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Wismettac

M \Vismettac Asian Foods, Inc.

IMmpPORTING AND DisTRIBUTING AsiaN Foobp Propucts GLOBALLY

The Wismettac Group has created a new logo to familiarize and increase recognition of the
Wismettac brand to represent its globally oriented group of companies. The two spherical
figures depict the globe itself and globalism and are colored red and green, red as the color
to express innovation, and green as the color to express the beauties of nature. Combined,

they represent the never-ending challenge for a healthier and bountiful life.

wismettacusa.com
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THE WORLD'S ONLY FIRST PRESS BEER
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KIRIN ICHIBAN. BEER AT ITS PUREST.

ENJOY RESPONSIBLY Anheuser-Busch, Kirin Ichiban® Beer, Los Angeles, CA and Williamsburg, VA
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In North America, over 25,000 Japanese restaurants are in business. This momentum is increasing even more since Japanese ‘
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Japanese restaurant industry to introduce the latest trends and successful restaurants along with their operations to provide
hints on how to survive the competitive restaurant industry. Further, this magazine introduces the latest restaurants
garnering attention and popular products, along with the prosperity of Japanese restaurants. Lastly, this magazine also
introduces the latest information on food sanitation and management to contribute to the development of the Japanese
restaurant industry as a whole.
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The City of Sapporo

Happy New Year.

It gives me a great pleasure that the New Year edition of Japanese Restaurant
News features an article about the City of Sapporo.

Sapporo is located in Hokkaido in the north of Japan. Hokkaido is Japan’s most
prolific foodstuff-producing region, with a food self-sufficiency rate of over 200%,
and many of those ingredients from all around Hokkaido are gathered here in Sapporo,
a treasure trove of culinary delights. Diverse ingredients, such as abundant varieties of
fresh seafood, delicious in-season agricultural produce from summer through autumn,
and meat nurtured on the expansive land, can all be enjoyed. Lots of new dishes that
make good use of these ingredients — like miso ramen and soup curry — continue to be
created in Sapporo. What’s more, the appeal of these foods is proactively introduced
at the Summer Fancy Food Show and other food fairs in the U.S. We sincerely hope
that such activities provide opportunities for people to become interested in Sapporo’s
food, and that Sapporo and Hokkaido foodstuffs and the distinctive cuisine will spread
to the United States, too.

Apart from its food, another feature of the city is the six meters of snow that falls
every winter. The snow is here to be enjoyed, so winter sports are popular. In 1972,
the Winter Olympic Games were held in Sapporo, and now the city is preparing a bid
to enable the Winter Olympics to be held for the second time, in 2026. We hope that
hosting the Games will further increase the appeal of Sapporo as a winter city.

Furthermore, a fantastic winter event in the city is the Sapporo Snow Festival
that’s held every February. As one of the world’s most prominent winter events, it is
visited by 2.6 million people from all over the world, who come to enjoy the 15-meter-
tall snow sculptures that line the city center, some of which are colored using the latest
projection mapping techniques at night. This year, the Snow Festival will be held from
Monday, February 5 to Monday, February 12. As you may have realized, together with
its food and winters, Sapporo is a city with a multitude of
charms, and I sincerely hope that those of you who are inter-
ested will come and enjoy them yourself.

In closing, I would like to wish you all the best of health
and happiness for the year ahead. Happy 2018 from the City
of Sapporo.

Mayor, City of Sapporo
Katsuhiro Akimoto
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COMNSULATE GEMERAL OF JAPAM
350 SOUTH GRAND AVEMNLE, SUITE 1700
LOS ANGELES, CALIFORMNIA 20071
TELEFHONE (213) 617-6700
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JAPAN HOUSE

LOS ANGELES

On behalf of JAPAN HOUSE LOS ANGELES, I wish to extend our holiday
greetings to all readers of Japanese Restaurant News.

I am delighted to announce that Japan House Los Angeles is opening its
doors to the public, when our shop starts its operation on December 20, 2017.

Japan House is a public diplomacy initiative launched by the Ministry of
Foreign Affairs of Japan with an aim to nurture deeper understanding and appre-
ciation of Japan by showcasing various aspects of Japan including art & culture,
science & technology, pop culture, design, fashion, and food. Japan House Los
Angeles has been selected as one of only three hubs in the world, along with
Sao Paulo and London. We are located at a major entertainment and shopping
complex of “Hollywood & Highland” in Hollywood. Once we fully open next
summer with a shop, an exhibition gallery, a library, a multi-purpose hall, and a
restaurant, we will provide engaging experiences to all visitors so that they will
see, hear, smell, touch, and eat “Japan.”

Food is an important part of Japanese culture, and therefore, will consti-
tute an integral portion of our programs. As the Year 2018 rings in, I welcome
everyone to visit Japan House LA and participate in our onsite and offsite
gastronomy programs.

We pay high respect to Japanese Restaurant News for the important role
it continues to play in promoting Japanese food, restaurants, and food events
among many people in the U.S.

We are looking forward to seeing you all in Hollywood!

Yuko Kaifu
President
JAPAN HOUSE LOS ANGELES

JNTO

Japan Matsonal
Torism Orgasization

Japan National Tourism Crganization
707 Wilshire Bivd., Swite 4323, Los Angeles, CA 9N 7
Tel; 213-623-1952  Fax; 213-623-6301  Email; inl’olu@jnﬁo.go.jp
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(2, Reed Exhibitions

January 1, 2018
On behalf of Reed Exhibitions Japan, | wish you all a Happy New Year.

Reed Exhibitions Japan, Japan’s Largest Trade Show Organiser, annually organises
215 international exhibitions through 58 Industries. Last October, we organised 1st
“JAPAN’S FOOD” EXPORT FAIR which was the first trade show in Japan specialised
in “exporting Japan’s foods”, under strong supports by the Ministry of Agriculture,
Forestry and Fisheries and Japan External Trade Organization (JETRO).

In the last edition, many of active business were conducted by 304 Japanese
exhibitors and 12,863 visitors from 71 countries/regions. With many positive
feedbacks from international buyers, such as “1 million USD order has been
made during the show and look forward to more Japan’s food next year.” and
“many products only available in Japan were found and very excited to import
them.”, | once again realised the huge demand for Japan’s foods in the world.

In 2018, we will double the exhibition size and gather 600 exhibitors to contribute
to such large demand from buyers from across the globe. We look forward to
seeing importers, international buyers, and people from Japanese restaurants at
the show. Please come to the 2nd “JAPAN’S FOOD” EXPORT FAIR in October to
import safe and quality Japanese food products.

Sincerely,

Tad Ishizumi

President of Reed Exhibitions Japan

Japanese Restaurant News ¢ Vol. 28 ¢ No. 230
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January 1, 2018

Japanese Restaurant News readers and publisher:

On behalf JFC International Inc., I am delighted wish you all happy
New Year.

As we begin 2018, I would like to express my utmost gratitude to our
customers, vendors and business associates for their continuing support.
Japanese cuisine and its culinary traditions have attracted much atten-
tion in recent years.

The popularity of Japanese food remains high among American
customers, which has in turn, accelerated industry growth in Japanese
restaurants across the U.S.

This year, the JFC Group will continue its efforts to promote further
expansion of the Japanese market, by providing our business partners

with “Quality Merchandising and Good Service”.

I extended my very best wishes to all of you for healthy and prosperous
New Year !

Sincerely,

Yoshiyuki Ishigaki
President

KIRIN

Kirin Brewery Company, Limited
January 1st, 2018
Dear Japanese Restaurant News Readers

On behalf of Kirin Brewery Company Limited, please accept my warmest
wishes for a wonderful holiday season and for happiness in New Year.

As we welcome 2018, we much appreciate your patronage and continuous
support towards our brand and business.

Due to increasing popularity of Japanese cuisine and food, American
consumers today are familiar with and frequently consume numerous specialty-
eating concepts of Japanese cuisine such as Ramen, Udon, Soba, Tonkatsu,
Yakitori and so on. We believe that Japanese food will be the most popular
ethnic cuisine in the United States shortly.

We are confident, by improvement of our products quality, service and
attractive Promotion, we will continue to contribute to the development of
Japanese culinary, restaurant and other food industry across the United States.

Finally, in the coming year, it will be 130th anniversary year for Kirin Beer
Brand. The kirin depicted on Kirin Ichiban/Kirin Light labels is a legendary
creature derived from ancient Chinese myths and is said to be a harbinger
of well-being and good fortune. We hope and pray that 2018 will bring great
fortune and happiness to each of readers. Cheers with Kirin Ichiban/Kirin Light!

Sincerely,

Tsuneo Mitsudomi
KIRIN BREWERY COMPANY LIMITED
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SPECIAL

INTERVIEW

Text: David Kudo

Interview of Yasukazu Irino
Executive Vice President Japan External Trade Organization
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he first “Japan’s Food” export
T expo, Japan’s largest food

export-specialized exhibit,
was held at Makuhari Messé in the
Chiba Prefecture from October 10 to
12. It was held by the joint effort of
Reed Exhibitions Japan Ltd., the larg-
est organization that holds international
exhibitions, and JETRO. The expo
was also fully incorporated and sup-
ported by the Ministry of Agriculture,
Forestry and Fisheries, which judged
that this expo would be very important
to achieve the year 2019’s government
goal of 1 trillion yen in exports of agri-
cultural, forestry and fishery products
and foods. We spoke to Mr. Yasukazu
Irino, Executive Vice President, Japan
External Trade Organization.

JRN: What is the purpose of this year’s
“Japan’s Food Export Fair”?

Irino: The Japanese government is
setting high standards to accelerate
achieving one trillion yen in export
value of agricultural, forest, and fish-
ery products in 2019. The “1st ‘Japan’s
Food’ Export Fair” is the first domestic
exhibit that specializes in agricultural
and fishery products anticipating this
exhibit will lead to accelerated exports.
JRN: Japanese cuisine was designated
as world’s intangible cultural heritage.
What is the direction for Japanese cui-
sine for the future?

Irino: Since ‘Japanese cuisine’ was
registered as UNESCO’s intangible
cultural heritage, Japanese cuisine is a
global boom today, giving wind to agri-
cultural and fishery products. An aged
market like the U.S. is fastidious about
Japanese food products that draw out
the original flavors of food ingredients,
with the pursuit of this type of food cul-
ture deemed to be effective.

JRN: It is said that there are 80,000
Japanese restaurants operating world-
wide, with increased handling of
Japanese food products in American
grocery stores and Japanese restaurants
operating in the U.S. exceeding 23,000,
what is the strategy to provide support
to these Japanese restaurants?

Irino: JETRO provides industrial,
market, and organizational information
by region. Also, JETRO provides sup-
port for expansion to restaurants and
retail stores, and enhancing local corpo-
rate support in foreign offices.

JRN: What is the current policy for
North American, European, and Asian
exports of agricultural, forest, and fish-
ery products? Also, what are the areas
currently expanding and branches to
exert more effort into in the future?
Irino: The government has imple-
mented the “Strategies to enhance
exports of Agricultural, Forest, and
Fishery Products,” in which policies are
proposed to expand exports in twenty-
one countries and regions. Not only is
America the epicenter where cuisines
and trends are introduced, America
is also an important market ranking
second only to Hong Kong in the export
value of Japanese agricultural and fish-
ery products. JETRO is engaged in
ongoing efforts to exhibit in JETRO’s
largest east coast high-end food ingredi-
ent sampling fair, Summer Fancy Food
Show for 7 years in a row. We also plan
to exhibit in the Natural Products Expo
West (Anaheim) in March. Also, since
the ban lifted on the export of persim-
mons since September 2017, we’re
planning an event to celebrate the ban
lifted on exports of persimmons in the
near future.

JRN: What is the current status and
future of Japanese food products and
sake? Also, what are specific events
JETRO has planned for the future?
Irino: As an effort for each food arti-
cle, for rice for example, we are taking
on challenges to expand the market
for processed food products in China,
where export and trade regulations per-
taining to polished rice is especially
strict. In March, JETRO held the Rice
Bowl Festival using packaged rice in
Shanghai, China. On the other hand,
“gluten-free” food products are valued
in Europe, such as rice flour contain-
ing nearly zero gluten. Since Europe
is the first in the world to start display-
ing “gluten-free” labels, gluten-free
products are garnering much attention.
JETRO is planning to create a web
page on rice flour to increase awareness
of the product.

JRN: I'm told over 500 types of sake
is being handled in the U.S., what is
JETRO’s role in expanding Japanese
sake in North America?

Irino: There are many sake brands in
the east & west coast regions like New
York, Los Angeles, and San Francisco,
etc. However, sake is still widely
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unknown in mid-western regions like
Chicago and in the south like Texas.
In these regions, sake breweries with
established distribution routes in the
east coast region are our candidates in
the next step. At JETRO, we held sake
business meetings and seminars in
Chicago for two consecutive years. In
the future, we plan to develop Japanese
cuisine, restaurants serving local cui-
sine, and non-Japanese affiliated
markets by holding business meetings
and seminars.

