effect where we alter the price
of everything around it,” Bogue said.
Plus, if you’re seeing something you’ve
priced slightly lower that is selling
really well, it’s OK to go a little higher.

“If we have something that's flying
out the door and it's underpriced by a
percentage, it tells us we can raise
prices,” Schwartz added.

Make beverages your profit engine

Every operator we spoke with
emphasized beverages as crucial profit
drivers. Dinner Party gets roughly 80%
profit margins on wine and cocktails.
Their Dirty Dill Martini costs about
$3.50 to make (including costs for
garnishes and labor) and sells for $18.
A German orange wine bottle costs the
restaurant $21.33, and they charge $22
per glass at 80% profit.

Morrison has a simple rule for
cocktail pricing at Ballyhoo.

“If you can't give me a great
drink that's $17 or less, it's not going
on the menu,” she said. “I encourage
bartenders that come to me with the
coolest drink that's $24 to go back and
reverse engineer it to have it cost less.”

This constraint forces creativity
within profitable parameters, leading
to innovative drinks that customers love
and the restaurant can sell profitably.



Building for long-term
sustainability

Ultimately, it seems successful
menu pricing isn't about maximizing
short-term profits. It's about building
a sustainable business that can weather
market fluctuations while providing
value to both customers and staff.

“It's not about making a ton of
money, but ensuring the business can
survive,” Jetta said.

The operators that thrive prove
to be those who view pricing as an
ongoing strategic process, using data
and market insights to constantly refine
their approach while staying true to
their concept and values.m
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Game -Winning
SUPER BOWL

MENU

Easy-Prep, Game-Ready Dishes & Drinks!

Frozen
Miyako
Edamame
20/14.10z
#72503

Somi Spicy
Garlic Sauce
12/20.40z
#23002

from left

Orion Shokunin Wheat
4/6/11.8floz (350ml) #21683

Orion Mugi Shokunin
24/11.80z (350ml) #8640

Lucky Cat White Ale
24/11.80z (350ml) #10386
Lucky Horse Pale Ale
[2/11.150z (330ml) #62985
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ANNIVERSARY

IDEAS

MUTUAL TRADING

Frozen Miyako
Snow Crab
Combo Meat
6/5LB

Indonesia, Wild
#73557

Yamajirushi
Yuzu Miso
Sauce
12/32floz
#23254

Enjoy responsibly
©2026 Mutual Trading Co., Inc.

Frozen Atlantic
Salmon
without Skin
22LB (3/4),

Chile, Trim:E
#70777

Frozen
Chicken
Karaage
10/2.2LB
#72281

Frozen Miyako
Gyumori Beef

with Onion
16/1LB
#76791

Matsuri Rice,
Koshihikari
40LB

#20422

Frozen Miyako
Ajitsuke Inari
10/2.07LB (60pc)
#70573

Frozen lkura
Salmon Roe
Shoyu Zuke
Kyokuyo
20/1.1LB, Japan
#78965

Frozen
Tako Karaage
8/2.2LB
#74732

above, showing serving suggestions

product availability may vary by regions
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VS

Japanese GEKKEIKAN SAKE

food
quality 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
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa Honorary Sake Sommelier & Saka-Sho Honorary Sake Sommelier
©TCGROUP © Chaman Honorary Sake Sommelier & Saka-Sho Owner“True Sake” Owner of M&M Enterprise

Katsuya Group

"~ Owner “SAKAYANYC'

MASTER

SAKE
SOMMELIER

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.

Sake Tasting

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

B 2 ErYiEE
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28 February 2026 - www.alljapannews.com

assess sake products.

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

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

RENFAREAMES, RFEHE
CHVIEER, B EUE A RE LA R A
TEE B OKRARE,

FHEEEERENEAE, SHKE,
AN irth BEESXBEKRLERRF
ISR (BEAFRFERE20X) .18
HAA UG EBE . U2 —/)
B, —EFERHEMB TR, (G

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

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

B R IF A E B HE M B A H)

EEARE 2-3 XEEATR
B EAB BEFURI R MBI KE &
FEABHMETE KRS BEN
REINRENAR, BXAFEX,
BERIVER, BKRBIKFURRKE
.
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this “Celentine’s Doy

from top left: Kikuizumi Hitosuji Sparkling Sake, Saitama Prefecture, #10463 /

Shichiken Yama no Kasumi Sparkling, Yamanashi Prefecture, #65284 /

Izumibashi Akitonbo Rakufumai, Kanagawa Prefecture, #10287 / Oze x Rosé Junmai Daiginjo, Gunma Prefecture, #10135 /
Mutsu Hassen Pink Label Ginjo, Aomori Prefecture, #9661/ Niwa no Uguisu “Doburoku” Pink, Fukuoka Prefecture, #10610 /
from bottom left: Choya Sarari Umeshu, Mie Prefecture, #69874 /

Chateau Mercian Momoiro Rosé, Yamanashi & Nagano Prefecture, #10683 /

Shochu Kaido Iwai no Aka, Kagoshima Prefecture, #4681/

Amabuki Gin no Kurenai Junmai, Saga Prefecture, #3945 / Amabuki Sakura Fubuki Junmai, Saga Prefecture #10744 /
Koishiso Shiso, Kumamoto Prefecture #18742 / lzumi Sakepolitan, Ontario Canada #12594 /

product availability may vary in regions
M TE S A KE PAGEANT OF DISTINCTION Enpreponsly 62026 Wl Taing o. .

Legendary  Finesse = Award Winning %
mtcsake.com SAKE SHOCHU WINE CRAFTBEER  SPIRITS L 4 MUTUAL TRADING
Refreshing Flavor and

Umami from
For Sushi Rolls, Fish, and Meat Dishes

REAL

GLUTEN NO

‘“l‘l M I sa FREE MSG o
SAUCE

chicken with
yuzu miso glaze

DI IRIEY — 2

Made by

MIYAKO ORIENTAL FOODS INC.
Baldwin Park, CA 91706 USA Tel. 626-962-9633

customerservice@coldmountainmiso.com
i

—

2525 MUTUAL TRADING
4

5 fl.oz. 32 fl.oz.
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How One Issei Immigrant Helped Feed a Generation
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n 1899,a 20-year-old named Sadagoro

Hoshizaki boarded a Norwegian

cargo ship to set sail for a new life
in the United States. A born and raised
Odawara native, Hoshizaki had saved
up $60 to pay for the voyage from Japan
to California. Like thousands of other
Japanese immigrants, he set out with a
simple plan: to eke out his own piece of the
American dream as an agricultural laborer
in California.What he couldn’t have known
then was that this leap would eventually
lead him to found a company that would
endure for more than a century.

