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Brooklyn Kura
Yuzu Fizz
Junmai Daiginjo Can

Hana Sparkling
Fuji Apple Can
250ml ABV:5.5%

#12591
250ml ABV:6% I G H 3 ' Ay
. L I | H i
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. . Refreshing Choices for Today’s Beverage Menus

~ Izumi Sakepolitan

] Sake Cooler

750ml ABV:6.80%
#12594

Takara Chu-Hi
White Peach Can
355ml ABV:4.5%

#50839

Suntory Maru-Hi
Suntory Maru-Hi Variety Pack Can Kiwi Sparkling
12 pack 355ml ABV:5% 355ml ABV:5%

. - ’ #47196
M T E S A KE W-‘E MUTUAL TRADING

Legendary  Finesse = Award Winning
mtcsake.com SAKE SHOCHU WINE CRAFTBEER SPIRITS

#2241

product availability may vary by regions

Please drink responsibly. ©2026 by Mutual Trading Co., Inc.
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Non-Alcohol Beer— SummersBestiChoice
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yABViforan eranywhere

. I
SAPPORO PREMIUM N . SUNTORY ALL FREE 350ML
NON-ALCOHOLIC 355ML #76501
#39588

MT[T SAKE  PAGEANTOF DISTINCTION @& muruaLtrapinG

Legendary  Finesse = Award Winning -
product availability may vary by regions

Enjoy responsibly ~ @2026 Mutual Trading Co., Inc.

mtcsake,com SAKE SHOCHU WINE CRAFTBEER SPIRITS

Refreshing Flavor and

Umami from
For Sushi Rolls, Fish, and Meat Dishes

REAL
GLUTEN NO YUZU

chicken with
yuzu miso glaze

Made by

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

{285 MUTUAL TRADING

A 5 fl.oz. 32 fl.oz.
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texture, sweet taste, and rich flavor.
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Mission of Japanese
Restaurant News

This magazine spotlights the Japanese
restaurant  industry to introduce
the latest trends and successful
restaurants along with their operations
to provide hints on how to survive
the competitive restaurant industry.
Further, this magazine introduces the
latest restaurants garnering attention
and popular products, along with the
prosperity of Japanese restaurants.
Lastly, this magazine also introduces the
latest information on food sanitation
and management to contribute to the
development of the Japanese restaurant
industry as a whole.
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nown to many as Andy
Matsuda, Fumio Matsuda
passed away peacefully in

Los Angeles on June 17, 2026, at the
age of 69, after a courageous battle with
cancer. At 36, he faced a life-threat-
ening illness that changed the course
of his life and deepened his sense of
gratitude. Inspired by this experience,
he devoted himself to mentoring future
generations and promoting Japanese
culinary culture worldwide. He leaves
behind an enduring legacy that will
continue to inspire chefs, students, and
admirers for years to come.

Born on July 26, 1956, in Nishi-
waki, Hyogo Prefecture, Japan, Fumio
Matsuda developed a passion for
Japanese cuisine at an early age while
helping at his family's traditional
restaurant. After rigorous training in
Osaka, he moved to Los Angeles in
1981 at the age of 25, armed with little
more than his chef's knife and a dream.
In the United States, he built a distin-
guished career at Japanese restaurants,
luxury hotels, and cruise ships, contin-
ually refining his skills and deepening
his mastery of Japanese cuisine.

In 2002, Andy founded the Sushi
Chef Institute in Los Angeles' Little
Tokyo. The school later relocated to
Torrance in 2011, where it welcomed
aspiring chefs from around the world.
Through an intensive two-month,
hands-on training program, he prepared
students for careers as sushi chefs, and
more than 2,000 graduates from 35
countries have since completed the
program. Andy believed that mastering
technique alone was not enough. He
was equally committed to passing on
the spirit of Japanese cuisine—one
rooted in gratitude for nature, family,
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In Memory of Andy Matsuda: A Lasting Legacy in
Advancing the Techniques and Spirit of Japanese Cuisine
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and the local community. To his many
students, he was not only an excep-
tional chef but also a devoted teacher
and mentor, earning their deepest
respect and admiration.

Recognizing early on the impor-
tance of communicating Japanese
cuisine in English, Andy studied the
language at a local community college
and became a passionate ambas-
sador for Japanese cuisine around the
world. Beyond teaching, he mentored
graduates in restaurant management
and served as a consultant to restau-
rants and the hospitality industry. In
2016, he was appointed a consultant
for Holland America Line's Japanese
culinary program, and in 2018 joined
its Culinary Council, overseeing
Japanese cuisine aboard all 16 ships.
Through these efforts, he helped bring
authentic Japanese cuisine to people
around the world.

In recognition of his lifelong

contributions, Andy received the Minis-
ter's Award for the Overseas Promotion
of Japanese Food from Japan's Ministry
of Agriculture, Forestry and Fisheries
in 2025. At the award ceremony, he
humbly remarked, "Ours is a small
school, and I hope you will continue to
support us." Those words reflected his
enduring passion for Japanese cuisine
and his hopes for its future.
The seeds of Japanese cuisine that
Andy planted around the world will
continue to grow through the many
students he inspired. His warmth,
unwavering convictions, and deep love
for Japanese cuisine will live on in the
hearts of people around the world.

We honor Andy's remarkable life
and achievements, remember him with
deep affection and gratitude, and extend

our heartfelt condolences to his family,
friends, and all whose lives he touched.