JRN: When holding an exhibit of
Japanese products overseas, etc., what
do you look for in a partner?

Irino: Japanese cuisine is increasing in
awareness worldwide. However, to fur-
ther expand exports, there is a demand
by locals for reasonable prices, so I
think it’s important to coordinate with
importers (import agents) wholesal-
ing to small retail stores, etc., with a
client base consisting of local, middle
class customers. We look forward to
selling to various ethnic groups and
purchasers.

JRN: Lastly, any comment for our
readers?

Irino: One ongoing challenge for
exports of agricultural and fishery
products is the price competition and
classification from local agricultural
and fishery products, in addition to
import regulations, etc. Also, to unearth
local potential needs, we look forward
to introducing organic, gluten-free,
vegan, etc., and other food products
characteristic for their food ingredients
to the U.S. market. As an organization
specializing in promoting agricultural
and fishery products, we’ve founded
the “The Japan Food Product Overseas
Promotion Center*"” (JFOODO) in
April. We look forward to continuing to
propose Japanese agricultural, forestry,
and fisheries products from the per-
spective of “entering the market.”
JRN:  Thank you very
for your time!

much

Yasukazu Irino, Executive Vice President
Japan External Trade Organization
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*1 The Japan Food Product Overseas Promotion Center (JFOODO) was established

on April 1, 2017 within JETRO. JFOODO will devote its resources to the branding

and promotion of Japanese agricultural, forestry, fishery and food products as well

as provide support to Japanese exporters. To further boost the export of Japanese
agricultural, forestry, fishery and food products, JFOODO will work to create a stronger
platform for overseas B to C promotions and branding projects that stimulate

international demand.
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Electric Noodle Boiler
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J.C. uni-tec, Inc.
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& Soup Warmer
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Tel:(310)323-5299 Fax:(310) 323-1503

1467 W. 178th Street, Suite 301, Gardena, CA 90248
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Honorary Sake Sommelier & Saka-Sho

Takayuki Kanai

Honorary Sake Sommelier Saka-Sho  Honorary Sake Sommelier Saka-Sho  Honorary Sake Sommelier Saka-Sho

GEKKEIKAN SAKE

Kats Miyazato
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Chairman & President
Wismettac Asian Foods, Inc

President
Mutual Trading Company Inc

Owner of M&M Enterprise

Beau Timken Ryuji Takahashi Kosuke Kuji
Hiroko Furukawa Honorary Sake Sommelier Master Sake Sommelier T Nan.bu.l%ijiﬁln.c T
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.H(.).no.mry. 5‘,’(‘9, e Owner“True Sake” Owner “Jizakeya” Fifth Generation
Owner “SAKAYA NYC” Shuto-Meijin-Kai Brewery Owner

MASTER

Four Key Points of Selling and Developing Sake
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Yuji Matsumoto
Master Sake Sommelier

Finalist of the 2nd
World Sake Sommelier
Competition.
Graduated from Keio
University Faculty

of Law, Department 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
Master Sake Sommelier
LEFIEBED,
BASES 56D
MESIETES.
BEOENS VA AF—D
ENEY BRAFRER
FHICENGE 25 5, ZFDEIRT,
BB BN LEEROREICK Y Ry
v UDEEENSEMHEHE, BERICIIER
DONRL, 198EITRBRMEHICLA T Y
KU EIFAFEORIETREEELSPHE
BADOBITEH SIS, BARRERM(T7— M
FUEHRU.S.A 1991 FAIT)) DREDIFED =83
55| EME <, IRE Japanese Restaurant News
& LT (BFR2AERFRT) ARG CHBA RrE
TIT B EA R

any of those involved in sake
tend to prefer to use vague
and mysterious expres-

sions. It seems as if they dislike saying
anything definitive about a product’s
characteristics. However, in order to sell
specific sake in a market full of many
options (including wine and beer), sake
makers need to have a more focused
development and sales effort. This can
be said about both the manufacturers
and the sellers. If a sake is just “good
for anyone” or “goes with everything”
it just won’t stand out.

Think of it as a description of a
person who wants a serious relationship
with you. If you really like the person,
saying “he/she is a very nice person” is

simply rude.

Dealing with many consumers
on a daily basis making proposals on
sake, I realize that there are requisite
key points. Going over these points
alone makes the conversation a success.
Roughly speaking, there are four points.
The first is aroma. Explain the strength
of the product’s aroma (gorgeous or
tender) and its characteristics (fruity,
floral, alcohol).

The second is body. Explain the
product’s sweetness, acid taste, bitter-
ness, and also how it goes down
one’s throat.

The third is food pairing. Select the
absolute best dish for it. Don’t explain
too much, just say it simply: “No other

sake goes better with salmon sashimi!”

The fourth is temperature. Explain
which temperature setting is best for the
product: room temperature, hot, or cold?

Sake manufacturers need to be
aware of these points as well. Have a
clear vision when developing a product,
such as where your target market is,
and what you want it to do. “I want my
sake to pair with beef steaks like no red
wines can” is a good example. And make
sure you convey the message in your
marketing effort.

Also make sure that these four
points are mentioned in your menus, and
stressed in your staff training sessions.
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ORGANIC JUNMAI SAKE

Using only the premium Californian rice, Hakutsuru
Organic Junmai Sake is carefully brewed with
sophisticated skills and techniques.

Ingredients, brewing process, aging process, and
bottling process are all USDA certified organic.

Sharp and exhilarating. Dry and light—bodied.

Enjoy this Sake in a wide range from cold to 'war;n/ hot,
and sweet/dry changes can be enjoyed depending

on the temperature.

ALC.14.5% BY VOL.
INGREDIENTS:ORGANIC RICE, RICE KOJI
SAKE METER VALUE : +5

720ML B 300N &
Our Sakes are brewed and bottled BREWED AND BOTTLED BY HAKUTSURU SAKE OF AMERICA, INC.
in Nada area Whiqh is Japan's most HAKUTSURU SAKE BREWING CO,, LTD. TEL : 310-381-0005 FAX:310-381-0006
famed Sake brewing region. KOBE, JAPAN Email : info@hakutsuru-america.com

No additives. No preservatives. www.hakutsuru-sake.com
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Chizuko Niikawa-Helton

Liloa Papa

Masato Kato
Sake Sommelier

Hirohisa Kikuchi
Sake Sommelier

- _-} o

_JoeMizuno Alice Hama Timothy Sullivan
Head of the Sake Sommelier Certified Wine & Certified Sake Professional Level LL Sake Samurai
“Regional Sake Tasting Club” Sake Samurai Sake Sommelier “Voung’s Market Company

Wismettac Asian Foods

Keita Akaboshi
Sake Sommelier

Stuart Morris
Sake Sommelier

Yoshihiro Sak Takao Matsukawa _ Philip Harper  Rachel Macalisang ~ Koji Wong Kurtis Wells
ossak: 1ro Sako Sake Sommelier T Hand Made Sake and Wine Sommelier Owner Mixologist
§ Latin Region Specialist Japanese Sake Japon Bistro

Yuzukl o

Mei HO
Sake Sommelier

Mutual Trading Company Inc.

Master Sake Brewer

True Sake

Hana Japanese Restaurant Kuramoto US Inc.

Miyuki Yoshida Kaz Tokuhara Toshiyuki Koizumi Koji Aoto Michael ]ohn Simkin Mai Segawa Don Lee
Sake Sommelier Sake Sommelier Sake Sommelier Sake Sommelier MJS Sake Selection Owner Advanced Sake Sommelier Sake Sommelier
Manager Owner “WASAN” Savannah Distributing Co. Inc. Tako Grill Yama Sushi, Owner Chef
Wismettac Asian Foods
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by Kosuke Kuji
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Kosuke Kuji
Fifth Generation
Brewery Owner
Nanbu Bijin, Inc.

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

of Brewing and Fermentation. In 2005
became the youngest person ever to
receive the Iwate Prefecture Young
Distinguished Technician Award. In 2006
was selected to be a member of the
board of trustees of his local alma mater,
Fukuoka High School. Currently is featured
in @ number of media outlets including
magazines, radio, and television.
*Positions of Public Service: Chairperson,
Cassiopeia Corporation Youth Conference;
School Board Member, Fukuoka High
School, Iwate Prefecture, Vice-Chairman,
Technology Committee, Iwate Prefecture
Brewers and Distillers’ Association
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1st France Sake Competition
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A the “Kura Master — Le Grand
t Concours de Sake Japonais

de Paris 2017” this year that was held
in France for the Ist time, we are
excited to mention that Nanbu Bijin
“Shinpaku” won the “Platinum Award”
in the Jyunmai Daiginjyo division!!
Continuing from IWC, we are most
grateful from our hearts to receive high
recognition at sake contests overseas.
This contest is officially certified by the

France government and is a sake com-
petition that is held in France, operated
by the French for the French people.
For other sake competitions held
around the world including IWC, there
are none that have all foreign judges,
but this Kura Master is a very valuable
contest because it is only judged by
French. I can’t help but express my joy
that it’s incredible that out of all places
in the world that this kind of sake

competition was held in France that
is traditionally known as a wine pro-
ducer, and that sake is being accepted
at many countries as a world liquor. In
this wonderful age when we have “Joy
of Sake” which is well known in the
U.S. and sake being watched around
the world, I would like to continue to
surely offer the highest level of sake
to the world. I feel it has become an
age when you may hear the voices of
“kanpai” from around the world! For
sake that is Japan’s traditional culture
to become more popular in Japan and to
be recognized around the world, T will
continue to work hard as one of Japan’s
brewmaster!!
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oso is a medicinal sake drunk on
T New Years to ward off illnesses
throughout the New Year and for
longevity, and also referred to as “Toso
Sake.” Toso Sake is a representative sake
used for celebratory ceremonies like the

New Year. While this custom originated
in China, there are various theories on

ERULWEZ 150185
BEZEHSEA
EROXYNI—IZBUT
ERICEZES

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.

£
© l’ INTERNATIONAL INC

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

« l’ . INTERNATIONAL INC

www.jfc.com

What is Toso drank on New Years?
IEH IR T Rk & 1Al

which period this custom originated.
One theory states this custom origi-
nated with Kada, a renowned doctor
of the mightiest nation Gi (220-265)
in ancient China during the Sangoku
Period, who performed surgery using a
type of anesthetic known as Maffusan.
This custom spread to Japan during the
Heian Era (794 — 1185), and gradually
spread across the masses to become a
national custom.

The official Toso is prepared by
soaking five different herbal medicines
— platycodon root, saposhnikovia root,
zanthoxylum fruit, cinnamon, and atrac-
tylodes rhizome — into sake, infusing the
components and aroma to combine the
herbal medicines to prepare the spices
for toso. Also, there is another version
prepared by brewing zanthoxylum fruit,
saposhnikovia root, cinnamon, platy-
codon root, and asiasarum root, etc.,
known as “Byakusan.”

On the other hand, one theory
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states the custom of Toso originated in
the Tou Period (618 — 907) in ancient
China, where the five herbal medicines
mentioned earlier as spices for toso are
further combined to total eight herbal
medicines - by adding rhubarb, Japanese
knotweed, and aconite root - called
“Hasshinsan.” Also, the monastery
where the hermit credited for coming
up with the medicinal sake lived was
referred to as “Toso-an,” thus the medic-
inal sake is said to be referred to as Toso.

According to the traditional method
of preparing toso, the toso-an (spices for
toso) are placed in a red silk bag sewed
into a triangle, then suspended on the
inside of a well on New Year’s eve. On
the morning of New Year’s Day, this bag
is removed and soaked in sake. Before
consuming the ozoni (mochi in soup
broth with egg, seafood, vegetables,
etc.), the entire family faces the east and
says a mantra starting with the youngest
member, “If I drink this, my family
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Hakutsuru Sake Pap

ZOREFIHRSHLEAEELDEHMINTLET, This article was courtesy from Shibata Shoten Co Ltd.

will not suffer or become ill.” After
January 7, the toso-an inside the red
bag is thrown into the well. As long as
the water from the well is drank, people
believed they could ward off illnesses.

A document on general Japanese
foods published in 1697 reads, “In our
family, we prepare toso-an (spices for
toso) by placing 2 cm of bishop wood
and sappan wood, 0.5 cm of saposh-
nikovia root, 1.5 cm of mentha herb,
1.5 cm of peucedanum root, bellflower,
and rhubarb; and 1 cm of glycyrrhiza
into a triangular bag with 10 red beans,
suspend it inside a well on December
31, extract it on January 1, and soak in
sake to simmer for a bit. Afterwards,
our entire family faces the east, and the
youngest member drinks first. After the
entire family drinks the concoction, we
place the toso-an into the bag and toss
it into the well. As long as we drink
this water, we believe we can ward off
illnesses and enjoy good health.”