The late 1800s were boom times for
Japanese immigration to the United States.
In 1869, the first Japanese immigrants
arrived in the mainland United States,
landing at the port of San Francisco carrying
nothing but tea plant seeds, silkworms,rice,
bamboo shoots and cookware. Fleeing the
brutality of the Boshin Civil War in Japan,
this group — 22 strong, according to the
Daily Alta California — broke ground on
the first Japanese settlement in North

Los Angeles HQ °

MUTUAL TRADING

(3]

San Diego *

America, the short-lived Wakamatsu Tea
and Silk Farm Colony.

While the settlement collapsed after two
years, this group of 22 became the first
documented wave of Japanese immigrants
to the United States. Over the next three
decades, thousands more joined them as
the Chinese Exclusion Act of 1882 created
labor shortages in mining, agriculture and
manufacturing that were soon filled by
Japanese workers. By 1900, 22 became
24,326, and among the thousands setting
sail to the United States, was Hoshizaki
himself, who arrived in San Francisco
and quickly found work on an orchard in
Vacaville.

Hoshizaki arrived in 1899 at a pivotal
time for Japanese Americans: Excluded
from mainstream markets amid nascent
anti-Japanese racism, early Issei (first-
generation) immigrants built self-sufficient
economies in so-called “Japantowns”
across the country, establishing “their own
schools, temples and churches, markets
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Sadagoro Hoshizaki,

Founder of Mutual Trading,

Mutual Trading
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and restaurants,” according to the Los
Angeles Times. In Los Angeles, one such
community emerged downtown in the
1880s: “Sho-Tokyo” or Little Tokyo, which
soon became the largest Japantown on the
mainland.

While the city had “fewer than 50”
Japanese residents in the early 1880s, those
who came to Los Angeles set their roots in
downtown along East First Street. Among
the first to settle and establish themself
was a cook named Hamanosuke “Charlie
Hama” Shigeta who opened his restaurant
“Kame” on 340 East First Street in 1884,
making him the first Japanese person to
own a business in Little Tokyo. Shigeta’s
restaurant marked the birth of Little Tokyo,
opening the floodgates for Japanese-owned
boarding houses, bookstores, tempura
restaurants, hotels, and confectioneries in
the years that followed.

As early Issei immigrants married and
began building families and communities,
Japanese home cooking took root on
the mainland, further shaping the local
economies of Japantowns. A typical
Japanese meal in those days consisted of
a bowl of white rice served with miso
soup, green tea and a variety of okazu or
side dishes: takuan (pickled daikon radish),
broiled fish, canned kamaboko (fish cake)
and whatever facsimile of a Japanese
dish could be fashioned out of substitute
American ingredients. Issei cooks had to
innovate out of necessity, but as they began
craving staples like miso, soy sauce, and
rice from Japan, they built a patchwork of
traders and grocery stores to supply local
communities with the ingredients their
kitchens needed.
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Mutual Trading Company is established.
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Colloquially known as the takuan boeki, or
takuan commerce, after the iconic pickled
yellow daikon radish that was the most
common craving for early Issei immigrants,
this network took root across the country.
In 1905, after years of back-breaking
work on farms across California and a
stint at a Japanese-owned grocery store
in Riverside, Hoshizaki opened his own
general store in Little Tokyo using Russo-
JapaneseWar rations he brought back from
Japan, including canned goods and dried
staples such as kanpyo (dried gourd strips),
shiitake mushrooms, koya-dofu, as well as
miso and soy sauce.The shop, Tokai Shokai,
was located at 124 San Pedro Street. By
1910, the takuan boeki had flourished into
a nationwide ecosystem, with 242 grocery
stores, 2| trading firms, and 42 tofu shops
owned by Japanese Americans on the
mainland.

By the turn of the 1920s, the national
mood shifted against Japanese Americans.
As Japantowns grew across the country,
so did anti-Japanese campaigns by anti-
immigration  groups, culminating in
legislation like the California Alien Land
Law, which banned Japanese immigrants
from possessing land in the state, and the
Immigration Act of 1924, which banned
Japanese immigration into the United
States.
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2B (Charlie Hama Shigeta) [FJE
Fili, TER —#734095 5% 7480 [ 48]
(Kame) , Jl & /N — AL A 7
ERHEMHAEAN. BFE BN
WA, FERBUTER, HARARK
BRAFMEAE . FM . Rlim .
i fiFf B 9L 1 5 G0 W 48 5 T M B .

Mg —RH A RRKLE, HA
FRER B TE LB A AR, 2P
TV T H A Yl M 5 A8 o 5 R LAY
M—4, B —BragR. R4
%, WA XEE (okazu) , 0
FErEE (takuan)  ¥EM. BEE AR
(kamaboko) , PLEFIFHZER &4 [
i HREHE, EVEERT, &
—ARET R BB GIHr, 1T BE R
MEOREEH AT S rwE H s g, i
M3 A g N7k — o fH ) T B B AR
P HEEAAS, Al SR LR A .

B A [ SR | s AR,
IETHF Y AR R BEAE B KT RE
WO R RE A R RS R B, ORI

MR SRR

Washington DC

Chicago (Yamasho) *

Atlanta + Florida °

Bringing the Flavors of Japan
to the People of the World

Lima (Super Nikkei)

EEMESARWBEA [HEEHY ]
(takuan boeki) , LN ZEMER
HOMEY, BELEHERED
SR . ZHLEEEEETE
B 19104, LB A LD H 242
FHHEZEWHEEE., 11 X854
A2 G RN R R R
B 7AW S, TR 19054 11 B A
A1 245 B T HOK H &
M5 TR e ] (Tokai Shokai) o

HEN19204 4%, 5B AE & 5 E 2
B, BEEHAWEER, KB RHE
M HIE B H 25wk, s A d
— RHNHEE LA I, B A
BRAAEMMEEA LA Cnd o A
k) . IR AemEZEILE AR
RENEB1924F (BRE)Y .