David Kudo
All Japan News Inc.
Japanese Restaurant News
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Bon Yagi Katsuya Uechi Rick Smith &
Honorary Sake Sommelier Honorary Sake Sommelier & Saka-Sho Hiroko Furukawa
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Beau Timken

Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier
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Kats Miyazato
Honorary Sake Sommelier

" Owner “SAKAYANYC

Owner of M&M Enterprise

MASTER

_ SAKE
SOMMELIER

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

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

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

David Kudo

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

he logo is an important symbol

that represents the product of a
company. When reviewing products
popular worldwide, each company
studies how to best advertise their logos
to have their consumers remember
their logo, an important strategy.
Regardless of the product, consumers
are concerned with visual appeal for
text and descriptions usually escape
the memory.

Audi have four circles, Honda is

the letter “H,” and apple is for Apple
computers, logos are easy to memorize.
This is also true for food products.

How does this apply to Japanese
sake? Review of local ads for Japanese
sake, it is difficult to see where the
logo is, and often many of the brands
don’t have one. It’s difficult to tell if the
sake manufacturer’s name is the brand,
or the product name is, or if another
product name is the brand.

Even if a consumer likes a

particular brand of sake, this makes
it difficult for the consumers to make
the connection between the brand of
sake and the manufacturer, or other
products offered by that manufacturer.
Although the colors and size of bottles
may change according to the brand, the
brand logo should be made most notice-
able for the labeling. Why not consider
a logo that appeal to consumers?.m
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Sake Sommelier and Others

Chizuko Alice Hama Liloa Papa

Kosuke Kuji Teruyuki 0e Mizuno

B2 = & K byu h Joe Mizun R Niikawa-Helto Certified Wine & Sake Certified Sake Professional
Nanbu Bijin Inc. §  lobayashi Head of the “Regional b ake Sommelier Sommelier Level Ll
Fifth Generation 1 Taruhei Brewmg Coltd. Sake Tasting Club” = ke Samurai DOt el e

Brewery Owner Young’s Market Company
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Timothy Sulli Masato Kato Akira Yuhara Eduardo Yoshihiro
Imothy Su’livan Sake Sommelier Sake Sommelier Dingler Sako
 Sake Sommelier Sake Ambassador |  Sake Sommelier

Mlyako Hybrid Hotel
Yuzuki

 Sake Samurai ik | i
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—
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Takao Matsukawa il \ hel
International Philip Harper . Rachel Koji Wong . . Stuart Morris
‘ Sake Sommelier : Tamagawa Hand Made Macdis@g owner /IJ;;;;?“Wells Sake Sommelier
Latin Region Specialist - = - Japanese Sake Sake and Wine Japon Bistro s Hana Japanese Restaurant
Mutual Trading "' Master Sake Brewer Sommelier
Keita Akaboshi Mei HO . Miyuki Kaz Tokuhalja Sa}((e‘;:; tnﬁglteor = Toshiyuki Koizumi
Sake Sommelier Sake Sommelier Yoshida . Sake Sommelier | - F - Sake Sommelier
i ke i Manager Savannal 1 . AN
Kuramoto U nc. True Sake A Sake Sommelier Wismettac Asian Fogds Distributing Co. Inc. Owner “WASAN
S
-l P ©
Mai Segawa Don Lee Eiii Mori Michael Russell
or]
Advanced Sake Sake Sommelier = = Gary Imada 5 1/31 5 ! Ji Certified Sake Sommel/er
sommelier  ~~THEE | LB Sake Advisor ake Sommelier

Pacific International
Liquor Inc

Yama Sushi
Owner Chef

f Katana Restaurant

-®

Michael Iohn
‘Simkin

r MJS Sake Selectlon
Owner

Shigeto Terasaka Isao Kiyota Eda Vuong Shino Okita Jonathan Cortez
Sake Sommelier International - Fi International Certified Sake Sommelier International

T president ~ Kikisake-Shi Sake Sommelier | = ~ Shochu Advisor Sake Sommelier
Japan Hollywood Network Academia de Sake Mexico Mutual Trading Hanbai Solutions LLC. Latin Region Specialist

Founder Mutual Trading

Sara Guterbock
International
VSake Sommeller

New York Mutual Tradlng

Masae Kusada
International
Sake Sommeller

Rachel Fiekowsky
International
Sake Sommeller

New York Mutual Tradmg

New York Mutual Tradlng

Lora Blackwell [ Info

International
Sake Sommelier
Genji Sake

Sake Shochu Spirits Institute of America
(213) 680-0011, AllJapanNews@gmail.com
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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 lwate Prefecture Young
Distinguished Technician Award. In
2006 was selected to be a member
of the board of trustees of his local
alma mater, Fukuoka High School.
Currently is featured in a number of
media outlets including magazines,
radio, and television.

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

Anime, Voice Actors, and Japanese Sake Part 3
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okyo’s Akihabara and Ikebu-

kuro are widely known as anime

“holy sites,” and at the center of
Ikebukuro stands Animate Ikebukuro
Main Store, one of Japan’s most famous
anime retailers. As the flagship store, it
has become a true destination for fans
from around the world, drawing visitors
who come to experience anime culture
at its source.

In front of Animate Ikebukuro
Main Store, a park nearby has hosted
the Toshima Gijo Festival for two
consecutive years. Backed by the Japan
Ginjo Sake Association—a long-estab-
lished organization in Japan’s sake
industry—the event is a pioneering
collaboration that brings together voice
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actors and Japanese sake culture.