Recently, ready-made Toso-an is
sold in stores for convenience, prepared
with sake using pleasant-tasting mirin
(sweet sake). However, the effectiveness
is largely forgotten and remains more a
custom today.
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HAKUTSURU SAKE sincre 1743

Brewed and bottled by
Hakutsuru Sake Brewing Co.,Ltd. Kobe, Japan

www.hakutsuru-sake.com
info@hakutsuru-america.com
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Sake Shochu Beer Institute of America
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Sake Shochu Beer 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.

Ten Appealing Points Unique

to Japanese Sake

HAW 2% & TIZ DM 10 225

the purpose of intoxication, but also for stress relief and to

satisfy intellectual curiosities, an alcoholic beverage with an
element to satisfy grown-up tastes.

Sake is an alcoholic beverage recommended to deepen
relationships with family and friends, or as a comforting means
to breathe a sigh of relief. Let’s confirm the 10 appealing points
unique to Japanese sake compared to other alcoholic beverages
from around the world:

l apanese sake is an alcoholic beverage enjoyed not only for

1 Enjoyed at wide temperature range as both hot / chilled.

2 Enjoyed seasonally, such as chilled sake during the summer,
and as hot sake during the winter.

3 An alcoholic beverage enjoyed during meals and highly
compatible with various dishes, especially compatible with
seafood — thanks to the advantages of rice malt

4 A full-bodied alcoholic beverage with umami components,
including Amino acids

5 A healthy alcoholic beverage that doesn’t lower the
body temperature and is highly effective in clearing the
complexion!

6 Various regional sake selections capitalize on the regional
characteristics of each region

7 National alcoholic beverage representative of Japan

8 Traditional alcoholic beverage passed down as a holy
beverage to be offered to the deities

9 Special alcoholic beverage prepared from high-end food
ingredients.

10 Alcoholic beverage of added value requiring high degree
of technology for production, such as parallel multiple
fermentation.
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2018 FOOD EVENT

CALENDAR

January
Asian American Expo
1/13-14

Pomona Fairplex, Pomona, CA
www.asianamericanexpo.com

Founded in 1982 as a means of gathering the local
community together - much has changed over

the last 30 years for the Asian American Expo.

When it first launched, the event was called the
Chinese American Expo, with only 60 exhibitors
and a simple goal of bringing together local Asian
businesses and consumers under one roof. From
those humble beginnings, the Asian American Expo
has expanded both its reach and its scale. Today the
Asian American Expo features 6 large expositions
halls encompassing over 400,000 exhibition space,
1,000+ vendors, 8 non-stop performing stages, and
3 separately unique food courts. Attendees from all
different ethnic and work backgrounds, from both
local and international are bound to be at the Expo.
The Asian American Expo is hosted at the beginning
of each year to celebrate the coming of the Lunar
New Year Festival, with the goal recreating the New
Year celebrations found across Asia at this time of
the year. Food, shopping, entertainment and fun

- these are all annual staples that can be found at
each year’s event. All of this success would not be
made possible without the support from the greater
community both locally and internationally.

DTC Wine Symposium

1/17-18
San Francisco, CA
www.ieemusa.com/index.php/registration-88

Now in its 11th year, the popular DTC Wine
Symposium is the wine industry’s annual, national
summit on direct marketing and sales.

The January 2017 summit sold out, attracting 500
sponsors, speakers and registrants from 15 states.
The program expanded to include 6 Workshop
Sessions, 2 Town Hall Sessions and 6 Sponsor
Sessions. Ninety-three percent of post-event

survey respondents recommend the event. In 2018,
the event expands to two full days of practical
advice, thought-provoking keynote speakers, lively
networking, and sponsor demos of new products
and services. The DTC Wine Symposium is presented
by and a fundraiser for Free the Grapes! The event
has raised more than $1 million for Free the Grapes’
PR campaign, and the Coalition for Free Trade’s
legal work (CFT "retired" in 2014 after achieving its
goals). These two groups have worked closely with
industry representatives and regional associations
to streamline onerous regulations and to increase
the number of legal states from 17 to 44, which
represent nearly 94% of the US population. The DTC
Wine Symposium is the primary fundraiser for Free
the Grapes! and provides funding to continue its
role streamlining regulations, opening new states
and defending existing statutes which support legal,
regulated DTC wine shipments.

Winter Fancy Food Show
1/21-23

Moscone Center, San Francisco, CA
www.specialityfood.com

West Coast’s largest specialty food & beverage

trade show will be in San Francisco from January

21 - January 23, 2018. Discover 80,000 on-trend and
best-in-class products including confections, cheese,
coffee, snacks, spices, ethnic, natural, organic and
more. Connect with 1,400 exhibitors representing
the latest in specialty foods and beverages from
across the U.S. and 35 countries and regions.

February

Enumclaw Chocolate Festival
2/2-3

Enumclaw, Washington

The Enumclaw Wine and Chocolate Festival will

be Feb. 2 and 3, 2018. More than 20 wineries are
expected to return to the Enumclaw Expo Center
for the annual event. This event averages more than
2,000 attendees who sample from 25 wineries, a
dozen chocolatiers and more 50 gift and specialty
vendors. The list of past participating wineries

at the Enumclaw Wine and Chocolate Festival
includes Barrage Cellars, Convergence Zone

Cellars, Cranberry Road Winery, Foxy Roxy Wines,
Frenchman Hills Winery, Ginkgo Forest Winery, Hard

Row to Hoe, Heyman Whinery, Kitzke Cellars,
Knipprath Cellars, Lobo Hills Winery, Lost River
Winery, Madsen Family Cellars, Masquerade
Wine Co., Michael Florentino Cellars, Naches
Heights Vineyard, Northwest Totem Cellars,
Nota Bene Cellars, Patterson Cellars, Stina’s
Cellars, Tulip Valley Vineyard, White Heron
Cellars, Willis Hall Winery and Wilridge Winery.
Guests receive a commemorative wine glass
and six complimentary wine tastings. Dinner,
appetizers and additional tastings available for
purchase. Special event tickets available online.

California Gift Show
2/23-2/26

Los Angeles, California
Los Angeles Convention Center
www.californiagiftshow.com

The next edition of the California Marketplace
Show will be February 23-26, 2018 at the Los
Angeles Convention Center in Los Angeles,
California. California Marketplace brings
together unique artisan designs and other
up-and-coming products that are unique to
this part of the country. Shop one floor filled
with the latest introductions and best-selling
wholesale gift designs in: Jewelry & Fashion
Accessories, Personal Style, World Style, Artisan
Crafts and Gift exhibitors.

South Beach Wine & Food Festival

2/21-25
Shelborne Hotel, Miami Beach, FL

The Food Network & Cooking Channel South
Beach Wine & Food Festival is a national, star-
studded, five-day destination event showcasing
the talents of the world’s most renowned

wine and spirits producers, chefs and culinary
personalities. Hosted by Southern Glazer’s Wine
& Spirits and Florida International University
(FIV), the Festival benefits FIU's Chaplin School
of Hospitality & Tourism Management and the
Southern Wine & Spirits Beverage Management
Center. Each year, more than 1,200 students
and volunteers gain invaluable real-world
experience with the Festival - which serves

as an interactive educational platform for the
future leaders of the hospitality industry. To
date, the Festival has raised more than $26
million for the School.

The Festival now attracts more than 65,000
guests annually to its 85+ events throughout
the five-day weekend, which take place at
various locations throughout South Florida.
Looking forward, the 17th annual Festival

will take place February 21-25, 2018 and will
once again feature internationally renowned
talent and leaders of the hospitality industry at
uniquely crafted events showcasing world-class
wine, spirits, food, and fun.

March

The International Restaurant &
Foodservice Show

3/4-6

Javits Center, New York, NY

The International Restaurant & Foodservice
Show of New York is the only all-encompassing
event in New York for the restaurant and
foodservice industry, making it THE one-stop
source for everything you need to succeed

in today's market. This is your once-ayear
opprtunity to experience the full spectrum

of cullinary innovation from over 500 leading
vendors serving the restaurant and foodservice
community: * the hottest menu trends * state
of the art eqiupment * dazzling decor * exciting
new food * the best in business education!

Natural Products Expo West
3/9-1

Anaheim Convention Center, Anaheim, CA

Natural Products Expo West continues to be

the leading trade show in the natural, organic
and healthy products industry, attracting

over 60,000 industry professionals and 3,000
exhibits to the Anaheim Convention Center.
Rated as one of the top 200 trade shows in the
US by Tradeshow Week, Natural Products Expo
West continues to help attendees reach their
business goals. Co-located with Engredea, NEXT
Innovation Summit and Fresh Ideas Organic
Marketplace, Natural Products Expo West
showcases the entire value chain of healthy
products from start to finish, identifying the
bestsellers of today and the trends of tomorrow.
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Jingisukan rx22v)

Jingisukan, loved by the locals
since times gone by.

Grilled with vegetables on a
special iron skillet.

Food culture in Sapporo

The rich food culture is an essential feature of Sapporo. S e e .
2 ¢ ~

Using locally sourced meat, fish, vegetables and other high-quality ingredients, HPHHILTERINLET Y AN

Sapporoites have created a unique food culture that attracts many people. HHOSZMTEREVSLEIC,

[EOBENE X ABROB D ZESL ETRIPELZVHEDDOOE D, Hf)kkaido’s original grilled-meat culture inAwhich 1§mb -is savored
o Af . WS 7 1S BT 7 ZH . R ) F7- with beansprouts and other vegetables. Enjoy cooking it yourself
iagﬁgi;ifigf*iffff Z HHZRH T2 ) B2 and eating as much as you like.
N mXD 5,

Popular as a healthy dish with a distinctive taste that goes well

with beer.

Sapporo =
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Sapporo Global Site =y ‘__lrE Welcome to Sapporo

http://wwwz2.city.sapporo.jp/global/english/ E h http://www.sapporo.travel/?lang=en




Foodstuffs «ui)

Fresh ingredients gathered
from all regions of Hokkaido
Savor in-season

delicacies through the year.
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Hokkaido is surround by three different ocean currents of the
Sea of Japan, Pacific Ocean and Sea of Okhotsk, and
agriculture and dairy farming thrive in the inland regions.
Foodstuffs from all around Hokkaido are gathered in Sapporo,
a culinary treasure trove where high-quality delicacies of the
land and sea can be savored throughout the year.
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Sapporo sweets
(AL D 2L —7)

A well as producing a plentiful supply of ingredients
such as milk, butter and fruits, Hokkaido’s cool climate
is ideal for the production of Western-style
confectionery. In Sapporo, too, in addition to parfaits,
cakes and the like, the matching of ingredients and
techniques has resulted in the creation of an imaginative
array of sweets. Among them, “Shiroi Koibito”, made
from white chocolate sandwiched between langue de
chat cookies, is a famous Hokkaido souvenir known by

almost everyone in Japan.
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WINMER

“Tokibi” wins Silver Prize at the
World Finals of the International Chocolate Awards
AV —FaFnFaalb—r7I—FIERKZELHIEOREZE

Ishiya Co., Ltd., which manufactures “Shiroi Koibito”, has
developed a milk chocolate by blending Hokkaido corn
and natural lake-salt with the chocolate used in the “Shiroi
Koibito” confectionery. This year it achieved the
remarkable feat of being awarded Silver Prize in its debut
appearance in the World Finals of the International
Chocolate Awards, a contest in which world famous
chocolatiers compete.
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Sapporo Beer ior—r)

Produced by nature, an original beer
that goes well with Hokkaido’sclimate and cuisine
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A popular Japanese beer in the U.S., too,
Sapporo Brewery began business in
Sapporo as Japan’s first government-run
brewery, in 1876. The following year, its
first product, cold-brewed Sapporo Beer
went on sale.

The reason beer production began here
was the abundance of groundwater and the
ability to produce ingredients such as hops
and barley. Stronger that American beer but
not as strong as European beer, Sapporo Beer
can be enjoyed with Japanese cuisine.

In particular, the dry climate and the fact
that winters are spent in the warm indoors,
gave birth to Sapporo Classic, a beer — only
available in Hokkaido — produced with a light

taste that goes well with the local climate and
cuisine. Sapporo Classic drunk locally in
Sapporo is especially delicious.

The Sapporo Beer Garden, which
comprises three large halls and two
restaurants, seats 2,500 people and is the
largest restaurant in Japan. Here, visitors
flock to enjoy freshly brewed beer and
jingisukan throughout the year.

Why not come to Sapporo and savor the
taste along with the delicious jingisukan?