Tokyo

@mutualtrading



: Century of Culinary Milestones

Documented in Mutual Trading’s prospectus

published in 1926:

“When considering the future of Los Angeles city, it will not take long for the city

population to reach 2 million and become a metropolis. [...] With our stable foundation,

loyalty,and hard work as our business policy, we believe as we grow with Los Angeles city
and plan for 100 years in the future, establishing a large market in the western hemisphere

will not be impossible,”
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The Immigration Act of 1924 devastated
Japanese communities on the mainland;
it not only froze the inflow of Japanese
immigrants, but also the flow of food and
capital carried into the country. Amid
the growing hardships facing Japanese
Americans, and disruptions to imports
from Japan, Hoshizaki saw a need to unify
importers in Little Tokyo as “a co-op
purchasing and import channel.”

On April 19, 1926 — nearly 57 years after
the first Issei immigrants landed in San
Francisco — Hoshizaki established Mutual
Trading Co., Inc., a California corporation
to import shelf stable Japanese foods: soy
sauce, green tea, nori, wakame, and an
array of canned goods including bamboo
shoots, takuan, tofu, konnyaku, kamaboko,
and seasoned inari age.

I5 years after its founding, Mutual Trading
faced its first existential threat: the
outbreak of the Pacific War, which froze
all trade with Japan. In 1942, a year after
the Japanese attack on Pearl Harbor,
President Franklin D. Roosevelt issued
Executive Order 9066, forcing 110,000
Japanese people on the West Coast to sell
their homes, belongings and businesses to
report to one of ten internment camps.
Among the thousands forced to evacuate
was Hoshizaki and several Mutual Trading
employees, who now faced the closure
of their business, as well as indefinite
incarceration.
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As Mutual Trading employees prepared
to report to internment camps, they
scrambled to safeguard what remained of
their business. Their unlikely lifeline came
from Maryknoll Church—a Catholic parish
and school in Little Tokyo—whose staff
agreed to hide the company’s merchandise
in the church basement.

“The administrators said, ‘Just bring in all
of your belongings and we’'ll keep them in
the basement,” recalled former Mutual
Trading President Noritoshi Kanai in an

interview with Tokyo Journal.

“The people at Mutual
Trading were very lucky.”

With their merchandise safely stowed
away, Mutual Trading temporarily closed
their doors and Hoshizaki spent the
duration of the war in the Manzanar Camp
in Central California along with 11,000
other interned Japanese Americans.

Not every Japanese American business
was lucky: only three out of 40 Japantowns
survived the war, and thousands of
business owners returned from camp
having lost everything — their homes
vandalized or sold, their belongings stolen
and their livelihoods erased. Before the
war, Japanese Americans operated around
1000 retail produce stores in Los Angeles;
By December 1946, only 30 of these
stores reopened. A 1980 congressional
commission appointed to study the effects
of internment estimated that Japanese
Americans lost between “$149 million
and $370 million in 1945 dollars” due to
internment.Adjusted for today’s value, that
amounts up to $70 billion to $150 billion.

Despite warnings from the War Relocation
Authority to avoid returning to enclaves,
Hoshizaki and several managers returned
to Little Tokyo in 1945 determined to

"A meal as simple as

reopen Mutual Trading. Upon arriving at
Maryknoll, they found their inventory
safely stored away in the basement,
untouched and ready to distribute to
Japanese Americans returning from camp.

In 1946, Mutual Trading reopened its doors,
ready to supply food staples, cooking
utensils, and imported goods to families
rebuilding their lives after internment. For
those who had been incarcerated, food
was more than a necessity. After years of
being deprived of Japanese cooking in the
camps—forced to eat unfamiliar meals
made from government surplus foods
in mess halls—food, and Japanese food
in particular; became a sacred source of
comfort, safety, and identity. A meal as
simple as a bowl of white rice, miso soup,
takuan, and broiled fish suddenly had
immense meaning.

Mutual Trading helped restore a sense
of normalcy throughout the community,
supplying households and restaurants alike
as they rebuilt their kitchens with Japanese
ingredients and essential tableware, such
as rice bowls, miso soup bowls, chopsticks,
and teacups. Through resilience and grit,
Little Tokyo came back to life as businesses
reopened, temples resumed services, and
community traditions like Nisei Week
returned.

Though much has changed in the 100
years since Mutual Trading’s founding — and
80 years after reopening — what hasn’t
changed is Mutual Trading’s continued
commitment to bring the flavors of
Japan to the world, connecting people
and communities through the universal
language of food. It's a mission not just
informed by Mutual Trading’s history, but
the whole of Japanese-American history
— a story that began 127 years ago, when
a 20-year-old Odawara native boarded a
ship to set sail for America.
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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

Recommending sake to gals and
inbound tourists: Part 2

BREEARBENESE Ho

Continuing from last report.
CCGals” I never imagined that
at my age, I would have the
chance to speak with people who are
probably in their 50s and completely
“opposite” from me and Japanese sake.
One of my fellow business owners
told me, “Gals are amazing. When I
get advice from them in meetings, their
honesty and passion are so powerful
that they change people.”] was intro-
duced to the president of CGO.com, a
company run by gals in Shibuya with
the motto “Gals minds change meetings
and ideas.”

At first, I was filled with nothing
but worries—what kind of person
would they be? Would we even be able
to communicate? We arranged to meet
with several company-affiliated gals.
We agreed to meet in Shibuya's club
district, but surprisingly, the meeting
spot was at a famous Japanese restau-
rant in that very area. Since there are
many clubs near the same address, I
assumed we'd be talking at a club.

When we met at that shop and
I offered them a tasting of Nanbu
Bijin, explaining that I wanted to get
young people and inbound tourists

visiting Shibuya to drink sake, the gals
responded with a flurry of incredibly
energetic, lively, and heartfelt opinions.

I was amazed by their passion,
their feelings, and the gap between
their appearance and their hearts. I
deeply regretted how I had judged
gals based solely on their looks—I
felt truly ashamed of myself. The term
“gals” is synonymous with Shibuya.
Shibuya is a district as well-known to
people around the world as New York
City is in America. So how could we
get inbound tourists and young people
visiting Shibuya to drink sake? Strategy
meetings continued many times after
that.m (To be continued in the next report)
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The Purpose of Pasteurization

RANBBZENA

enerally, Japanese sake pre-
pared as “refined sake” after
filtration is heat-treated by

‘pasteurization’ before stored.