Over 40 long-established sake
breweries from across Japan take part,
bringing their own sake for the event.
Visitors can enjoy tastings alongside
voice actors, hear their live impressions
and comments on the sake, and even
attend stage sessions where the voice
actors share personal stories related to
Japanese sake and their own experi-
ences with it.

The event drew an impressive
lineup of guests, including Moeka
Koizumi, Yui Makonio, Ai Kayano,
Shugo Nakamura, Haruka Kudo,
Kiyono Yasuno, and even Kenchi
Tachibana of EXILE. With such a star-
studded guest list, the plaza in front of
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Japanese Restaurant News -

Animate Ikebukuro Main Store was
packed with visitors, creating a lively
and crowded atmosphere throughout
the event. All of the participating voice
actors and guests are openly known as
sake lovers, and many of their fans have
also come to share that same apprecia-
tion for Japanese sake.

For fans, the experience of toasting
together with their favorite voice actors
over the very same drink, along with
hearing candid personal stories that
rarely come up elsewhere, made this
an unmissable event.

The festival is also expected to
return next year, although the venue
has yet to be decided. If you have the
chance, it is certainly worth attending.m
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weet Japanese sake is the sweet

S flavor you taste, while dry sake
has the opposite meaning.

The sweet flavor in Japanese

sake is derived from the glucose and
glycerin containing in the extract (the
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Yoshihide Murakami

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

What is the difference between
sweet vs. dry sake?

HOCFEODIEL

sweet flavor in Japanese sake), while
the dry flavor is derived from alcohol.
Therefore, the components of sake at
first glance appear to be that the more
sugar there is, the sweeter, and the less
sugar, the more dryer, however, that is
not necessarily the case. Even if the
sugar content is the same, the higher
the alcohol content, the dryer the sake
will seem in flavor.

The Sake Meter Value, or SMV,
shows the balance between the sugar
vs. alcohol content in numerical values.
The higher the sugar content high in
specific gravity, the larger the negative
numerical value (sweetness), while
alcohol lighter in specific gravity gen-
erates a larger positive numerical value
(dryness). The Japanese sake SMV is
widely used to measure the sweetness
vs. dryness of Japanese sake, however,
this distinction is originally determined
by human taste buds, and does not nec-
essarily reflect the numerical values
in reference to specific gravity. The
sweetness vs. dryness tasted by human
taste buds is also determined by the
degree of acidity, along with sugar and
alcohol content.

While Japanese sake is given its
acidity and umami flavors using lactic,
succinic, and matic acids, the quantity
of these acids being large or small will
also determine the degree of sweet-
ness vs. dryness. For example, even
if the alcohol and sugar content is
equal in a sake, the higher the acidity,
the dryer the flavor will seem, while
less acidity will seem sweeter in taste.
This is because the sensitivity of the
human taste buds is suppressed by
acidity. Thus, even if the sweet flavor

does not differ in content, the flavor
seems sweeter than apples and man-
darin oranges with less acidity. Also,
the cooler the tongue, the more diffi-
cult to detect sweet flavors, while the
warmer tongue will more readily detect
sweet flavors. This is why warmed sake
is often considered sweet in flavor.

In this manner, since the sweet and
dry elements of Japanese sake are intri-
cately intertwined, the Japanese sake
SMYV alone cannot necessarily deter-
mine these flavors, and it’s indication
is subjective, thus determined to be
different according to each person.
Also, the determination of sweet vs.
dry flavors will change over time.
For example, sake in the Meiji Era
(1868~1912) was generally extra dry
with high acidity, while the Taisho Era
(1912~1926) witnessed the dryness
drop to half, and transition to a sweet
flavor in the Showa Era (1926~1989).
The sweet trend continued to decline
after World War II, becoming slightly
dry after 60 years into the Showa
Era (1985).m

¢ & 0

v D HAE & IZERA RS H |
Ej KU 2T, FrolE L ixZz D
BRNOHARETH 5,
HAHEOHAIZTEE LT 2% 25 (H
Az E NS ANEEDO AT s
EFENLINa—R (X 7Y
Y VICHK L, FERIE TV a—ILGTI
Hekd 2, LadioT, Moy Es
IR, FEORE U H I E 2D
MDRATIURENE & 72 5137205, 269
LbZHER6Rw, ik osaE
BRI TS, 73— LRSI

&L 29672,
COBSE TN A—NGFDNT VAR
WEOBMETEL b DH THAMWE,
TH3, WEORVITOEEIL TN
Ee A FAOBKMERIRELS D (Hw),
RO T7 L a— L%\ E 75 R
DBAEKRE L 725 ((En) , HAEEE 1
HARW O H¥ 2 fHICRIIT 218 L L
TSV SNT VLB H, Ao H2¥
FEAMOEEIC X 2 HWch b,
WIS T 2 HUE & FhT L b L R\,
ANHEDET 2 AR HEICE, B &
T A—LTDIENIC, BENT LM
DEEDRKREL 22D TVEHT,
H$@mAih%MuﬁM%:A7@\
Vv Al EC, ISP E AL D
%LTwéﬁ\unéwﬁ%ﬁ\#%w
DA RGPIZEoTYH, HEOBREIZE
bﬁ"(( %, Tk 23, 7ova—VERL
iy & SICHE TS, A% LFIRE
<’EA“LZ>L /J‘tcwtﬁ(!@téc n
E ﬁ@%f@ﬁofwéﬁﬁuﬁ?%
BEZME, BRPIHILCLESI DT
BB, HABRTDERIZEDL SR ODIT,
kDY a9 I hvank h <
L 2DERILZEE, £, HidGEk