Norifumi Sumiyoshi

SAPPORO BREWERIES Ltd.
A dynamic beer restaurant where tourists Director, Hokkaido Division
and locals like to gather Director, Hokkaido Sales & Marketing Division
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Brewing Daiginjo Japanese sake

Born in Sapporo, raised by Hokkaido’s climate;
Sapporo’s only locally brewed sake, Chitosetsuru

AL A T, L s o )8 1 A3F Tz ALIBEME— D 3 it [ 1% 45

Born in Sapporo, raised by Hokkaido’s
climate; Sapporo’s only locally brewed
sake, Chitosetsuru

It’s 145 years since the sake was first
brewed on the banks of the Sosei River in
central Sapporo. Currently, Nippon Seishu
NS

i

Co., Ltd brews approximately 250 varieties
of local sake, and last year appointed its
first female master brewer in the
company’s history.

With regard to the brewing preparations
in winter, Hokkaido’s low temperatures
make for a slow and gentle fermentation
process resulting in a sharper taste. The
sake goes well with food, particularly
Hokkaido’s fresh seafood, which is
complemented by the refined, dry taste.

Since the brewery was first established,
the water used in preparation has been
groundwater from the verdant mountains of
southern Sapporo, drawn from 150 m
beneath the Toyohira River. The

well-balanced hard water that has absorbed
underground minerals over a long period of
time, is ideal for brewing sake.

However, brewing sake is not about
how much effort is put in by one person.
When each and every person puts in 100%
effort, the effort of the whole team
becomes 120%, and fine sake is born.
“Making people is also the job of a master
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brewer.”
Tomoko Ichizawa
Nippon Seishu Co., Ltd.
Chitosetsuru 6th Master Brewer
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2017 MUTUAL TRADING
JAPANESE FOOD & RESTAURANT EXPO

MUTUAL TRADING CO., INC.
Restaurant Trend Report
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Feature Report on

THE LIQUOR PAVILION

“WHAT’S NEW?” & “WHAT’S HOT?”
BEANEYAY

SEB | FNoTa BEOHHR |

Trading’s Japanese Food & Restaurant

EXPO attracts a growing number of
guests. And this year was no exception, with
more brewery participants exhibiting new
products, which in turn, drove in restaurant
owners, sommeliers, chefs, and trade pro-
fessionals. And here, as with every year, the
overwhelming buzz heard across the floor
was “What’s New?” & “What'’s Hot?”

E very year, the Liquor Pavilion at Mutual

NURU-KAN
WARMED SAKE
is HOT!

BLANSUVEXPODE/NEYA I,

RUDOBHHLBEEILBRSN, FXL
SMELEMT HIERIZHZ. CDANUEAD
BEEOSMA—H—HELBEEZGIT. KIHFT
BLANSIVA—F— VLUI DT HE M
BN BEWVIAIA VRO MERZH T
Bi5LoTINS,

ﬁ FRREISNIERB R IEOBA

Warmed sake during the biting wintertime
cold is a welcoming Omotenashi, the ulti-
mate in Japanese hospitality. Quite different
from the piping hot sake that pours out of a
machine, this is gently warmed to between
104 to 122 degrees Fahrenheit. Guests dis-

BRATIBREVLICILED VB RED LD
AEHFE. ZTNEEERKXORBOIHHTH
Lit%, BifRICEDB 2 DEMEELGE
W COEKIMMENSI122EISEOONT-AR
EADAZEL, DhBL TP HICEEE
ELETHAI,

cover a pleasant surprise with a completely
different drinking experience that’s calming
and healing.

AR EABEN BEND
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Especially suited for Junmai and Honjozo
Less fragrant however ample Umami

Pairs foods that are more flavorful

Chateau Mercian
Muscat Bailey A
xb—=AIL v
TARAAYEIR—1)— A

Chateau Mercian
Koshu Gris de Gris
xb—AI vy
SYR=51) B

JAPANESE WINE
BAREDTAY

Though Japan is not a major wine producing
country, sommeliers around the world are
taking note of wine grape varieties indigenous

BARIEVAVEERELTIEIA—DY—TIER
W, LOWL&RIE. BAREBEDTAUFETHDHFR M
TAVOIRAYR R —AIZHR R DY LY

to Japan and produced only in Japan: Koshu Imiib“;’i‘ﬁ LT, .
wine and Muscat Bailey A. Quiet and refined, Eﬁg"@%ﬁéhk%b‘ﬁ$&®’fﬁ1i?\_‘E(L

they are especially suitable for accompanying
meals.

MICRO-BREWED JI-BEER:
100% JAPAN GROWN INGREDIENTS
#E—)L:100% B AERE

Talk about being altruistic to reach the height ~ ®HAHE —)LA—A—DIZf=2HY IFIEFRENLT=

of distinction. Waku Waku Tezukuri Farm
Kawakita Brewery of Ishikawa Prefecture
presented their brew, with their barley in-
gredient proudly harvested in Japan, however,

Lo BIEDHL<OLLFE DY T7—LIIHE I,
LEINSBAREDREGEZFHE/MEALTL
5F%EEYICLTLV A, Mutual Trading i
DRYTEFTHNBRETHEVENEIIZENS
SEEME O, 20KDRY T DEEHMAL,. BA

Mutual Trading noted that the hop ingredient
was not. Now, three years later, Waku Waku
has a newsworthy story to tell - from 20 im-
ported cuttings, they now grow their own
hop in Japan. Kanazawa Hyakumangoku beer
is now the ONLY commercially brewed Jap-
anese micro-brewed beer that uses 100% Ja-
pan-sourced ingredients: water, barley, yeast,
and now the hop.

THEDBRFIEEHBLIZ. IEERDERAE.
&RBEAAE—ILIE. 100% B AREFEH (K.
ZF Ry T E—ILER)EFERALTLSHE—
DHE —LA—H—TH%,

Hyakumangoku Micro-Brews. Using Three Grain Types (L to R)

* Two-Row Barley: Low protein, higher fermentable sugars; most common
beer brewing ingredient. Used for Hyakumangoku Koshihikari Ale.

* Wheat: Popular in breads, noodles, and other food products. Used for
Hyakumangoku Weizen.

* Six-Row Barley: Higher protein. Is a Mugi-Cha ingredient, and a well known
animal feed. Hyakumangoku uses them for Pale Ale & Dark Ale.

Los Angeles 213.626.9458 o San Diego 858.748.9458 e Las Vegas 702.216.2715 o Phoenix 602.455.8000 e Dallas 213.628.1262 e New York 201.933.9555

The Premier Japanese Food, Alcohol Beverage and

A= MUTUAL TRADING COMPANIES
Restaurant Supply Specialist

=7 www.MutualTradingCo.com R ZF#4kX=1t



| JIZAKE ULTRA PREMIUM WITH BRAGGING RIGHTS
| 058 OIS TLUEFZLTFAT L

I
I Born Dreams Come True

I Junmai Daiginjo

B BRIEF MAXXSEE

Consistent gold medal
winner at international
competitions.
Presented to
President Obama by
Prime Minister Abe.

ERASTEATILE
EinERS RHEHELY
FINIKFEANEE
ni=il,

Nanbu Bijin 10-Year Aged

Dassai Beyond
Junmai Daiginjo
BS E3UF T0%A
PR KIS ER

Currently the fastest
growing Jizake among
the Ultra-Premium
category.

BILE7 LATI)—
DHRTHRAEZRLATH
HHHE,

Tatenokawa 18
Junmai Daiginjo

MR 105FEEE FRKISER  HEEF)I 18 SIKKIGER

Although aged for ten
years, retains an

amazing fresh fruit
aroma. A masterpiece
showcasing the fortitude
of the NabuToji.
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Sake rice polished to
an astonishing 8%,
an epitome of
extravagance, and the
- crown jewel for

;‘ E,_-! L the brewery.

i l?l‘ FERLGE18%ENSEIR
- BEIRBOMRKGE,
TR RELHSND,

SHOCHU: THE ALTRUISTICALLY BREWED

Bl BCEbhYOEE

Although Shochu hasn’t yet reached the level of popularity in America as in Japan, fans are
seeking for the most obscure, those brewed with unparalleled attention. The beauty of these
fine Shochu is its single pot still distillation process which produces refined alcohol with the
essence of the original ingredient intact. This requires the finest ingredients and meticulous

attention to detail in craftsmanship.

TAAIZB T HBREEDOMBEF, BRIFESGVD, B 770 FMHBIZHY I5EZROHTL
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BOREMEENTEMEMEIBADR INNHSRBELLDABRNTAIR

HAKUTEN HOZAN JAKUN-BAKU SEN-NEN NO NEMURI
Sweet Potato Shochu Barley Shochu Barley Shochu

with White Koji with Black Koji with Black Koji

Kagoshima Prefecture Fukuoka Prefecture Fukuoka Prefecture

BXEWL FHf RoE ZHE  THFORY =56

BHEER BERERE

RAER EERE
Washington D.C. 301.927.2061 e Boston 617.469.8312 e The Cherry Co., Ltd.

BADKZHADALIZ

BREA BERE

Hakkaisan 3-Year Snow
Aged Junmai Ginjo
B EEFREB=F MXSER

Quietly aged three
years in a chamber
naturally cooled by
collecting Niigata’s
wintery snow.

BRENKEIZLSH
RABDEEIZIFERM
RS EHRIGEE,

Tatsuriki Akitsu
Junmai Daiginjo

BES BUE FERKIGER

Brewed by the “Master
Terroir of Sake Rice”,

% using the best Yamdanishiki

& Sake Rice.

| EROFOT—ILEFZEL
GRS RERD
WL\ A48 FI L BEL 1<,

Katsuyama Diamond

Akatsuki Jumai Daiginjo
B/ ERBE SIRKISER

Brewery dates back
three centuries, having
served one of Japan’s
most respected
Samurai Lords,

Date Masamune.

#1300 F < BHEBERE
AEAERYTTEI
BT BEEOBAE,

Tsugu
Junmai Daiginjo

# PR RSER
8 i g

The “Next Generation
Sake” from the renowned
brewery of Kubota.

EREOARBTHLOND
BEOREADE,

YUZU KANchu

Kanten + Shochu

|. Heat water to simmering.

A Vegan, Fun Jelly Cocktail

7 oz water

8 grm  Kanten agar (#60997)
4Tbsp  sugar

20z Yuzu Kajyu (#30520)
3oz Takara Shochu (#30303)

Kizami Yuzu (#34205-1)
mint leaves

2. Add Kanten and sugar, boil. Stir untill completely dissolved.

3. Remove from heat, let cool 10 to 15 min.
4. Add Yuzu juice and Shochu.

5. Pour into container, leave until firm. No refrigeration needed.

6. Scoop or crush. Garnish and serve.

Bringing the Flavors of Japan
to the People of the World

Japanese Restaurant News ¢ Vol. 28 ¢ No. 230

Honolulu 808.422.6555 e Tokyo e Lima
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Fifty selections of renowned sake
pubs, learning form the basics:
The inspection point is here!

Long-established sake pubs brightened and revi-
talized Japan during the Taisho, Showa, and Heisei
Era. Even though the forms have changed today,
the passion for sake pubs continue to be passed
down through generations and never cease
to attract many customers. What is the secret
behind the popularity of these long-established
sake pubs...? To unravel this secret, our “Izakaya”
Editorial Department inspected fifty renowned
sake pubs across the nation to report from our
unique perspectives on the ambiance felt at each
sake pub, the cuisine, sake, and customer service
provided by staff members. We’d like our readers
to find the hint to maintain a successful business
for decades and centuries to come.

F9%, COXMAHE FMEFLHEHDEY M2, €0

FNEHOEEL Y M. BEDYESGZ3EL5meE
BAE TS0 & HIEF EDERT.

The strong-selling sake set consists of 5 side dishes
including the daily side dish and sake at only 950

Yen, a very economical price!

EL‘H#?EJE‘RU]LMW
— e

Menu selections for easy handling from
course menu selections, ramen, to appetizers

:'}L(@Z 5( y F Kyogoku Stand

(Kawaramachi, Kyoto / &R « SEIRHET)

Founded in 1927, Kyogoku Stand
is located on Shin-Kyogokudori
where tourists come and go. With a
seating capacity of 36 seats, the res-
taurant interior is decorated with an
antique cash register standing at the
entrance and a “full house” frame
gifted from a sake brewery filled with a
nostalgic ambiance.

The Kyogoku Stand is lively with
many customers enjoying alcoholic bev-
erages from daytime hours. As soon as
you're seated, a lady in charge of cus-
tomer service comes immediately to
take orders. While there is no need
for excess words, her prompt move-
ment embedded into
her muscle memory
exudes confidence.