The purpose of pasteurization is
to sterilize microorganisms harmful
to sake, break down the enzymes still
active in sake such as rice malt (koji)
to adjust the aroma, and increase pre-
servability. Since heat is applied at
relatively low temperatures, the sake
does not lose its flavor. Usually, sake is
heated at approximately 149 degF for
10 minutes before it’s stored in a sealed
tank to prevent bacterial contamination
and alcohol from evaporating. The sake
is heated using a sterilization device
with sake poured into pipes submerged
in hot water. Japanese sake not pasteur-
ized is called “unpasteurized sake.”

Even after production is com-
plete, Japanese sake is still susceptible
to contamination by special lactic acid
bacterium and always perishable. When
sake starts to spoil, the color turns
white as oxidation progresses and gen-
erates a strong odor. This phenomenon
of Japanese sake spoiling is called
“bacterial contamination,” caused by
one type of lactic acid bacterium called
“hiochi lactobacillus.”

Generally, bacterium cannot grow
in high alcohol concentration-levels
near 20 percent, such as Japanese sake.
However, hiochi lactobacillus is high
in alcohol tolerance and grows in con-
centration-levels near 25 percent. Also,
the hiochi lactobacillus cannot grow
without the component “mevalonic
acid,” while the Koji mold Asper-
gillus flavus - unique to Japanese sake
- grows in hiochi lactobacillus, the
reason why Japanese sake is the only

alcoholic beverage that hiochi lactoba-
cillus propagates in.

The principle of pasteurization is
the same as the “low-temperature ster-
ilization method,” introduced by Louis
Pasteur in 1985 as a measure to prevent
wine from spoiling. However, the pas-
teurization of Japanese sake dates back
approximately 300 years.

A document from the Sengoku
Period (“Age of Warring States,”
1467 — 1600) describes sake produc-
tion indicating “sake was pasteurized
before summer to prevent spoiling.”
Afterwards, the document further read
‘initially,” implying sake was perhaps
pasteurized 2 to 3 times to ensure safe
consumption. The sake was likely pas-
teurized between 122 degF ~ 140 degF
for approximately 10 minutes, equiv-
alent to the pasteurization conditions
today. However, since there were no
thermometers at the time, the temper-
ature was measured physically using
a finger. The document specifically
indicates how the temperature is con-
firmed in 3 stages — at low, medium,
and high temperature.m
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§OSMV:+1
i Polishing Rate: 60%
i (Hitomebore and other)

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

Mizubasho
Ginjo
Nagai Shuzo (Gunma)

£ SWV:+4
i Polishing Rate: 50%
i (Yamadanishiki)

£ SMV:N/A

i (Yumesansui)
Shichiken Kinunoaji
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

© Polishing Rate: N/A

§SMV:£0 {SMV:+3 §SMV:+2
i Polishing Rate: N/A i Polishing Rate: 55% i Polishing Rate: 60%
i (Japanese rice) i (Yamadanishiki) i (Hyogo rice)
Yoshinosugi No Tarusake Dan Fukuju Blue
Futsu-shu Junmai Daiginjo Junmai Ginjo

Choryo Shuzo (Nara)

Sasaichi Shuzo (Yamanashi)

Kobe Shushinkan (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Ryuji Takahashi
Regional Sake Specialty Store “Ji Sakeya” Owner,

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

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

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

What’s Happening with Sake at Year’s End

FRIBFBRER

he year is coming to an end in

I the blink of an eye. As I grow

older, each year seems to pass

with increasing speed. Before I real-

ize it, another year is already drawing
to a close.

December is the busiest season for
Japan’s sake industry. My own shop
also sees a surge in activity during this
month alone. This year, however, many
breweries are noticeably behind sched-
ule with their new sake releases. Even
by mid-December, some have yet to
announce official release dates.

While a few breweries began
releasing their new sake as early as
October, a growing number that tra-
ditionally launch in November have
found themselves pushed into Decem-
ber. The reasons vary: the rice harvest
was delayed, the rice isn’t dissolv-
ing as expected, the sake is ready but
hasn’t received internal approval, or
even the sudden departure of a new
staff member. There are many expla-
nations, but above all, it feels as though
climate conditions are playing a signifi-
cant role. Sake brewing itself may now
be at a turning point—one that calls for
new ways of thinking and new tech-
niques adapted to this increasingly
warm climate, rather than relying solely
on traditional approaches.

To be honest, the world that
awaits us beyond our efforts to
combat global warming is said to be
one where temperature reductions are
smaller than the margin of error on a

thermometer—Ievels imperceptible to
human skin. And yet, environmental
awareness and eco-conscious business
practices have become part of every-
day life. Certifications are granted
to products labeled additive-free or
“non-artificial,” and those labels
often justify higher prices. Compa-
nies are praised as responsible and
trustworthy simply for taking visible
action against climate change. Eco-
friendly initiatives aimed at addressing
global warming have become insep-
arable from modern living. However,
if temperatures are only expected to
change by amounts imperceptible to
human skin even decades from now,
the real impact may lie elsewhere. As
we have already seen this year, unsea-
sonal typhoons are becoming a regular
occurrence. They delay rice harvesting,
which in turn delays sake production—
and inevitably forces a rethinking of
sales strategies. I am no expert when
it comes to growing rice or brewing
sake, so I can’t speak to the technical
details. That said, I personally feel that
the time has already come to reconsider
the timing of seasonal sake releases.
We are accustomed to thinking in terms
of months—this sake comes out in
October, that one in November—but
that monthly framework may eventu-
ally collapse altogether. And when it
does, the way we define and sell “sea-
sonal” sake will have to change with
it. Perhaps, in the years ahead, more
breweries will begin releasing their new

36 February 2026 - www.alljapannews.com

sake only after the New Year. For now,
we find ourselves anxiously waiting—
asking again and again when the new
sake will arrive—right in the middle of
the busiest season.

As retailers, we genuinely want
people to enjoy fresh new sake during
the year-end and New Year holidays,
when everyone feels inclined to drink
Japanese sake. We hope they will savor
it while discovering the unique char-
acter of each region. Some say that
beyond global warming lies an eventual
ice age. At this point, it is hard to know
what is true anymore. But whether the
future brings warming or cooling, I
hope winter remains a season where we
walk home through clear air and biting
cold, then relax in a warm room with
good food and a cup of sake—finding
comfort in that simple, familiar ritual.
That, at least, is the winter I wish to
hold on to.m
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Sake Shochu Spirits Institute of America
NPOEA

KEE R A B B
Sake Shochu Spirits Institute

of America was founded with

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

strive to increase Japanophiles
by furthering understanding of
the sake culture through online
Japanese sake and shochu
colleges and books related to
Japanese sake, shochu and beer,
etc. Especially sampling parties
directly approaches consumers
and no doubt contributes to
expanding the market. Also,

our final purpose is to facilitate
communication with sake
breweries, sake producers, and
distribution companies, etc., to
introduce Japanese sake, shochu
and beer to American consumers
in a way that’s easy-to-understand.