WD) DI HAZECIZC L e
EXDMCIEL B, MUY H < K

Lo6NBDIZZDEHTHE, ZDLH
2, BARBEOH, FIE2fRT 235
MR A>TV B DT, HAWE
DH% b > TSRO B 2 LT
Ehwl, ZOHWHIL I BNE
DEDT, NZL>TZDHENRL S
DIFLRDZ L Lz B, £, HED
HEIFRRICE > THEDL S 72 2L,
BRI O 13— I Lok b %
L RIFRRIZZ DFEZ L T 5
M, BANCAS &KL CTHRrIck->T
W5, ZOHIMERE G HRBILALA LT
b, BRIGOEZRBIIC, BFEIZDPR
FEIMHEBIC 2> TWwWb Evwbi 3,

f ! [
W=
.
= 1]
| § i
1 _'*I SMV: +3
Pollshngate 65% OSMV:+11 §SMV:N/A i SMV:+7 i SMV:+3.5~4.5 i SMV:+12
(Yamadanishiki & i Polishing Rate: 55% i Polishing Rate: 60% i Polishing Rate: 70% Polishing Rate: 40% ¢ Polishing Rate: 50%
Dewasansan) i (Rice from Iwate) i (Yamadanishiki) i (Gohyakumangoku) i (Yamadanishiki) i (Miyama Nishiki)
Klnokunlya Bunzaemon Asabiraki Ultra Suijin Nabeshima Jozen Aqua Ken Makiri Extra Dry
Junmai Junmai Ginjo Yokawasanyamadanishiki Junmai Daiginjo Junmai Daiginjo

Nakano BC (Wakayama) Asabiraki Co., Ltd. (Iwate) Tokubetsu Junmai Fukuchiyo Shuzo (Saga) Shirataki Sake Brewery (Niigata) Suehiro Sake Brewery (Fukushima) Tohoku Meijo (Yamagata)

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

8 August 2026 - www.alljapannews.com



SAKE
SOMMELIER
CLUB

Master Sake Sommelier

Info Yuji Matsumoto

Master Sake Sommelier

Sake Shochu Spirits

Toshio Ueno
Master Sake Sommelier

Ami Nakanishi

Master Sake Sommelier

Atsuko Glick

Master Sake Sommelier

Yoshihide Murakami

JAPAN

AR

David Kudo Ryuji Takahashi

Master Sake Sommelier Master Sake Sommelier

Master Sake Sommelier

Institute of America
(213) 680-0011
AllJapanNews@gmail.com

Beverage Manager

I ymatsumoto001@gmail.com  info@sakeschoolofamerica.com

Vice President
Sake School of America

Vice President Manager
New York Mutual Trading Sake School of America

nymtc.com

info@sakeschoolofamerica.com  ymurakami@jfc.com

Liquor Manager
JFCInternational Inc.

President, All Japan News Owner"Ji - sakeya”

Shuto-Meijin

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

Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America
was founded with the purpose to promote
further understanding of Japanese sake,
shochu and beer in a shared where 500
million people enjoy wine in North America.
We strive to increase Japanophiles by
furthering understanding of the sake
culture through online Japanese sake

and shochu colleges and books related
to Japanese sake, shochu and beer,

etc. Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies,
etc., to introduce Japanese sake, shochu
and beer to American consumers in a way
that’s easy-to-understand.

Sake Shochu Spirits Institute of America
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Japanese sake type — Classified into four types
according to the concentration of flavor and aroma

Dry/sweetness indicates the degree of sweetness while
smooth/refreshing and rich/full flavor indicates the degree of
richness. The stronger the rice flavor, the more easily the rich
sake flavor is detected, applicable to low-polished sake high in
mineral content such as Junmai, Kimoto, and unfiltered sake
with distinct, full flavors. The characteristics of the flavors,
suitable consumption method and temperatures are differ-
ent by sake type. This report introduces Aromatic Sake and
Refreshing Sake.

Aromatic Sake: Sake with highly aromatic fragrance like
fruits and flowers such as Junmai and Daiginjo. Light to the
palate, refreshing, and smooth sake with a fruity, wine-like
flavor, popular overseas. The aroma is similar to fruits or
herbs. Applicable mainly to Junmai-Daiginjo and Daiginjo,
most fragrant at the temperature range of approx. 41 degF.