The menu consists of
a wide range of dishes
from a la carte dishes,
such as ramen and
set course menus, to
appetizers for accom-
panying sake. Next to

T he world’s best tuna is
a[ways Ocean ‘Fresh

Dallas, Texas 213-220-4789

Los Angeles 213-622-3677

Las Vegas 702-331-3320

San Diego 760-842-8754
Honolul - Jeju Korea

www.oceanfreshinc.com

24  January 2018 - www.alljapannews.com

businessmen enjoying course meals sit
older customers who appear to be reg-
ulars smiling in front of hot sake, while
group customers who appear to be
tourists photographed the menu dis-
played on the wall with curiosity. There
is no doubt the wide range of customers
served and easy handling is the greatest
strengths for Kyogoku Stand.
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546 Nakanomachi, Shijo-agaru,
Shin-Kyogokudori, Nakagyo-ku, Kyoto
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Enjoy sake at a refined, chic sake pub directly-
operated by a long-established sake brewery in

Yamagata Prefecture

ﬁEEE 1@51 Ginza Taruhei

(Shinbashi, Tokyo / 5 « #i18)

Located only 5-minute walking dis-
tance from the JR Shinbashi Station,
Ginza Taruhei stands quietly in the
narrow Konparu-komichi alley con-
tinuing from the Konparu-dori. Ginza
Taruhei appears antiquated from being
built from a building standing since even
before the war, and is directly-man-
aged by sake brewery Taruhei Brewery,
in business in Yamagata prefecture for
over 300 years. Ginza Taruhei is a long-
established izakaya serving regional
cuisines of Yamagata prefecture. The
sake pub consists of counter seats facing
the kitchen, table seats, and private
room seats on the second floor.

With the purpose of having cus-
tomers “enjoy sake,” a sake cup is placed
with each setting from the start. The
main brands of sake served is Taruhei,
Sumiyoshi, Yukimukae, etc., and other
brands representative of the brewery.

Regional dishes created with thor-
ough attention and effort, such as the
“Simmered Squid and Potato” pre-
pared with Yonezawa beef (680 Yen)
and Balled Kongyaku (210 Yen), etc., are
carefully presented and highly compat-
ible with sake. Ginza Taruhei is not the
type of sake pub with a strong aura of
individuality, offering no over-the-top
presentation. However, the highlight is

8-7-9 Ginza, Chuo, Tokyo
HRERRXIREES-7-9
B®03-3571-4310

The photograph shows “Imoni” (Simmered
Potatoes), prepared using Yonezawa Beef (680
Yen); Balled Konjak (210 Yen), and Taruhei
Small Decanter (550 Yen), etc.

their ambiance of well-mannered gen-
tleman quietly sipping and savoring
sake. Ginza Taruhei is where one can
physically experience the ambiance of
a refined sake pub fostered between
the izakaya and customers over a
long period.
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Renowned sake from Nada with choice appetizers.
A long-established sake pub reminiscent of sake
pubs during the good ol days

é}ﬁ]rl{ ﬁj: :ZIKE Kinsakazuki Morii Honten

(Kobe, Hyogo / £ - $#F)

{{ } /insakazuki Morii Honten”

was founded as a sake pub of
“Kinsakazuki Brewery” in Nada, Kobe,
in 1918. Since relocating to Sannomiya
after the war, Kinsakazuki Morii Honten
is a long-established brewery that holds
steadfast to the ambiance of a good ole
sake pub. The inside of the pub consists
of 10 counter seats and 2 tables on the
first floor, and private room seats for
groups on the second floor. There are
plenty of spaces in-between seats to
create a comfortable ambiance for solo
diners to relax in a calm ambiance. The
customer service is friendly, and serv-
ers avoid stepping unnecessarily into
the customers’ dining space in an effort

Free Sign Up Now!
MRS IFRAR!

to hold steadfast to the significance of
“enjoying sake” in sake pubs.

Listed on the board are sake
and Kinsakazuki, Tarazake (bottled in
wooden casks) at 180 cc (500 Yen), and
Draft sake at 180 cc (550 Yen) — three dif-
ferent types at all times. The Taruzake,
traditionally served in a small wooden
box at 180 cc, is aromatic with the cedar
fragrance. The food selections consist of
approximately 40 menu selections from
appetizers, boiled dishes, fried dishes
to noodles and rice dishes. Their classic
dish since opening is the Assorted Sushi
(red snapper and mackerel)(750 Yen),
stimulating one’s appetite for sake with
the refined flavor of fish, prepared from

LABRS>Z1—REFIR

Renowned fresh sushi consists of Mackerel (630 Yen)
and two different types of Rare Sea Bream (680 Yen).
The assortment is economically priced at only 750 Yen!

marinating in kelp. Also, Bank Grilled
Beef Tendon (450 Yen) is mild and last-
ing in flavor. The carefully prepared
cuisine and the renowned Nada sake is
the reason why their “consistent qual-
ity” is loved by sake fans.
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2-31-42 Kita-nagasadori, Chuo-ku, Kobe, Hyogo
EEEMATHRRMALRE2-31-42
B078-331-5071
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Variety of “Nagoya cuisine” is the differentiation
point in the shopping district

'fﬁ%@jx (; Gomitori Honten

(Nagoya, Aichi / B4 - &5 R)

IIG omitori Honten” is a large-
scale restaurant with 250 seats,
equipped with a banquet hall, located
in the most bustling shopping district
Sakae in Nagoya. The most eye-catching
of the “Nagoya cuisine” menu selec-
tions are the “Bank Miso Stew” (504
Yen), “Fried Chicken Wings” (5 wings
/ 472 Yen), “Miso Stew Noodles” (924
Yen), etc. Menu items are suggested
from the beginning from the menu
book, communicating the restaurant’s
strengths and features to customers in
an easy-to-understand way.

The fried chicken wings are char-
acteristic for their sweet sauce, perfect
as appetizers to accompany sake. Also,
Nagoya Prefecture’s “Hachimaru Shrimp
Tempura Filling Rice Ball” (210 Yen)
is based on the prefecture’s tourism
character “Hachimaru” as the motif, a

visually unique item.

At a nearby table, a group of cus-
tomers who appear to be tourists
listened to a veteran professional thor-
oughly explaining how to prepare
“Hitsumabushi”  (chopped kabayaki
eel on rice) mixing in humor. The liveli-
ness of an izakaya generated by young
staff and their at-home service with
close proximity between the serv-
ers and customers create a terrific,
impressive balance.
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Introducing the Japanese Food %
Supporter Store Program

“Japanese Food

Food
Supporter

3-9-13 Sakae, Nagoya, Aichi
EHRAHEHHXHK-9-13
B052-241-0041

FPEOESIFIEHFEW N YT, B
BILU oD, oo BHEOBXF VSV
F— NFBEN< Ay ZEF—TICULIBEE
DEFENKRDI210HFHRENICHI=—
D Ix—&Tz

ELDTF—TILTIIER TR E BN S

EEOFIERIT =
[FLeH. ZEHEHLD
2HIEZAVT VT T
BHEOFAEZL,
Starting with the
classic “tebasaki”
fried chicken wings,
%= the line-up of
various Nagoya
cuisine attracts
many tourists.
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Supporter Month”

Duration: January 12th~February 11th,2018

*Length of the promotion can be suited to each establishment's needs.

Celebrating 'Japanese Food Supporter Month'

Image

How to participate in the promotion:

(®During the promotional period, order 2
of the qualifying "Taste of Japan" specials.

@Post photos of the specials to your social media
network (Instagram, Facebook, etc)
with the hashtag #japanesefoodsupporter

(®Show your post to your server to receive the
commemorative Taste of Japan chopsticks
(while supplies last)

*This exclusive promotion is limited to stores that have been officially certified as
‘Japanese Food Supporter Stores'

*Certification is granted only through an official designated certification authority.

Participating stores and restaurants, please visit:
http://tasteofjapan.jp/article/detail/713

Questions on how to participate in “Japanese Food Supporter Month™?

Contact our program liaison: Yuki Nakano (New York) 646-318-9069
: Masataka Taguchi (Los Angeles, San Francisco, Austin) taguchi@jpp-usa.com

What is"Certification of Japanese Food and Ingredient Supporter Stores Overseas" ?
The certification system of Japanese Food and Ingredient Supporter Stores Overseas is a new program recognized by the Japanese

Ministry of Agriculture, Forestry and Fisheries (MAFF) in 2016.

This is a system to certify restaurants and retail stores around the world as "Japanese Food Supporters" which actively use food
products or alcoholic beverages made in Japan, and work to promote their appeal to a broad range of people.

Details here https://www.jetro.go.jp/en/trends/foods/supporter.html

Hosted

by: MAFF

26 January2018 - www.alljapannews.com
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“At-home” customer service & cuisine suit
the locality of Ebisu well

IUVE saiki

(Ebisu, Tokyo / R - Lt FH)

Similar to when arriving home, a
customer ducks the head under
the shop curtain to enter. This
expression perfectly suits this restau-
rant. As soon as the customer ducks
the head under the shop curtain,
the customer is met with “Welcome
home!” Solo diners are greeted with
sake and asked, “Can | pour your
sake for you?” These greetings are
provided by a young female server
in her twenties, unexpected in a tra-
ditional, old Japanese home-like
restaurant. First-time customers are
greeted warmly and the restaurant
is comfortable.

The bite-sized appetizers pre-
pared by two chefs working in the
small kitchen in the back consist of
three items—seasonal sashimi, grilled
dish, and broiled dish. The menu
items are evident of their empha-
sis on seasonal food ingredients,
heightening the anticipation towards
“Today’s Recommendations” that

BEDYDHEL 31300, ZOBRIEY I DORIF,
INZINZEE BFEOHEE,

Daily bite-sized appetizer: 1300 Yen (3 items).
On this day, it was Halfbeak Sashimi, Grilled
Sandfish, and Baked Taro Coated with Miso.

fill the blackboard. The approximately
25 menu selections consist of “Kasube
Boiled” (850 Yen), “Simmered Head
of Sea Beam” (750 Yen), etc., and
over half of the menu selections con-
sist of fish dishes. The highly popular
“Shrimp Fritters” (900 Yen) is soft in
texture mixed with ginkgo texture, a
food item familiar at a Kappo restau-
rant. This combination of customer
service with cuisine is no doubt what
attracts and captivates the masses in
the Ebisu neighborhood.
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1-7-12 Ebisu-nishi, Shibiya, Tokyo
R AXELE1-7-12
B03-3461-3367
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Sake (170 Yen), appetizers (200 Yen-): The point of
success is the flavors and economical prices loved

by customers!

153 %{Etﬁ Saito Sakaba

(Jujo, Tokyo / RE - +5&

ocated approximately 20 seconds

from the JR Jujo Station, the “Saito
Sakaba” consists of five large tables
inside, where ladies dressed in cook’s
aprons like a “downtown mom” make
the rounds to take orders. Within one
hour from opening, businessmen on
their way home from work, customers
spreading open a newspaper, and regu-
lar customers in relaxed clothing fill the
restaurant to capacity, creating a sake
pub ambiance before you know it.

The economical prices set for sake
(170 Yen) and Taruzake (250 Yen) are
much-appreciated by businessmen. The
large and simple “Boiled Daikon Radish”
(300 Yen) is flavored with dried bonito
broth and the aroma of Yuzu. Also, the
“Kinukatsugi Potato” (250 Yen) with the
skin, seasonal in the fall, is thoroughly
moist and sticky at a mild flavor to clean
the palate and enhances the sake flavor.
This simplicity recalls the nostalgic flavor
to the palate.

The mild, yet thorough and inter-
esting flavor is well-balanced, warm
cuisine that can be enjoyed daily. These

*This article was referred from “Mook Izakaya 2014” published by Shibata Shoten Co Ltd. * Z DFEHRIHARLEHEERTO Mook BEE2014"05 DEH T,

flavors and prices that grip the cus-
tomers’ hearts are the reason why the
restaurant is long-frequented by locals
since 1928.
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The freshly-fried Curry Croquette (220
Yen). Inside the crispy, thick breading is
sweet potatoes accentuated with spices.

jc%ﬁfﬁ

BRERINITZ

2-30-13 Kami-Jujo, Kita-ku, Tokyo
RREMEX E1482-30-13
B03-3906-6424

Y
ﬁ@ﬁ.\nﬂjfﬁ*i hibata Publishing Co., Ltd. is a publishing company founded in
Hiitr*i %E%E 1950, comprehensively covering the culinary industry for “food and

SHIBATA PUBLISHING CO., LTD.