Sake Shochu Spirits Institute of America
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Ways to Describe Japanese Sake

In this issue, we introduce terms to describe Japanese sake
flavors, just like a sommelier for reference.

Terms to Describe the “Feel” of Japanese Sake

Delicate, silky smooth, sharp, strong, with no sharp edge,
soft, gentle, balanced, full, well-rounded, viscous, smooth,
fresh, mellow, mild, refreshing, subtle, slight.

Terms to Describe the “Aroma” of Japanese Sake

Spicy, clean, smooth, dry, refreshing, plump, scent like
pine leaves, scent like Japanese angelica tree, scent like a
grapefruit, scent like watercress, scent like a fuki plant, scent
like a gingko tree.

Terms to Describe the “Flavors” of Japanese Sake

Well-rounded umami flavor, plump, full, slight, soft, mild,
light, well-balanced, melting flavor, heavy, strong, fullness,
gentle and relaxing.

So, what do you think about the terms used to describe the
flavors of Japanese sake?

Terms easy to visualize are recommended when asked
about the characteristics of Japanese sake. Since percep-
tion of taste is subjective, it’s best to use simple terms easy
to understand.
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Angeles
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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
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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.

Sake Tasting

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

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

First, buy low-priced sake at a
store. Try it every day for 15 days,
even if you don’t like it or it’s simply
horrible (some people may need 20
days). Do not drink it until it makes
you drunk. It’s most important that you
drink a certain amount every day, even
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if it’s just enough to fill an ochoko (tiny
sake cup). Do not try other sake while
you’re trying one.

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

Kosuke Kuji

Nanbu Bijin Inc.
Fifth Generation
Brewery Owner

Sake Sommelier and Others
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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

Recommending sake to gals and
inbound tourists: Part 2

JIEe} QIHIRE YEs 2T

Continuing from last report.
CCGals” I never imagined that
at my age, I would have the
chance to speak with people who are
probably in their 50s and completely
“opposite” from me and Japanese sake.
One of my fellow business owners
told me, “Gals are amazing. When I
get advice from them in meetings, their
honesty and passion are so powerful
that they change people.”] was intro-
duced to the president of CGO.com, a
company run by gals in Shibuya with
the motto “Gals minds change meetings

and ideas.”

At first, I was filled with nothing
but worries—what kind of person
would they be? Would we even be able
to communicate? We arranged to meet
with several company-affiliated gals.
We agreed to meet in Shibuya's club
district, but surprisingly, the meeting
spot was at a famous Japanese restau-
rant in that very area. Since there are
many clubs near the same address, I
assumed we'd be talking at a club.

When we met at that shop and
I offered them a tasting of Nanbu

Bijin, explaining that I wanted to get
young people and inbound tourists
visiting Shibuya to drink sake, the gals
responded with a flurry of incredibly
energetic, lively, and heartfelt opinions.

I was amazed by their passion,
their feelings, and the gap between
their appearance and their hearts. I
deeply regretted how I had judged
gals based solely on their looks—I
felt truly ashamed of myself. The term
“gals” is synonymous with Shibuya.
Shibuya is a district as well-known to
people around the world as New York
City is in America. So how could we
get inbound tourists and young people
visiting Shibuya to drink sake? Strategy
meetings continued many times after

that.m (To be continued in the next report)
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.
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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
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SEATTLE Branch

PORTLAND Sales Office
HOUSTON Branch

DALLAS Sales Office

BATON ROUGE Sales Office
CHICAGO Branch

The Purpose of Pasteurization
otglel =X 2 FAelf?

enerally, Japanese sake pre-
pared as “refined sake” after
filtration is heat-treated by

‘pasteurization’ before stored.

The purpose of pasteurization is
to sterilize microorganisms harmful
to sake, break down the enzymes still
active in sake such as rice malt (koji)
to adjust the aroma, and increase pre-
servability. Since heat is applied at
relatively low temperatures, the sake
does not lose its flavor. Usually, sake is
heated at approximately 149 degF for
10 minutes before it’s stored in a sealed
tank to prevent bacterial contamination
and alcohol from evaporating. The sake
is heated using a sterilization device
with sake poured into pipes submerged
in hot water. Japanese sake not pasteur-
ized is called “unpasteurized sake.”

Even after production is com-
plete, Japanese sake is still susceptible
to contamination by special lactic acid
bacterium and always perishable. When
sake starts to spoil, the color turns
white as oxidation progresses and gen-
erates a strong odor. This phenomenon
of Japanese sake spoiling is called
“bacterial contamination,” caused by
one type of lactic acid bacterium called
“hiochi lactobacillus.”

Generally, bacterium cannot grow
in high alcohol concentration-levels
near 20 percent, such as Japanese sake.
However, hiochi lactobacillus is high

propagates in.

The principle of pasteurization is
the same as the “low-temperature ster-
ilization method,” introduced by Louis
Pasteur in 1985 as a measure to prevent
wine from spoiling. However, the pas-
teurization of Japanese sake dates back
approximately 300 years.

A document from the Sengoku
Period (“Age of Warring States,”
1467 — 1600) describes sake produc-
tion indicating “sake was pasteurized
before summer to prevent spoiling.”
Afterwards, the document further read
‘initially,” implying sake was perhaps
pasteurized 2 to 3 times to ensure safe
consumption. The sake was likely pas-
teurized between 122 degF ~ 140 degF
for approximately 10 minutes, equiv-
alent to the pasteurization conditions
today. However, since there were no
thermometers at the time, the temper-
ature was measured physically using
a finger. The document specifically
indicates how the temperature is con-
firmed in 3 stages — at low, medium,
and high temperature.m
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Polishing Rate: 60% Polishing Rate: 50% Polishing Rate: N/A Polishing Rate: N/A Polishing Rate: 55% Polishing Rate: 60%
i (Hitomebore and other) i (Yamadanishiki) i (Yumesansui) i (Japanese rice) i (Yamadanishiki) i (Hyogo rice)
Hakushika Gold Label Mizubasho Shichiken Kinunoaji Yoshinosugi No Tarusake Dan Fukuju Blue
Junmai Ginjo Ginjo Junmai Daiginjo Futsu-shu Junmai Daiginjo Junmai Ginjo

Tatsuuma-Honke Brewing (Hyogo)

Nagai Shuzo (Gunma)

Yamanashi Meijo (Yamanashi)

Choryo Shuzo (Nara)

Sasaichi Shuzo (Yamanashi)

Kobe Shushinkan (Hyogo)

This article was courtesy from Shibata Shoten Co Ltd.
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Ryuji Takahashi
Regional Sake Specialty Store “Ji Sakeya” Owner,

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

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

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

What’s Happening with Sake at Year’s End

Meto] =z A

he year is coming to an end in

the blink of an eye. As I grow

older, each year seems to pass
with increasing speed. Before I real-
ize it, another year is already drawing
to a close.