Refreshing Sake: Lightest to the palate and highly refresh-
ing, most common among Japanese sake. Applicable to a
wide range of sake from Ginjo to non-premium sake, casually
enjoyed year-round. The aroma is similar to lemon and lime.
Applicable mainly to unpasteurized sake and sake with low
alcohol content, most fragrant at the temperature range of
approx. 41 degF ~ 50 degFm
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What to Cut, What to Keep:
Managing Costs in a High-Inflation Liquor Store
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okyo was already topping 30°C

I in May, making spring feel
shorter than ever. As another

hot summer begins, sake retailers face
a familiar challenge: selling sake in the
heat. With rising costs for ingredients,
shipping, and packaging driving prices
ever higher, this season is shaping up
to be a tough one for both retailers and
customers. Not long ago, liquor stores
could earn a little extra by sending
empty bottles and plastic crates to recy-
cling companies. Today, it's the other
way around. Rising fuel costs mean
retailers now have to pay for collection,
and those fees keep climbing year after
year. Utility bills have also increased,
and with hotter weather stretching the
air-conditioning season, energy costs
have become yet another burden on
the business. Against this backdrop,
I stopped by a traditional liquor store
while visiting a well-known hot spring
town. It was in a perfect location, right
along a busy street where tourists could
easily pick up a bottle as a souvenir or
something to enjoy back at their hotel
or ryokan after dinner. Naturally, I went
in to buy a drink for the evening—but

the first thing that struck me was how
dimly lit and surprisingly hot the store
was. Even though it was over 30°C
outside that day, the air conditioning
wasn't running, and I found myself
breaking a sweat just browsing the
shelves. While the draft sake was safely
stored in a refrigerator, the rest of the
sake—even the pasteurized bottles—
was sitting in a room warm enough to
make me wonder about its condition.
During my visit, several groups of tour-
ists stopped in to buy sake and snacks.
They left with bottles that were already
warm, wrapped without even a single
layer of protective insulation. If you're
planning to drink it that evening, that's
probably fine. But if you're taking it
home as a souvenir, it's hard not to
wonder whether the quality will hold
up. Perhaps it wasn’t always like this. It
may simply be that, under the pressure
of rising costs, the store has been forced
to cut expenses wherever possible. But
it also raises a question of what “cost-
cutting” really means—and whether,
in the process, something essential has
been trimmed away. In reality, very
few business owners are careless with
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

expenses—most are already highly
conscious of costs. And in a time when
rising prices make higher operating
expenses almost inevitable, it makes
me wonder whether cutting costs in
ways that could potentially harm prod-
ucts or customer experience is really
the right approach. Even if first-time
visitors might stop by, I doubt I would
return a second time. After all, just a
short walk past the busy tourist area,
there was a convenience store selling
local sake as well—making it hard
to see why I would choose the origi-
nal shop again. The convenience store
was bright, cool, and offered the same
prices, so even if it required a bit more
time and effort, it felt like the safer
choice in terms of product handling and
storage. In the end, the ongoing price
increases driven by instability in the
Middle East remain a deeply frustrat-
ing issue.m
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NEWS / TRENDS

Japanese Food Takes Center Stage at the NRA Show,
One of America's Largest Food Industry Trade Exhibitions
-JETRO's Japan Pavilion Highlights the Appeal of Premium Japanese Products-
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O May 16-19, the National
n Restaurant Association
Show (NRA Show)—one of the largest
trade exhibitions for the restaurant and
foodservice industry in the United
States—was held over four days at
McCormick Place in Chicago, Illinois.
The exhibition is a premier international
business event, featuring approximately
2,300 exhibitors from around the world,
including food and beverage manufac-
turers, commercial kitchen equipment
suppliers, and foodservice technology
companies. Each year, it attracts more
than 55,000 buyers, chefs, and foodser-
vice professionals from 112 countries,
providing a global platform for business
networking, product discovery, and
commercial partnerships.

To promote exports of Japanese
food products, the Japan External
Trade Organization (JETRO) organized
the Japan Pavilion, bringing together
companies and industry organiza-
tions from across Japan. The pavilion
showcased an extensive range of
premium Japanese food products—
including Japanese wagyu beef,
rice, matcha, Japanese tea, ramen,
seasonings, yuzu-based products,
confectionery, and beverages—
highlighting the quality, safety, and
exceptional taste of Japanese cuisine

¥
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to buyers from around the world.

Among the highlights, Japanese
wagyu beef drew particularly strong
attention for its exceptional marbling,
tenderness, and rich, buttery flavor.
Numerous chefs and restaurant opera-
tors stopped by the pavilion to sample
the products and engage in business
discussions with exhibitors.

Japanese rice also generated
considerable interest. In addition to
its traditional use in sushi, exhibi-
tors showcased its versatility in a
wide variety of culinary applications,
attracting attention not only from
Japanese restaurants but also from
mainstream foodservice operators
seeking new menu possibilities.

Meanwhile, products such as
matcha and yuzu, which align with
growing consumer demand for health-
conscious ingredients and authentic
Japanese flavors, received a steady
stream of inquiries from buyers eager
to introduce these distinctive products
to their markets.

Buyers visiting the pavilion praised
the opportunity to compare a wide
variety of Japanese food products in
one place, with many commenting that
the event offered "an excellent venue
for conducting business with multiple
Japanese suppliers" and that "the

quality of the products is exceptionally
high." Exhibitors also expressed strong
satisfaction with the event, noting that
it provided valuable opportunities to
expand into the U.S. Midwest market
and develop new business relationships
beyond the Japanese restaurant sector.
Many reported that the show opened
doors to new sales channels and helped
them connect with a broader range of
foodservice operators.

The Japan Pavilion's participa-
tion in this year's NRA Show proved
to be more than just an opportunity to
showcase the excellence of Japanese
food—it also served as a strategic
platform for expanding market
access and promoting exports in the
United States.