IYASAKA Building 3-26-9

Yushima, Bunkyo-ku, Tokyo 113-8477, Japan
Tel. +81-3-5816-8269

Fax.+81-3-5816-8262

http://www.shibatashoten.co.jp
http://www.ss-foodlabo.com/
e-mail: foodlabo@shibatashoten.co.jp

FACEBOOK http://www.facebook.com/ss.foodlabo

Twitter @shibatashotenSD

EATIZESEAME Introduction to our monthly publications

H*uaﬁ (GEKKAN SHOKUDO)

We logically analyze and produce articles on the
rapidly growing restaurant industry and bustling
restaurants!!! Forreaders like you, who wantto learn
the operations of a popular restaurant, manage-
ment of restaurant figures and popular menu
selections, we thoroughly report the management
methods of growing restaurant businesses!

D H BIREZECHREE BT L. THIC
LET I BEEEQARL— 3 VA0 fby, BREJE
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e\ FABBHBIICHRT 2HREEOREFEEM
ERCTLET

service professionals” through publications such as “Gekkan Shokudo”
and “Gekkan Senmonryori.”

Their theme of providing “content that meets the high demands
of professionals” hasn’t changed since their foundation. Especially now,
at a time when the entire publishing industry is faced with the need for
structural changes, we must all the more uphold this theme to provide
fresh content. Capitalizing on our strength of knowledge and providing
strong content through the publication of books and magazines, we
must continue to challenge ourselves with new products and business
areas. By doing so, we will continue our mission at Shibata Publishing: to
contribute to the development of the culinary, restaurant and lodging
industries, and undertake business activities in various fields.

LB &I 1950 £ICAIZE L= BORE HbR
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Y BT L EERBEOGHE LT, Thhdd
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< A= -
% Fﬁ 7|‘-I- IE (GEKKAN SENMONRYORI) café-sweets
Gekkan Senmonryori provides the latest techniques
and information on Japanese, Italian, French and
Chinese cuisines, desserts, and other cuisines from
various countries. We also follow and report on recent
trends and the latest information on food ingredients
garnering attention. With “highly specialized” as our
key word, we thoroughly explain the food prepara-
tion methods of top-rated professionals.

BARKIE, 15U 7HE, 75V RNE, PEE 7Y
— . ZOfEERRORITE ERE B, WF. BN
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café-sweets is a specialized magazine filled with useful
information as reference for both coffee and pastry profes-
sionals and amateur readers alike. Following industry
trends, we introduce how to decorate your restaurant
appealingly, products and techniques. We report infor-
mation on the popular coffees, breads and pastries, cakes,
Japanese confections, chocolates, and interviews with
owners about their experiences after the shops open.
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FOODLABO by 4£HE/5
(FOODLABO by SHIBATASHOTEN)
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Delicious KAN available here
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(FABES
KENJI DATE

1959 FEMABE F N, EEFRSFRDOR1E
[CE%#%. B CAEPIEDFRIEC. &
A% - BURER, 1999FICHITHE,
2008 F|CHEREMEEICEREN D,
Born in Fukuoka Prefecture, Japan in 1959.
After employment with a company in the
jewelry industry, Date gained culinary
experience in food preparation and
managing a restaurant floor working for an
oden specialty restaurant and western
restaurants. He opened his own restaurant

in 1999. In 2008, Date was appointed the
Honorary Sake Sommelier Sakasyou.

Shop data

1-5-11 2F Oji, Kit’l, Tokyo
RREIXEF1-5-11 2F

& 03-3927-8525

Closed on Monday Btk '
17:30~23:00(L.0.22:30)

Average Customer Spending:

iy 3,500Myen

Sea apacity: 17 >2—15f&seats

Oden (fish cakes), mildly-flavored with dried bonito,
with sake heated on the side.
The right temperature is sensed by muscle memory thanks to

years of experience, referenced to promote the appeal of hot sake.

YA L OffI B TA L. (DETIED D HE,
EFOERBETHEEREZMNMG. BROBNZLOD

ADF0AEELL LTEERI AV Y
AP, 9% L FEf3000MET

l ocated in front of the Ouji
Station in Kita Ward, we felt
enticed by the restaurant name

“Agareya” (“Come in”) and ascended

the 15 old wooden stairs, where

we faced an interior with a wooden

U-shaped counter and steam from the

oden pot, a restaurant with a nostalgic

ambiance.
Owner Kenji Date was originally

a businessman in Shinbashi. A fan of

sake, Date dreamed of opening his own

restaurant, and realized his dream in

1999 when he was 39-years-old.

The owner always liked to cook

BEFRDBLLLIEHE L2 T30~404%
. KSRARGAIR2ATIAAL S W,

and prepared his own box lunches
he took to work while he was a busi-
nessman. However, since he had no
professional training as a chef, he
gained his culinary experience working
for a specialty oden restaurant before
he opened his own restaurant.
Seventeen years since, “Agareya”
become a popular restaurant filled with
businessmen during weekdays and
with local families during weekends.
Needless to say, customers come for
“oden and sake.” The oden consists of
paste selections, but the recommended
selections are tomatoes and various

vegetable selections. The oden flavor is
mild, steamed with fresh, first-brewed,
dried bonito soup stock that isn’t added
onto with previously prepared soup
stock. The lineup of Japanese sake con-
sisted of “Kamikokoro” (Kamikokoro
Brewery), “Ippaku-Suisei” (Fukurokuju
Brewery), “Aramasa” (Aramasa
Brewery), etc., from young breweries
of Akita Next 5 as classic selections,
with the specs listed on the blackboard.
Combined with other sake selections,
approximately 20 sake selections
available and centered around the
alcoholic menu.

Customers who happened to
be brought by a regular and cannot
drink sake maybe recommended the
“Winekan”(Kamikokoro Brewery), etc.

“I think the naming is a very
important point. Especially for those
not accustomed to sake, some may not
be able to read the Kanji, so easy-to-
read names and unique, impressionable
names tend to be popular.” (Date)

Due to oden’s compatibility with
hot sake, those who desire hot sake
are high in numbers throughout the
year, constituting half of sake orders
during the winter, while some custom-
ers start with chilled sake, then switch
to hot sake, while other start and finish
with hot sake only. Agareya utilizes
Sake Warming Machines to heat the
sake, using the heat remaining in the
oden pot.

“Since customers can see everything
from their seats, it’s not very present-
able to have them see us depending
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on a thermometer. So I rely on the touch
to sense the temperature. I think years of
experience is necessary to sense the best
temperature state.”

First, use water for practice to physi-
cally memorize the temperature at 40°C.
Then, without any preconceived notions,
it’s important to verify the suitability of
individual sake temperature with your
own palate. Without being distracted by
whether the sake temperature is hot or luke-
warm, [ think the suitable temperature is
when you can drink the sake smoothly and
enjoyably.” Chiaki Nakanuma, who was a
part-time worker upon opening is now a
Sake Sommelier for whom preparing hot
sake is one of her strengths!

Some regulars apparently play a game
of comparatively sampling the same hot
sake heated by Date and Nakanuma.

Rather than pushing renowned sake
brands and types, Date prefers to cherish
proposing delicious ways to enjoy sake.
According to Date, some novice sake drink-
ers who claimed to dislike sake without
every trying sake had a change-of-heart
upon their visit, he said with a smile across
his face.
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This article was referred from “Motenashibito May 2017” published by Food & Beverage Specialists Organization.
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Sake is poured into a cup and placed in the Sake Warming Machine set. Eyeing the timing, the sake cups are
taken out and the felt on the bottom, swirling the cups to check the temperature, then poured into another
cup heated with hot water to check the temperature and flavor the same way the customer would taste it.
“If we receive no requests in particular, we provide the sake at the temperature we feel is most suitable.
Since some customers refer to hot sake as piping hot sake, in that case, | would verify their request.” (Date)

Other than oden, there are various
menu selections recommended
with hot sake. Here are some
examples: “Spicy Gizzard” (150 Yen),
prepared by boiling and slicing the
gizzards, then marinated in a sauce
made with sesame oil, soy sauce,
sugar, and chili powder. Another is
“Leeks Pickled with Cream Cheese”
(580 Yen), marinated from three
days to one week in aged sake lees.
This dish is recommended with
full-bodied Junmai type sake.
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New brew of sake
and fresh sake, etc.,
and sake that is dry
and volatile in flavor
can be mellowed-out
by adding air to lower
the temperature and
poured from a high
position.

EEEORICERABELTEF—
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Some regular customers even
keep their own “my sake cup”
at Agareya.

ARG, ERRZ D F BRI, RERDZERE
EBIEEmS & RBTIE ADRIBRTESEEE IR,
BBl FBEADEREE) L5 TEXET SH
ERITTWND,

At the side of the entrance, on the wall
decorated with a sake bottle hangs Date’s
Honorary Sake Sommelier Sakasyou, along
with Chiaki Nakanuma’s Sake Sommelier
certificate. Once a month, Nakanuma
assumes the role of the person-in-charge of
serving hot sake for the day.

#
#
:

The heat comes directly from under the oden, designed so the
Sake Warming Machine portion will become hot water at 80°C
from the residual heat. The oden soup tock is prepared daily at
approximately 50 daily.
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Vegetable Oden such as tomato (350 Yen)
and broccoli (150 Yen) are prepared by
placing the vegetables into the oden pot
after the order is placed. The most popular
Daikon Oden (200 Yen) takes 5 hours to
simmer. The food ingredients are
purchased from the Metropolitan Central
Wholesales Market, Adachi Market.
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At the entrance of the restaurant
is a wooden door listing the
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While the sake served at Agareya is served all hot if so requested,
this is a recommended example of such cases. From the left, one
of the Akita NEXT5, “Shirataki Yamahai Junmai” (Yamamoto
Gomei), “Shinkame” (Shinkame Brewery) from Saitama Prefecture,
flavorful served lukewarm to piping hot; the classic “Kamikokoro

name of the restaurant and a
steep staircase. Since three train
lines come into the Ouiji Station,
many customers stop by on their
way home.

850 Yen for 150m¢ .

Nagisanouta” served lukewarm, “Yuki no Bijin” (Akita Brewery) “is a
Draft Junmai Ginjo, so maybe weak in impression as a hot sake.
However, I'd like for people to try the delicious flavors from
minimally heating this sake."The price is set between 630 Yen ~

COFEERINP OEAN REEPIREFREARFEITO 5 TARLUVE "2017E5 ASH 5 DEHTY,

NPO EA
’ http://www.fbo.or.jp/

F&BSpecialjsts
Organization

NPOEAN HERFFIREFEESS
BREY —EAHMAS - BEARIESR

HERFFIREFESS (FBO)

Food & Beverage Specialists Organization

The Food & Beverage Specialists Organization has been actively
promoting research and education programs for the past 20 years to
develop general food and beverage professionals in cooperation with the
industrial organizations such as Japan Hospitality Service Industry Group
Convention, and various educational institutions led by special schools
such as Universities’ tourism departments and hotel departments.

HEEFRREREARIE. MBOKRETOT7 v a3 FIVERDBICEEAR
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http://www.ssi-w.com/
SSl International

relevant industries.

SAKE SERVICE INSTITUTE

BRELBALBL. BE

WET,
(FBO) RFEESCRRNG 1-15-17  TN/NEJIEIV 7 B Tel. 03-5615-8201
1-15-17 TN Koishikawa Bilding 7F Koishikawa, Bunkyo-ku, Tokyo 112-0002 Japan

AREY —EAMRSR - BEMRESR]

Fax. 03-5615-8200

PATAN
[=] =N

SSI' International conducts research on alcoholic beverages
with a main focus on methods of providing Japanese alcoholic
beverages, Sake and Shochu, to the world. Through educational
campaigns, we aim to diffuse and expand Japanese sake and
food culture internationally and to support, inherit, and develop
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Ramen Spot

25412 Crenshaw Blvd.
Torrance, CA 90505

(310) 530-3900
https://www.ramenspott.com

Mon.-Sun. 11:30am-14:00pm
5:00pm-11:00pm
Wednesday Closed

1. Average Price & Ef{ffi
L $10, D:$30

2. Monthly Sales BRE5 15
N/A

3. Food Cost 7—RIOXAK (%)
N/A

4. Alcoholic Beverage Sales (%)
Skl %7)La—)UEEE
N/A

5. Alcoholic Beverage Sales by Type
7= LS (EFER )
N/A

6. Target Customer &g
Business, Family

7. Featured Menu X =1 —D45f
Ramen, Sushi, Sashimi

8. Food Supplier - A%
JFC, Wismettac, Mutual Trading

9. Number of Staff ftE%
6 people

10. Number of Seats FEfE#4
33 seats

11. Opening Date FEER
May, 2015

12. Varieties of Sake in Store
EDOFRWBAREOELEL. ST
Kubota

Text : Keiko Fukuda

Ramen Spot

Ramen and sushi by a Sri Lankan chef

AV T Y AN 27 DTFRT B 7 — X EF]

.

have a recent favorite ramen
restaurant. You can have
sushi with fresh ingredients
there t0o,” said a friend of mine. It is
Ramen Spott in Torrance. My friend
continued, “I heard that their owner/
chef is not Japanese, but the taste is
authentic.” I got interested even more.