December is the busiest season for
Japan’s sake industry. My own shop
also sees a surge in activity during this
month alone. This year, however, many
breweries are noticeably behind sched-
ule with their new sake releases. Even
by mid-December, some have yet to
announce official release dates.

While a few breweries began
releasing their new sake as early as
October, a growing number that tra-
ditionally launch in November have
found themselves pushed into Decem-
ber. The reasons vary: the rice harvest
was delayed, the rice isn’t dissolv-
ing as expected, the sake is ready but
hasn’t received internal approval, or
even the sudden departure of a new
staff member. There are many expla-
nations, but above all, it feels as though
climate conditions are playing a signifi-
cant role. Sake brewing itself may now
be at a turning point—one that calls for
new ways of thinking and new tech-
niques adapted to this increasingly
warm climate, rather than relying solely
on traditional approaches.

To be honest, the world that
awaits us beyond our efforts to
combat global warming is said to be
one where temperature reductions are
smaller than the margin of error on a

thermometer—Ievels imperceptible to
human skin. And yet, environmental
awareness and eco-conscious business
practices have become part of every-
day life. Certifications are granted
to products labeled additive-free or
“non-artificial,” and those labels
often justify higher prices. Compa-
nies are praised as responsible and
trustworthy simply for taking visible
action against climate change. Eco-
friendly initiatives aimed at addressing
global warming have become insep-
arable from modern living. However,
if temperatures are only expected to
change by amounts imperceptible to
human skin even decades from now,
the real impact may lie elsewhere. As
we have already seen this year, unsea-
sonal typhoons are becoming a regular
occurrence. They delay rice harvesting,
which in turn delays sake production—
and inevitably forces a rethinking of
sales strategies. I am no expert when
it comes to growing rice or brewing
sake, so I can’t speak to the technical
details. That said, I personally feel that
the time has already come to reconsider
the timing of seasonal sake releases.
We are accustomed to thinking in terms
of months—this sake comes out in
October, that one in November—but
that monthly framework may eventu-
ally collapse altogether. And when it
does, the way we define and sell “sea-
sonal” sake will have to change with
it. Perhaps, in the years ahead, more
breweries will begin releasing their new
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sake only after the New Year. For now,
we find ourselves anxiously waiting—
asking again and again when the new
sake will arrive—right in the middle of
the busiest season.

As retailers, we genuinely want
people to enjoy fresh new sake during
the year-end and New Year holidays,
when everyone feels inclined to drink
Japanese sake. We hope they will savor
it while discovering the unique char-
acter of each region. Some say that
beyond global warming lies an eventual
ice age. At this point, it is hard to know
what is true anymore. But whether the
future brings warming or cooling, I
hope winter remains a season where we
walk home through clear air and biting
cold, then relax in a warm room with
good food and a cup of sake—finding
comfort in that simple, familiar ritual.
That, at least, is the winter I wish to
hold on to.m
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Info . Yuji Matsumoto Toshio Ueno Ami Nakanishi Atsuko Glick Yoshihide Murakami David Kudo Ryuji Takahashi
Sake Shochu SpIrItS Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier Master Sake Sommelier
Institute of America Beverage Manager Vice President Vice President Manager Liquor Manager President, All Japan News OwnerJi - sakeya”
(21 3) 680-0011 Sake School of America New York Mutual Trading Sake School of America JFCInternational Inc. Shuto-Meijin
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Ways to Describe Japanese Sake P HEEo| By
In this issue, we introduce terms to describe Japanese sake O|Holl= OHX| efelel AZ2|of 20|, Y=o Bt
flavors, just like a sommelier for reference. © 2 BUSH| et g okot 22 ATNSH X} gL Ct
Terms to Describe the “Feel” of Japanese Sake Y=o IZ2H 2 BEols= T
Sake Shochu Spirits Institute of America Delicate, silky smooth, sharp, strong, with no sharp edge, dAleh BIEE 2, g8, €It22, ZUX| 82,
NPOEA soft, gentle, balanced, full, well-rounded, viscous, smooth, s=5=¢, 2ot XER, ST FAFAG, 1
N EI TR 2 L ER R fresh, mellow, mild, refreshing, subtle, slight. Mo st MM ZHESH =, =5t Oto|, A3y
‘ B of, 2@, RERf2, 220 giolct
Sake Shochu Spirits Institute )
of America was founded with Terms to Describe the “Aroma” of Japanese Sake
the purpose to promote further Spicy, clean, smooth, dry, refreshing, plump, scent like YR sl S BHls=
urr:derr]stanjlgg of_JapaEesedsake, pine leaves, scent like Japanese angelica tree, scent like a EXE, 250, dyad REE2, dHE, S
shochu and beer in a share . . . . " = - = = i on
whereu500 miIIic:r: beople enjoy grapeftuit, scent like watercress, scent like a fuki plant, scent 2o £94Y, FEY, A4S, 225, M, 2
wine in North America. We like a gingko tree. g
strive to increase Japanophiles
tbr?/ f“rtli‘e””ftl “”?E’Sta”i:j'”‘-:]l?f Terms to Describe the “Flavors” of Japanese Sake UREO oh 2 Hst= Y
e sake culture through online . . . = " -
Japanese sake and shgochu Well-rounded umami flavor, plump, full, slight, soft, mild, ZACt S8l RE- D, S5, 220t 01
colleges and books related to light, well-balanced, melting flavor, heavy, strong, fullness, 22, SOAESH IR, & Z3E2R, MEE 55, 5
Japanese sake, shochu and beer, gentle and relaxing. Aot 2ESHY|, EEEA K2t
etc. Especially sampling parties
directly approaches consumers . . s "
e So, what do you think about the terms used to describe the O, d2&2| ots ootz Zofl Thoh of el
expanding the market. Also, flavors of Japanese sake? : LtR?
our final purpose is to facilitate Terms easy to visualize are recommended when asked Y20 STOf Chel A2 UAS W], ML Of
Ecr’:wrztr‘ig'scast;il"g'rt: dzaclfeers and about the characteristics of Japanese sake. Since percep- © OIX[Bh] 2 HE MEYStn 4/Ch 0j242 AFRIOHCE Ot
distribution companies, etc., to tion of taste is subjective, it’s best to use simple terms easy P BI|mZol|, olslist| 412 2= Blsh= A0l SR
introduce Japanese sake, shochu to understand. :
and beer to American consumers
in a way that’s easy-to-understand.
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International International
Sake Sommelier Sake Sommelier
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Joe Mizuno
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Sommelier