Japanese ingredients, led by wagyu
beef and premium Japanese rice,
continue to earn strong recognition
as high-quality, value-added products
among U.S. buyers and foodservice
professionals. Looking ahead, ongoing
initiatives through the Japan Pavilion
are expected to further accelerate the
global expansion of Japan's agricultural,
forestry, fishery, and food products by
creating new business opportunities
and strengthening awareness of Japan's
world-class food culture.m
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or decades, the Izakaya has

occupied a unique place in Japanese

dining culture. More than a bar,
it is a gathering place where friends,
coworkers, and families come together
over small plates, shared conversation,
and thoughtfully selected drinks. While
alcoholic beverages have traditionally
played an important role, the true heart of
an lzakaya has never been intoxication. It
has always been connection.

That philosophy is especially relevant
today.

Recent consumer trends show many
Americans drinking less and becoming
more intentional about their beverage
choices. Health and wellness concerns
continue to influence dining decisions,
with many guests placing greater value
on quality, craftsmanship, and memorable
experiences over volume.

For restaurant operators, the result is
familiar: fewer drinking occasions can
mean slower evenings, lower beverage
sales, and more competition for every
dining dollar.

Another emerging trend has even earned
its own name: soft socializing.

Instead of loud bars or late-night parties
centered around drinking, people
are increasingly looking for relaxed
environments where conversation comes
naturally. Whether catching up after work,
sharing a meal with friends, or simply
enjoying unhurried times together, the
focus is less on drinking and more on
being together.

While the term may be new, the philosophy
is not.

Los Angeles HQ

MUTUAL TRADING

MUTUAL TRADING
Restaurant Trend Report

Stop Selling More Drinks.
Start Creating More Occasions.

The traditional Japanese Izakaya offers restaurant operators
a timeless blueprint for bringing people together.

SLVDER LB EEEDMIE

HARDEH 2 miliEd AEAZ D% D,
IR RZ I 2 TR IR 2 IR MR E QBRI 2 2R LT,

San Diego

The traditional Japanese
Izakaya has always been

built around this idea.

The traditional Japanese lzakaya has long
offered something many guests are looking
for today: a place to slow down, share food,
and enjoy one another's company.

Whether it's a neighborhood book club,
a Japanese language exchange, a sake
education night, a networking event, or
another community gathering, the Izakaya's
relaxed atmosphere naturally supports
occasions where food and beverages
enhance the experience rather than define
it.

For operators, this shift presents an
opportunity.

The opportunity isn't
simply to sell more drinks.

It's to create more occasions.
Dining groups increasingly include guests
with different drinking preferences. One
person may order sake, another a Japanese
highball, while someone else chooses a
premium Japanese non-alcoholic beer or a
zero-proof cocktail. Despite the numerous
customized drinks, everyone still shares
the same table, the same dishes, and the
same experience.

Expanding beverage offerings doesn't mean
changing the identity of the lzakaya, rather,
it allows for every guest an intentional
choice. A thoughtfully curated beverage
menu should give equal attention to
sake, shochu, Japanese whisky, craft beer,
premium Japanese non-alcoholic beers,
sparkling teas, and zero-proof cocktails.

When every guest has a beverage worth
choosing, the lzakaya becomes more
inclusive while creating new opportunities
for beverage sales. The opportunity isn't
to reinvent the lzakaya, rather, it's to
rediscover what has always made it special
and find new ways to share that experience
with today's guests.

Seattle * Las Vegas

celebrating 100 years

Connection over consumption.
The Izakaya offers a gentle pause shared plates, easy conversation, and occasions
shaped by whatever each guest chooses to drink.
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IZAKAYA PLAYBOOK: CREATING MORE OCCASIONS

Featured Menuldeas! Why it works?

Yakitori, karaage, Encourages relaxed weekday
edamame, gatherings and welcomes
Japanese lager, highballs, guests with different

and zero-proof cocktails. beverage preferences.

pate Nighg

Featured Menuldeas!
Seasonal tasting menu,
sashimi, grilled seafood,
sake pairings,

or Japanese gin.

BEVERAGE STRATEGY:

Why it works?
Elevates the dining
experience while
supporting premium
check averages.

Featured Menuldeas!
Shareable platters,
seasonal appetizers,
sparkling teas,

Japanese non-alcoholic
beers, and sake.

Featured Menuldeas!
Kushiyaki, sushi rolls,
assorted share plates,
craft beer flights,

’

Why it works?

Creates a comfortable
setting for book clubs,
language exchanges,
hobby groups, and
neighborhood gatherings.

Why it works?
Designed for groups to
explore, share,

and linger together.

and sake flights.

THINKING BEYOND SOFT DRINKS

Every Guest Deserves a Beverage Worth Choosing

@ Check LAY

O Offer premium Japanese non-alcoholic beer, not just soft drinks.
O Include low-ABV and zero-proof cocktails alongside traditional alcoholic offerings.
O Feature sparkling teas and seasonal alcohol-free specialties to broaden guest choice.

O Give alcohol-free beverages the same menuvisibility, descriptions, and presentation

as sake, beer, and cocktails.

O Equip staff to confidently recommend alcohol-free beverages and pair them

with signature dishes.

ﬂj;é I
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Sapporo Premium
Non-Alcoholic Beer

355ml #39588 350ml # 76501

New York

BADKZHADALIZ

Boston °

Suntory All Free 0.0%

Asahi Super Dry 0.0%
330ml # 11007

Washington DC

Featured Menuldeas!
Guided sake flights
paired with regional
Japanese dishes and
seasonal specialties.

Why it works?

Creates a memorable
experience that encourages
repeat visits and beverage
exploration.