I checked  their  website.
Surprisingly, there are 18 different
kinds of ramen dishes. The fabulous
lineup that contains tonkotsu, yuzu-
shio, veggie, and nira-moyashi makes
you hungry. I got an appointment to
interview the owner/chef, Duke Sanji
on a later day. He said, “There were
only 10 (kinds of ramen dishes) when 1
opened the restaurant 2 years ago. The
current number has been reached after

III

LAFS5Y5=EE

SEDELIEEL,

=ZAD5DITE EIFHEFELOLTLET,

ZFDMEIERE L. EEIE. RENFETE. 305ED

BRTHFLEOVELET, T FIEER AT
BEmESELE T,

(818) 776-0030

fudosan4u@yahoo.co.jp /T TOAV/VYAET

GENERAL
REALTY GROUP, INC.
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Shoyu Ramen at lunch time is $7.50 as a set with salad and fried rice.

Tuna Carpaccio

receiving requests from the customers.
New items were developed and added
to the menu one by one.” Mr. Sanji
is from Sri Lanka. After graduating
from college, he got a diploma from a
cooking school. He then worked at the
Hilton Hotel in Colombo, Sri Lanka as
a sushi chef. Then, he gained authentic
Japanese cuisine experience for 3 years,
and then worked at various hotels as a
chef in Kuwait, Dubai, etc.

After working as a head chef at a
Japanese restaurant in Los Angeles, he
opened Sushi Duke in 2006 in Hermosa
Beach, and then in Redondo Beach. He
made his restaurants grow to be popular
places filled with many regular custom-
ers with his skills in cooking that reflect
his long experience. However, the
Redondo Beach restaurant was forced
to close due to a fire in the neighbor-
hood. After that, he opened a ramen
specialty restaurant called Ramen Spott
in Torrance near the beach. He then
decided to run only this one restau-
rant, Ramen Spott, and added a sushi
menu. When you think of it, it seems
like there are some, but there are actu-
ally not really any Japanese restaurants
where you can enjoy both ramen and
sushi at the same place.

As introduced earlier in this arti-
cle, there are 18 different ramen dishes
on the menu. Sanji says, “Yuzu Shio
and Nira Moyashi are particularly pop-
ular among Japanese customers, and
Tonkotsu Black Garlic is also popu-
lar. I also want to recommend Seafood
Shio, Spicy Miso, and Coconut ramen.”
So many recommendations make it

difficult to choose, but their lunch time
special can be a happy solution. A set
that includes a ramen of your choice
with salad and fried rice is $7.50. You
may be able to find your favorite ramen
by trying a different ramen in the set
each time you visit for lunch. There is
an even better deal, which is $5 ramen
as a lunch time special. However, for
this deal, you can choose only one kind
of ramen set as the weekly special.

On a later day, I visited again
during lunch time. I ordered a lunch
time special that consisted of basic
shoyu ramen. It was a set menu that
came with very satisfying fried rice
and salad with original dressing. The
ramen noodles matched perfectly with
the soup. The tasty cooked egg topping
gave a good impression.

Ramen is not everything here. You
should really try their sushi. As men-
tioned earlier, Sanji started as a sushi
chef. He created the sushi menu with
his own eyes and tastes. He serves a
wide variety of sushi dishes with fresh
ingredients. The signature rolls with
names like Sanji Beach, Sanji Special,
etc. are also receiving good reviews.

I asked Sanji what his motto is.
He said, “I want to serve the kind of
Japanese food that is not easy to get
here in the US. I also want to cook
things that I want to eat myself.” I must
say that with such a case in which you
can enjoy delicious Japanese cuisine
by a non-Japanese chef, you can really
say that Japanese cuisine has truly
become global.
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Duke Sanji, owner/chef
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SAKEIWARMER

®Adjustable warm to super-hot (hokkaido mode).
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YAKITORI GRILLERS

_Juicy & tender natural charcoal like
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Infrared ray heater developed from intensely researching charcoals does not
dry out foods, but cooks the food to a flavorful, tender, thorough finish.
(Crispy finish to the outside, juicy in side, golden brown color on the outside)

ON [C9%& 90°'CLLEICEREDSFIRE !
®Auto fill system.

: IAPMOER/S 5 A—bANYTHHZRAL. BRICKBOEZRE!
Commercial Certified @3 types to fit your needs.
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m Taiko Enterprises Corp. %#0<a—)b—LIcBVHEVTFEL! Please come stop by at our LA show room!

AIREIC!
Taiko Los Angeles
1467 W. 178th St.
Gardena, CA 90248
(Ph) 310-715-1888
(Fax)310-324-1115

SHOWROOM

1467 W. 178th St. Gardena, CA 90248 (310) 715-1888

9:30am - 16:30pm
(12:00-13:00 closed for Lunch)
Closed on Sat & Sun

http://www.taikous.com/index.html

Taiko Hawaii
1953 S. Beretania St., 5¢c-room4
Honolulu, HI 96826

Taiko Texas
6817 Ave.K Ste #101
Plano, TX 75074

Taiko New York

110 W. 40th St., Ste #1604
New York, NY 10018

(Ph) 212-757-5920

(Fax) 212-757-5921

Showroom
Hours
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San Francisco

10.
11.

12.

32

Aedan Fermented Foods
http://aedansf.com/

Average Price 25 Hifff
Lunch:$15 (Bento box)
Monthly Sales BfE5E ¥
N/A

Food Cost 7—RIOXN (%)
approximately 30% :
Alcoholic Beverage Sales (%) ‘ _.’i_%
75 et T 27— LR —

Alcoholic Beverage Sales by Type 4 GITMIMgas

7L A—)VF5 R (R g B

N/A

Target Customer Z/E

Local, tourists,
chefs (Restaurants)

Featured Menu X =1 —D45#

Hand crafted Koji and Miso

Food Supplier £t A115%

Koda Farm

Number of Staff fiEZEE%K

6-8 staffs

Number of Seats EEfE#1

N/A

Opening Date FHIEER

May, 2012

Varieties of Sake in Store

EORWBARBEDOEER. T

N/A e edan” tent shop in the
A Saturday Farmer’s Market

held in the very popular

Ferry Building in San Francisco, which

sells fermented foods such as miso and

koji that are not sold at any other shops,

is attracting attention. “Miso” and

“Koji”, which are the typical products

in San Francisco’s unprecedented fer-

mented food boom, have been adapted

in menus by America’s top chefs.

Lately, you even see the word “Koji”

in some restaurant menus. Like setting

fire on such a boom, Aedan Fermented

Foods, a manufacturer of all hand-made

miso and koji-- indispensable ingredi-

ents from ancient Japan-- is creating

a movement.

The founder, Mariko Gledy,
launched this business initially to
donate the profit from the sales of
hand-made miso to her friends to 2011
Great East Japan Earthquake victims,
thinking what she could do to help
from the US. “Before that time, I was
making miso for my own family. I got
an idea of selling it to my friends so 1
can donate the money from the sales,”
says Mariko. She started to make miso
at home to inherit a Japanese tradition

January 2018 - www.alljapannews.com

Aedan Fermented Foods

Fermented foods attract attention due to
health-consciousness boom

fEREE R 7 — 5 TH H 2 0 5 JE I £

to her children. “I
felt the great power
of miso once again
when [ learned that
you can basically
survive for a few
days with only miso
and water.” As she
was studying further on miso and koji
for the future business opportunity, she
felt a strong hope for conveying this
wisdom of Japan to as many people as
possible, especially to American chil-
dren who are responsible for the next
generation. This hope of her is reflected
on the company name, Aedan (wisdom
transmission), and has also become the
The founder, Mariko Gledy, launched
this business initially to donate the
profit from the sales of hand-made
miso to her friends for the 2011 Great
East Japan Earthquake victims, think-
ing of what she could do to help
from the US. “Before that time, I was
making miso for my own family. I got
the idea of selling it to my friends so I
can donate the money from the sales,”
says Mariko. She started to make miso
at home to pass on a Japanese tradition
to her children. “T felt the great power
of miso once again when I learned that
you can basically survive for a few
days with only miso and water.” As she
was studying further about miso and
koji for the future business opportunity,
she felt a strong hope for conveying
this wisdom of Japan to as many people
as possible, especially to American
children who are responsible for the

next generation. This hope of hers is
reflected on the company name, Aedan
(wisdom transmission), and has also
become the company mission as well.

In the following year, 2012, the
company started a full-fledged sales
activity by joining an incubation
kitchen, “La Cocina”, which supports
female and minorities to start busi-
nesses. From then on, the variety of
merchandise production and the busi-
ness structure continued to expand
by receiving business advice and sup-
port from La Concina. The company
steadily gained more recognition
through catering of cuisines using
house-made fermented condiments, and
workshops, lectures, etc.

In 2016, she founded an LLC, and
in the same year, the company acquired
a regular presence in the Saturday
Ferry Building Farmer’s Market,

which every small business owner in
the food industry dreams of. In the tent
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of the Farmer’s Market, miso soup,
amazake ($3 each), and Hakkoh Bento
(Fermented lunch box, $15) using
miso and koji, etc. are sold in order to
let people who do not yet know about
miso learn about its attractive ben-
efits. Aedan manufactures and sells
4 kinds of miso, shiokoji, amazake-
based marinade called Sagohachi, and
amazake, all made with organic soy
beans and/or rice ($10 each). They also
sell chickpea miso made uniquely with
chickpeas instead of soy beans. Their
locally-made miso goes through no
fermentation-stopping process such as
heating, and thus the koji enzyme stays
alive, and helps create a deeper taste as
it ages. The amazake completed by the
Vitamix machine is so smooth, creamy
and rich, and gaining popularity for

its uniquely profound taste. Not only
do they sell, but they also carry out
to let people know the delicious ways
to eat miso and koji. The Shiokoji kit
($20) that contains mixed raw koji
and salt, is popular among travelers
because it is easy to carry around under
natural temperatures.

Japanese cuisine has well settled
into the local scenes lately, and more
and more Americans even know what
koji or shiokoji are, not to mention
what miso is. Helped by such a back-
ground, wholesale orders are increasing
from long-established San Franciscan
grocers such as Rainbow Grocery and
Bi-Rite Market, and also from restau-
rants. The catering menu that includes
omelet cooked with amazake, tofu

dengaku marinated in shiokoji, koji
pickles, etc. is well received, and
orders have also increased year after
year for its simple yet deep tasting
selection of items. Their Washoku
Lunch menu which is gentle to your
body, is also becoming an important
part even for many Americans.

Mariko continues, ‘“My goal
is to have everybody make miso
at home. Different miso for each
family!” In order to achieve this
goal of miso making and eating at
every household, she is diligently
putting efforts in miso making work-
shops and classes called “Terakoya
Aedan”. She is expanding such
activities to teach American citizens
Japanese traditional food cultures by

also having lectures at some museums
and health-conscious specialty stores.

The number of fans of Aedan
Fermented Foods has grown in the past
6 years due to its diligent efforts in con-
veying the good benefits of miso and
koji. Now Mariko is planning to take
a new step. At this point, there is no
store fixture, but she is hoping to open
a “Miso Café”, which would be a store
with a café space. There, she wants not
only to sell miso and koji and serve
miso soup and dishes, but also to have a
space for miso-making workshops and
cooking classes. Such days when you
can enjoy body-friendly foods at a San
Francisco’s very first fermented foods
specialty café may come soon.

Responsibly raised yellowtail from the clear waters of Kyushu Islands, Japan:

o Buttery Texture
o Clean Taste

{

L (213) 223-9000

& www.luxe-seafood.com
A T32 8. Alameda 5t., Los Angeles, CA 90021

LUXE

SEAFOOD

o Raised in Pristine, Fast Current & Deep Waters
o Low Stress Environment

Signature

e Hamachi
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Sushi Ogawa

2100 Connecticut Ave. NW #100

Washington, DC 20008
(202) 813-9715

Website: http://sushiogawa.com

Lunch Mon.-Fri. 12:00pm-2:30pm
Dinner Mon.-Sat. 5:00pm-10:30pm

10.

11.

12.

34

Closed on Sunday

Average Price 2 Hifff

Cost is about $300 at the
counter, and $200 at the tables
Monthly Sales AfE5E L9
Three rotations on weekends

Food Cost 7—RZOXR (%)
Approximately 40%

Alcoholic Beverage Sales (%)
Fo bICx9%7)La—)LHER
Approximately 20-25%

Alcoholic Beverage Sales by Type
ZILa—)L5E ks (BRI )
N/A

Target Customer B
Customer ratio:

90% are Americans, and
50% are repeaters

Featured Menu X=1—D45#E
Omakase Sushi only

Food Supplier £t A115%
Seafood ingredients are
imported from Japan through
3 distributors. Other Japanese
products such as rice and
seaweed are procured through
Mutual Trading,

JFC International, etc.