Miyuki
Yoshida
Sake Sommelier

Don Lee
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Owner Chef

Eda Vuong
International
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Mutuél Trading
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International
Sake Sommelier

New York Mutual Tfading
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Owner
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Manager
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International
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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, Iwate Prefecture, Vice-
Chairman, Technology Committee,
Iwate Prefecture Brewers and
Distillers’ Association

Sake para Chicasy
Turistas Internacionales, Parte 2

Continuacion de la ultima vez.

"Chicas”

Probablemente eran todo lo contrario a mi,
una mujer de unos 50 afnos, y nunca pensé que
podria hablar con gente asi a mi edad.

Un companero empresario me dijo: "Las
chicas son increibles. Recibo sus consejos en
las reuniones, y su honestidad y pasion pueden

cambiar tanto a la gente que las reuniones sim-
plemente ya no existen”. Asi que me lo presento.

Me presentaron al alegre CEO de "CGO.
com”, una empresa de Shibuya dirigida por
chicas cuyo lema es "La Mente de las Chicas
Cambia las Reuniones y la Forma de Pensar™.

Al principio, me preocupaba qué tipo de
persona seriay si seriamos capaces de comuni-
carnos. Decidimos reunirnos con algunas chicas
de nuestra empresa y quedamos en vernos
en una zona de Shibuya con muchos clubes.
Sorprendentemente, terminamos conociéndo-
nos en un famoso restaurante japonés de la zona.
Como hay muchos clubes cerca de la misma
direccion, supuse que hablariamos en el club.

Conoci a las chicas en el bar, les pedi que
probaran Nanbu Bijin y les expliqué que queria
que los jovenes y los turistas que visitaban

Shibuya bebieran sake. Las chicas respondi-
eron con una energia increible, vivaz y sincera.
Me asombro su pasion, sus sentimientos y la dis-
tancia entre su apariencia y su corazéon. Me senti
realmente patético y profundamente arrepentido
por lo mucho que habia estado juzgando a las
chicas por su apariencia.

"Gyaru” es sindbnimo de Shibuya. Shibuya es una
zona tan conocida en todo el mundo como Nueva
York en Estados Unidos. Entonces, ;,como podria-
mos conseguir que los turistas y los jovenes que
visitaban Shibuya bebieran sake? Después de
€s0, mantuvimos muchas reuniones estratégicas.
(Continuara)
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150 tipos de sake delicioso
Importado de todo Japén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

O\
« ” INTERNATIONAL INC
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(800) 633-1004, (323) 721-6100
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. Cual es el propdsito de la
pasteurizacion?

ormalmente, el sake

prensado y filtrado para

convertirse en "seishu”
(sake refinado) se somete a un
tratamiento térmico llamado
"pasteurizacion” antes de su
almacenamiento.

El propdsito de la pas-
teurizacion es eliminar los
microorganismos daninos para
el sake y destruir enzimas como
el koji que permanecen acti-
vas, ajustando asi elaromay el
sabor y mejorando su vida util.
Gracias a que se calienta a una
temperatura relativamente baja,
el sabor del sake no se ve afec-
tado. Generalmente se calienta
a unos 65 °C durante 10 minutos
antes de transferirse a un tanque
de almacenamiento, donde se
sellay se almacena para evitar
la introduccion de bacterias
y la evaporacion del alcohol.

Se utiliza una pasteurizadora
para calentar el sake, hacién-
dolo pasar a través de un tubo
sumergido en agua hirviendo. El
sake no pasteurizado se llama
"namazake".

Incluso después de la
fermentacion, el sake es cons-
tantemente vulnerable al
deterioro debido a la invasion de
bacterias lacticas especificas.
Cuando comienza el deterioro,

no solo se vuelve turbio, sino
que el contenido de acido
aumenta de forma anormal y se
desarrolla un olor desagrada-
ble. Este fenbmeno de deterioro
del sake se denomina "hi-ochi”,
y el tipo de bacteria lactica que
lo causa se denomina "bacteria
hi-ochi".

Generalmente, las bacte-
rias no pueden crecer en altas
concentraciones de alcohol, cer-
canas al 20%, como en el sake,
pero las bacterias hiochi tienen
una fuerte tolerancia al alcohol
y pueden crecer incluso en con-
centraciones cercanas al 25%.
Ademas, las bacterias hiochi
no pueden crecer sin un com-
ponente llamado "acido hi-ochi
(acido mevaldnico)”, producido
por el moho amarillo koji, exclu-
sivo del sake. Por esta razon,
las bacterias hiochi solo crecen
en el sake, entre las bebidas
alcohdlicas.

El principio de la pasteuriza-
cion es el mismo que el "método
de pasteurizacion” anunciado
por Pasteur en 1865 para pre-
venir el deterioro del vino, pero
la pasteurizacion en la elabo-
racion del sake se practicaba
desde hacia aproximada-
mente 300 anos.