ZERO-PROOF MENU INSPIRATION

N/A Yuzu Shandy

Featured Products:
* Non-Alcoholic Beer
* MOSHI Yuzu Original Soda (#12843)

Recipe:

Fill a chilled glass with ice.

Pour equal parts Sapporo Premium
Non-Alcoholic Beer and MOSHI Yuzu
Orriginal Soda. Garnish with a lemon wheel
or fresh yuzu slice.

Japanese Michelada (Zero-Proof)

Featured Products:

* Non-Alcoholic Beer

* Miyako Oriental Yuzu Miso
* S&B Shichimi Togarashi

Recipe:

Rim a glass with a blend of shichimi
togarashi and salt. Add a spoonful of yuzu
miso, fill halfway with ice, then pour in the
non-alcoholic beer and stir gently.

Atlanta + Florida

Chicago (Yamasho) °

Bringing the Flavors of Japan
to the People of the World

* Lima (Super Nikkei)

@mutualtrading

Tokyo




NEWS / TRENDS By Naoki Adachi

Reading the Sea: The Quiet Innovation Behind Matoya Oyster
HERHDEE. BZHCRMHAETTE

field visit organized for
several board members of
the JBIB (Japan Business

Initiative for Biodiversity) led us to a
rather ambitious request—to explore
businesses contributing to nature-
positive outcomes. When we shared
this challenge with Mr. Chihiro
Takeuchi, former Mayor of Shima City,
she immediately recommended Sato
Opyster Farm in Matoya as the very first
place to visit.

I was already familiar with the
name Matoya Oyster, of course. It
is one of Japan’s most prestigious
oysters—renowned for its purity,
exceptional flavor, and safety for raw
consumption. That was the extent of
my understanding.

However, visiting Sato Oyster
Farm this time made me realize that
what I had known was only the surface.

Matoya Oyster was not simply
“a delicious oyster harvested from
Matoya Bay.” Behind it lies nearly a
century of fisheries innovation—an
enduring effort to observe and under-
stand a single bay, to decode the nature
of oysters as living organisms, and to
bring out their qualities without dimin-
ishing the power of nature itself.

Ise-Shima as Miketsukuni
(the Land of Divine Food Offerings)

Ise-Shima has long been known
as Miketsukuni, the “Land of Divine
Food Offerings.” This term refers to
regions that supplied foodstuffs to
the imperial court and the Ise Grand
Shrine. Spiny lobster, abalone, a wide
variety of seafood, and seaweed—these
are among the gifts of the sea for which
Ise-Shima has been renowned since
ancient times. The bounty of its waters
has long been offered to the gods and
sent on to the capital, celebrated as a
source of nourishment and reverence.

In other words, this region has
not merely been “rich in nature.” It
has long held a culture of receiving
and offering nature’s blessings. In this
context, food has never been something
simply harvested and consumed. It has
been received from nature, carefully
prepared by human hands, and offered
forward with gratitude.

Seen in this light, the story of
Matoya Oyster may not be that of a
suddenly emerging modern brand.
Rather, it appears to be an exten-
sion of the deep, longstanding

relationship between food and nature
that has existed in the land of Ise-Shima
for centuries.

The sea that did not become
pearls became a sea of oysters

Sato Oyster Farm was founded
about a century ago, in 1925. Its
founder, Tadao Sato, did not appear to
have set out with oysters as his original
focus. At first, he is said to have also
experimented with pearl farming.
However, those efforts did not unfold
as intended, and he was ultimately
overtaken by Kokichi Mikimoto, the
founder of MIKIMOTO. The two were,
in fact, rivals. However, that failure led
to an unexpected discovery.

Oysters were thriving on the
pearl farming rafts. Had pearl culti-
vation progressed smoothly, Mr. Sato
might never have turned his attention
to oysters at all. In that sense, Matoya
Oyster can be seen as having been
born from a single failure, and from a
renewed way of observing nature.

Natural capital does not always
present itself clearly as “resources”
from the outset. It is only when
someone recognizes its value that
its true worth begins to emerge. The
oysters of Matoya Bay likewise became
a major regional asset only because
someone saw their potential early on—
recognizing that “these will grow into
something exceptional.”

1928: The invention of
suspending oysters

One of Sato Oyster Farm’s major
achievements is suspended cultivation.

In 1928, Tadao Sato established the
suspended oyster farming method in
Matoya Bay. Until then, oyster farming
had mainly relied on placing oysters
on the seafloor or tidal flats. In the
suspended method, however, oysters
are hung in the water column.

At first glance, it may seem as
though they are simply hanging oysters
in the water. In reality, however, it is
something entirely different.

The ocean is not uniform. Temper-
ature, salinity, oxygen levels, and the
abundance of phytoplankton all vary
by layer. Oysters cannot move freely
on their own. That is precisely why it
matters that humans adjust the depth at
which they are suspended, placing them
in the most suitable layer of the sea at
any given time.
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This is not a technique for artifi-
cially fattening oysters. Rather, it is a
method of reading the conditions of the
sea and guiding the oysters to where
they can grow best. Instead of control-
ling nature, it is about creating the
conditions in which natural forces can
work most effectively. In that sense,
I came to feel that suspended culti-
vation is a technique for thoughtfully
supporting nature.