Number of Staff REZEE %K
Staff: 5 Japanese chefs (2 in the
kitchen, and 3 at the sushi bar),
1 Manager, 3-4 servers,

and 2 dish washers

Number of Seats FEFEEL

8 seats at the counter,

28 table seats, and 6 seats in
the private room

Opening Date FAEEH
February, 2016

Varieties of Sake in Store
EDOFRWBARTEOERE. 5o
Alcoholic drinks: 7 Daiginjo
brands, 14 Ginjo brands, 14
specialty sake brands including
Nigori, Nama, and Plum Wine,
and 4 Shochu brands

“Kikusui Junmai Daiginjo"

sells well.

Text&Photo : Aya Ota (www.bioartsnyc.com)

Building a new era of sushi culture in the capital,

Washington DC

EHHEE7 2 v b v DC RO PRS2 55 &

ashington DC is the

nation’s capital, and

the center of interna-

tional politics. In such a
city where top-ranked people from all
over the world gather, there is a restau-
rant which offers traditional Edomae
style sushi, and wows gourmet custom-
ers. It is “Sushi Ogawa”, which is
highly appraised by numerous media
outlets since its opening in February
0f 2016, as a place where you can have
top-class sushi of not only DC, but of
the whole US.

Minoru Ogawa, the owner/chef,
was born and raised in a sushi artisan
family where his father and older
brother were both sushi chefs. He is a
veteran of a 40-year career as a sushi
chef. He went to Washington DC in
1986 to open a branch of a promi-
nent high-end Japanese restaurant in
Hirakawa-cho (Chiyoda-ku, Tokyo).
The time was in the middle of bubble
economy era, and he was demon-
strating his great skills daily in front
of Japanese politicians and govern-
ment officials who were visiting DC.
After that, he went back to Japan,
and went back to the US in 2006 as a
master sushi chef of Mandarin Oriental
Group. While managing their sushi
division of the entire US, he entertained
their customers with his creative and
gorgeous presentations of sushi.

After that, after returning home for
the second time, independence in 2013.
“Sushi Capitol” opened in Capitol Hill
district of Washington DC.

In Sushi Capitol, in addition to an
Omakase-style sushi menu, many a-la-
carte items such as sushi rolls, karaage,
and tempura are also served.

There is no mistake in regard-
ing Mr. Ogawa as one of the
history-making pioneers in the past
transition of Japanese cuisine popular-
ization in the US. I cannot help but
noticing the arrival of a new era of
Japanese cuisine in the US, seeing the
opening of this long-awaited authen-
tic Edomae style sushi restaurant in
DC by such a pioneer, Ogawa, named
under his own. He explains the reason
for the decision to open this restaurant

January 2018 - www.alljapannews.com

Appetizer, three starter selections

this time as follows: “I was convinced
that American customers had grown to
appreciate authenticity more.”

In this restaurant, only Omakase-
style dishes are served. Chef Ogawa
wants customers to enjoy just sushi to
the fullest. The typical course consists
of 3 appetizers, sashimi, 10 pieces
of Nigiri, soup and a dessert. No
other typical Japanese dishes such as
California rolls, Karaage, Udon, etc.
are served. The seafood ingredients
are Japan-caught, and air-transported
daily. He is very particular about the
quality and freshness of the ingredi-
ents, and uses 3 different distributors.
Each ingredient is prepared in the most
appropriate way. He makes sushi rice
with the utmost care, generously using
high-quality rice, vinegar, and salt. He

also serves sushi with freshly-ground
wasabi and house-made  Nikiri-
shoyuwith perfect timing.

Chef Ogawa’s thoughts are repre-
sented also in the restaurant location
and interior designs. It is built in a quiet
residential area where many foreign
ambassadors reside, but is not consid-
ered to be very convenient. People
gather purely just to taste good sushi.
The approach to the entrance from the
street, the corridor that stretches straight
from the entrance door, the counter
seats that are divided from other spaces,
etc. are hidden from outside, and appear
somewhat mysterious. The sushi eating
experience at “Sushi Ogawa” feels like
a series of sacred rituals.

Ungreedy Ogawa says, “I just
keep making tasty sushi seriously and
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Interior

diligently” It is surprising that they
can offer this authentic quality sushi
omakase starting as low as less than
$100. It is easy to understand that
50% of their customers are repeaters.
They collect customers only by word
of mouth, but no advertisement. When
“Sushi Capitol” opened in 2013, it took
half a year to get on the right direction.
However, “Sushi Ogawa” took only
3 weeks to start filling the restaurant
with reservations.

Due to Sushi Ogawa’s success, the
coming of a few more authentic Edomae
sushi restaurants in Washington DC are
in progress. Their second restaurant is
also in progress by request. I would like
you to please visit “Sushi Ogawa” that
will likely keep making histories in the
Capital, Washington DC.
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Owner/chef: Minoru Ogawa
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Healthcare — What to Expect
NIVAT T =51 D A H

* Health care at the National level
— ACA will continue as before as
Congress is unable to agree on a per-
manent solution.

* Momentum will shift to the states
which will divide along party lines.

» Democrat dominated states will con-
tinue to push for Medicaid expansion
unlikely to get White House or con-
gressional support.

* Republican dominated states will
focus on establishing high risk pools.

* Trump administration, through
Executive Orders, will continue to
modify the ACA administrative rules

* Allow states to determine Essential
Minimum Benefits.

* Reduce funding for Navigators.
(community organizing groups to
communicate the ACA to people)

* Relax the 80% Benefit Payment
Rule. (ACA required that 80% of the
premium cost had to go toward pro-
viding benefits — if didn’t money had
to be refunded)

* Allow for the establishment of
Association or MEWA plans giving
small & mid-sized businesses
the ability to form self-insured
cooperatives.

* Allow for use of Health
Reimbursement Account (HRA) to
use the funds to pay premiums — was
disallowed by ACA.

» Expand access to Short-Term Health
Plans.

*Please be sure to check the latest
situation.
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TRADITIONAL QUALITY NOODLES & SKINS
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SAMPLE OFFER!

For Restaurant Chefs
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- F._H-\
www.NankaSeimen.com Available in BULK

BASETHERE.

DR (TE5ND, EXTER!

BT ol SIS =E
Food Handler Certificates Class & Exanl
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HERVSRALEVNE T, BREITEBOEDETEL, 1467 W, 178th St. # 201, Gardena, CA 90248
Restaurant Academy (213) 680-0011 restaurantacademy@gmail.com
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Los Angeles: (310) 792-7003
San Francisco: (408) 501-8894
Chicago: (847) 278-1693

New York: (212) 878-6683
www.hrm-partners.com

HRM PARTNERS, INC.
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Premium short grain rice
“Yumehitachi” from Ibaraki, Japan.
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This is a delicious variety of

rice developed and cultivated

in Ibaraki. Growers shaping the

future of Ibaraki produced this Q
rice especially for export to the
U.S. This rice has been grown
and harvested in rich
environment of Ibaraki nature.

It is exported to California as
brown rice to preserve taste,
then milled and packed as
white rice at best rice mill in
the U.S., Far West Rice, Inc.,
located in Northern California.
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Proudly provided by Maruhana USA.
MARUHANA USAL BEZ>THEITLTWVET,

FHIZHABLZL DA, LT, Hy Tl
& Maruhana UsA [EEET T a0

Main office: 4455 Sheila St. Commerce, CA 90023
TEL: (323) 582-5555 FAX: (323) 582-3060
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A Global
Challenge

Chapter 3: A wall posed by American culture 7 %) AXX{bDEE

There was a time when our recep-
tionist suddenly missed work without
prior notice. The next day, the doctor
faxed over a medical diagnosis indicat-
ing “the patient is stressed from hard
work and require long-term rest.” If this
was Tora-san, he would’ve no doubt

said, “That’s breaking the rules.” Her
only job was to answer dozens of calls
and open envelopes, how could this job
leave her so “stressed” from hard work?
I struggled to understand. If this was an
acceptable reason, Mr. Tofu would’ve
died many times over by now.

On my way home, the light turned
red so I stopped. I took a deep breath
and let out a sigh. As I waited for the
green light, I reflected on the incident
and as I was on my cell when a vehi-
cle behind me suddenly struck me. I
wanted to scream, “You dumb ass!
Can’t you see I'm stopped at a red
light!?” As I stepped out of my vehicle,
the other driver suddenly said, “Why

did you suddenly stop at the intersec-
tion?” before I could even say anything,
as if I was the one who caused of
the accident.

I think something is wrong with
American society. This is a country
where anyone brushing against your
back or hand is quick to apologize,
“Excuse me” or “I’m sorry.” However,
their attitude suddenly shifts once an
auto accident is involved. Even if a
driver is at fault for not paying atten-
tion ahead while driving, the driver
will still claim the victim was the one
at fault for being stopped at a red light,
so there’s no end to this insanity. I
can’t help but wonder if justice exists
in America. [ can’t imagine the extent
to which people’s inability to admit
“I’m sorry” when they’re wrong further
contributes to insubstantial and cold
human relationships.

However, even in California, USA,
there is a hint that the belated spirit of
Tora-san is finally starting to take root.
A conventional law was revised in 1999
to say “an apology, whether verbal or
written, cannot be used as proof of legal
responsibility.” Hopefully Tora-san -
an honorary citizen of Los Angeles,
now in heaven - is breathing a sigh of
relief that “California may finally start
taking steps to become a place filled
with humanity,” similar to Shibamata,
Katsushika Ward, where he grew up.

SUSHI CHEF, HELP WANTED
HIRING PEOPLE, RENT A ROOM |

No1 Classified AD

as Japanese paper

Please visit www.nikkansan.com

Minimum (3lines, 2weeks) is $40. 1&:
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NIKKANISAN! rhe sspanese vaiy sun
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Thl.‘. J apanese Daily Sun TEL:310-516-0343)

FAX:310-516-0496

Yasuo Kumoda
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Born in Karafuto in 1941. Raised in Hokkaido. Graduated Aoyama Gakuin University
in 1965 and joined Morinaga Milk Industry Co Ltd. Went to IPC in Denmark as a
university in 1971. Resumed his career in 1973 and joined the new product devel-
opment division where he developed Bifidus milk. Joined the international division
afterwards and participated in the project to preserve tofu long-term. Assigned to
the U.S. to start a local company in 1985. Founded the Morinaga Nutritional Foods,
Inc. in May 1985, and assumed the post of President. In 2005, left the post of Presi-
dent and assumed an advisory role.
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COLOR
AROMA
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Sales Office (TX

More Chefs prefer YAMASA. Soy Sauce.

It's the Natural Choice.

Distinguished by its pure and
brilliant red color

An enticing, crisp, zesty aroma

Enhances cuisine with its
fresh an subtle flavor
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HQ & Plant (OR): 3500 Fairview Industrial Drive SE, Salem, OR 97302
T: 503.363.8550 F:503.363.8710
Sales Office (LA): 3858 Carson Street, Suite 201, Torrance, CA 9503
T: 310.944.3883 F:310.944.3935
Sales Office (NY): 2460 Lemonie Ave., Suite 504, Fort Lee, NJ 07024
T: 201.363.9800 F:201.363.9898
): 5851 Legacy Circle, Suite 600, Plano, TX 75024
T: 469.626.5377

T3~ VAMASA CORPORATION USA.

www.yamasausa.com
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Excellent Japanese Chef’s Knives

| os'AngeIes, CA 90013
C. www.lamtc.com
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/, - YUZU MISO

POKE SAUCE |
b * Yamaiirushi®

Yuzu Miso Sauce 3/4 cup |
O Yomoiirushi® Yuzu-1t®1/4 Cup |

v AR 5 O 1)
Refreshing Flavor and
= Umami from
o vuzy

For Sushi Rolls, Poke, Fish and Meat Dishes

chicken with
vyuzu miso glazed

32 fl.oz.

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

customerservice@coldmountainmiso.com
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RO-32 200g / 70z FROZEN 0 RC-808 800g / 28.20z CHILLED
HON-WASABI & HORSERADISH BLENDED LARGE BAG, EASY TO USE
Imported by Kinjirushi Wasabi Int'l TEL (310)782-8700
.
/=== Distributed by
¥~ Mutual Trading Co., Inc. www.lamtc.com
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KIKKOMAN'

Tamari.

Umami.

—

|
MG]HtCH'FI'CC GLUTEN - FRE

MPreservative-F ree

NON Certified
GMO
Project

VERIFIED
nongmoproject.org  Gluten-Free

Traditionally Brewed in U.S.A.

KikkomanUSA.com

©2017 KIKKOMAN SALES USA, INC.
KIKKOMAN is a registered trademark of KIKKOMAN CORPORATION