La primera mencion de
esta técnica se encuentra en
el Diario Tamon'in, un regis-
tro de la elaboracion de sake
durante el periodo Sengoku. La
entrada del 23 de junio de 1567
indica: «El primer lote de sake
se ha colocado en el barril de
nisase». El motivo de la pasteu-
rizacion es que el sake se vuelve
mas susceptible a deteriorarse
con la llegada del verano. Sin
embargo, las entradas posterio-
res se refieren al «primer lote»
como «shodo» (primera vez),
lo que sugiere que el sake se
pasteurizé dos o incluso tres
veces para mayor seguridad. Se
estima que la temperatura de
pasteurizacion es de 50-60 °C
durante 5-10 minutos, lo que se
ajusta aproximadamente a los
requisitos actuales de pasteuri-
zacion. Sin embargo, dado que
no se disponia de termometros
en aquella época, la tempe-
ratura de pasteurizacion se
media palpando con los dedos.
El Registro de Elaboracion de
Sake Domou, de mediados del
periodo Edo, divide la tempera-
tura en tres etapas: baja, media
y alta, y describe cada una
como «fuego suave», «calen-
tar a mano» y «fuego caliente»,
proporcionando instrucciones
especificas sobre como com-
probar la temperatura.

§OSMV:+1
i Polishing Rate: 60%
i (Hitomebore and other)

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

Mizubasho
Ginjo
Nagai Shuzo (Gunma)

£ SWV:+4
i Polishing Rate: 50%
i (Yamadanishiki)

©SMV:N/A

i (Yumesansui)
Shichiken Kinunoaji
Junmai Daiginjo
Yamanashi Meijo (Yamanashi)

© Polishing Rate: N/A

i (Japaneserice)

Yoshinosugi No Tarusake Dan
Junmai Daiginjo
Sasaichi Shuzo (Yamanashi)

Futsu-shu
Choryo Shuzo (Nara)

i (Yamadanishiki)

£ SMV: 42
i Polishing Rate: 60%
i (Hyogo rice)

Fukuju Blue
Junmai Ginjo
Kobe Shushinkan (Hyogo)
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This article was courtesy from Shibata Shoten Co Ltd.




Tokyo e
Jizake Strolling

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

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

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

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

Tendencias del Sake en Diciembre

ano casi termina en un
E I abrir y cerrar de 0jos.

A medida que enve-
jezco, el paso del tiempo parece
acelerarse. Diciembre es una
época de mucha actividad para
la industria del sake. Mi tienda
también tiene mucha activi-
dad en diciembre. Sin embargo,
este ano, muchas cervece-
rias estan enviando su nuevo
sake con retraso. Algunas ni
siquiera han decidido la fecha
de lanzamiento a mediados de
diciembre. Mientras que antes
las cervecerias empezaban a
lanzar el nuevo sake en octubre,

muchas cervecerias que solian
lanzarlo en noviembre ahora lo
estan retrasando hasta diciem-
bre. Las razones son diversas,
como el retraso en la cose-

cha de arroz, el arroz que no se
disuelve, el sake ya listo pero sin
el visto bueno de la empresa, y
la repentina renuncia de nuevos
empleados.

Creo que el clima juega un
papel importante. Quizas la ela-
boracion del sake esté en un
punto de inflexion, adaptandose
a este clima mas calido y adop-
tando nuevas ideas y técnicas.

Honestamente, es probable que
el mundo al que nos enfren-
tamos tras los esfuerzos para
combatir el calentamiento global
experimente una caida de tem-
peratura menor que el error de
un termoémetro, un nivel apa-
rentemente imperceptible para
la piel humana. La conciencia
ecologicay los negocios eco-
I6gicos se han vuelto comunes
en el mundo actual. Los produc-
tos sin aditivos ni ingredientes
artificiales reciben certificacion,
y la gente es mas propensa a
comprarlos porque estan certi-
ficados, incluso si son un poco
mas caros. Las empresas que
toman medidas para com-

batir el calentamiento global
gozan de buena reputacion.

Las actividades ecologicas

para combatir el calentamiento
global se han convertido en
parte inseparable de nues-

tra vida diaria. Sin embargo,
como vimos este afno, las tem-
peraturas solo cambiaran lo
suficiente como para ser imper-
ceptibles a simple vista, incluso
dentro de décadas. Los tifo-
nes fuera de temporada, como
los de este ano, se han vuelto
comunes, retrasando la cose-
cha de arroz y la elaboracion de
sake. Esto probablemente obli-
gara a replantear las estrategias

de venta. No soy un experto

en arroz ni en elaboracion de
sake, pero personalmente creo
que hallegado el momento

de reevaluar el momento de

las ventas de sake de tempo-
rada. Actualmente, tenemos
una idea fija de que los produc-
tos de temporada se lanzan en
un mes determinado, pero es
probable que esto cambie por
completo con el tiempo. Quizas
veamos un aumento en las des-
tilerias de sake que lancen sake
nuevo después del ano nuevo.
En cualquier caso, actualmente
estamos esperando la llegada
de sake nuevo durante la tem-
porada alta. A finales de anoy
principios de ano nuevo, cuando
todos anhelan sake, nuestros
minoristas quieren que todos
disfruten de sake fresco y nuevo,
mientras disfrutan de las carac-
teristicas unicas de las distintas
regiones. Algunos dicen que el
calentamiento global provocara
una edad de hielo. Ya no tengo
ni idea de qué es cierto, pero ya
sea el calentamiento global o
una edad de hielo, quiero que el
invierno sea una temporada en
la que regresemos a casa con el
aire fresco y el viento frio y pun-
zante, y nos sintamos calidos

y comodos con una habitacion
calida, comida y sake.
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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.
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Instituto de la Espiritu

Sake Shochu de América

Como describir el sake

Hoy, me gustaria presentarles algunas
palabras utiles para describir el sabor del
sake, como un sumiller de vinos.

Palabras para describir la "sensacion™
del sake:

Fino, sedoso, intenso, incisivo, suave,
redondo, delicado, armonioso, pleno,
carnoso, rico, suave, fresco, suave, refres-
cante, limpio, suave, sutil.

Palabras para describir el "aroma” del
sake:

Especiado, limpio, sedoso, suave,
refrescante, carnoso, con reminiscen-
cias de agujas de pino, con reminiscencias
de brotes de taro, con reminiscencias de

pomelo, como berros, como petasita,
como ginkgo.

Palabras para describir el sabor del
sake:

Rico en umami, carnoso, con cuerpo,
sutil, suave, redondo, ligero, equilibrado,
fundente, sustancial, con cuerpo, suave y
dulce.

¢, Qué opinas de estas palabras para
describir el sabor del sake?

Cuando te pregunten sobre las carac-
teristicas del sake, querras expresarlo con
palabras faciles de entender que permitan
a la otra persona imaginarlo facilmente.
Dado que los gustos varian de persona a
persona, es importante usar palabras faci-
les de entender.