In the 1950s, it was not the
oysters but the seawater that was
sterilized using ultraviolet light

Another remarkable innovation
was their use of ultraviolet purifica-
tion technology. Oysters that can be
eaten raw are now taken for granted.
However, Sato Oyster Farm has played
a significant role in establishing the
safety standards that make this possible.
After World War 11, Japanese oysters
came under strict sanitary scrutiny
from the GHQ. In response, Tadao Sato
devoted himself to developing purifi-
cation techniques that would make it
possible to safely consume oysters raw.
In 1953, he developed a method for
purifying oysters using seawater
sterilized with ultraviolet light, and
in 1955, he was granted a patent for
this technology.

When I first heard “sterilization
with ultraviolet light,” I assumed it
meant shining UV light directly on the
oysters themselves. However, that is
not the case. It is the seawater that is
sterilized with ultraviolet light.

Oysters naturally take in large
volumes of seawater, filter it through
their bodies, and then expel it again.

This characteristic is precisely what
is utilized. The oysters are placed in
clean seawater that has been steril-
ized with ultraviolet light. They then
draw in and release this water, gradu-
ally purifying their own bodies in the
process. Within roughly twenty hours,
it is said that the water inside their
bodies is completely replaced.

In other words, humans are not
forcibly processing the oysters. Instead,
they are placing them in an environ-
ment where their natural filtering
ability can function at its best. This,
too, can be seen as a technology rooted
in a deep understanding of the oyster as
a living organism.

New challenges since 2021.

Sato Oyster Farm is a long-estab-
lished company with a rich history.
However, what I felt during this
visit was that it is not simply a place
sustained by past achievements.

Since taking over as the fifth-
generation president in 2021, Daiki
Hamaji has been continuously pursuing
new challenges. These include single-
seed oyster cultivation, rock oyster
farming, the operation of the Matoya
Oyster Terrace, as well as initiatives
that utilize discarded oyster shells for
sake rice and the development of a
Japanese sake called “Matoya Meguru.”

Led by Mr. Hamaji, Sato Oyster
Farm appears to be doing more than
simply preserving tradition. It seems
to be working to reconfigure oysters
as living organisms, Matoya Bay as a
form of natural capital, and the region’s
food culture for the next generation.



Single-seed oysters:
“crafted oysters.”

We visited Matoya in mid-May,
and were able to enjoy not only rock
oysters at the very start of their season,
but also raw Japanese oysters. This
is possible because they are triploid,
single-seed Japanese oysters that do not
lose their flesh during spawning.

Single-seed cultivation is a method
in which oysters are grown individu-
ally as separate, independent units.
As mentioned earlier, in conventional
oyster farming, larvae are allowed to
attach to a substrate such as scallop
shells, and the entire shell is then
suspended in the sea for cultivation.
In contrast, in single-seed farming,
each oyster is placed in a basket and
managed as an individual organism.

What is even more interesting is
that, for a certain period, the oysters
are taken out of the sea and exposed to
sunlight and wind. Once removed from
the water, oysters tightly close their
shells to prevent drying out. Through
this repeated process, their adductor
muscles develop, their shells become
thicker, and they grow into oysters with
deep cups.

This is no longer simple aquacul-
ture. It uses tides, sunlight, wind,
drying, and the oyster’s own instinct
to close its shell. With these elements,
each oyster is carefully “crafted” one
by one. Rather than mass production,
it feels closer to the art of culinary
craftsmanship.

The single-seed Japanese oysters

we actually tasted were smooth, refined,
and refreshingly clean in flavor. Their
adductor muscles, however, were thick
and sweet.

On the other hand, the three-year-
old rock oysters were enormous, with
an intensely creamy, almost milky
richness that made them feel like an
entirely different food. Although both
are oysters, I was struck by just how
different they could be.

Turning a byproduct of the sea
back into a blessing for the region

What was even more interesting
at Sato Oyster Farm was the use of
oyster shells.

Once oysters are grown and
consumed, they naturally generate
a large volume of shells. This is a
major challenge for oyster-producing
regions across Japan. Treating them as
waste incurs disposal costs and creates
storage issues.

However, at Sato Oyster Farm,
these shells are not regarded as waste.
They are crushed and returned to rice
fields and mountains as fertilizer and
soil conditioner. In fact, this is already
practiced at many other aquaculture
sites. But Sato Oyster Farm did not
stop there. Rice for sake is grown in
paddies enriched with powdered oyster
shells, and that rice is then used to brew
Japanese sake called “Matoya Meguri.”
The shells of oysters raised in the sea
are returned to the rice fields.

Rice for sake grows in those fields.
Sake is brewed from that rice. And the

sake, in turn, returns to the table along-
side oysters once again. It is, quite
literally, a cycle.

This is not simply recycling. It is
a single integrated cycle that recon-
nects the sea and the land, agriculture
and fisheries, sake brewing and food
culture. Rather than treating satoumi
and satoyama as separate domains, it
returns the blessings of the sea to the
mountains and fields, and from there
generates new nourishment once again.
I came to see this as an initiative that is
putting the satoumi—satoyama circular
system into practice as an actual
business model.

Matoya Oyster Terrace
as a place to dine

On this visit, we enjoyed oysters at
the “Matoya Oyster Terrace” attached
to Sato Oyster Farm. Sitting on a raft
while looking out over Matoya Bay,
and eating oysters raised in that very
sea, is a truly rare experience. When
you eat oysters at a regular restaurant,
they are simply “delicious ingredients.”
But when you eat them right next to
Sato Oyster Farm, gazing at the sea, the
experience feels quite different.

There is the water of Matoya
Bay, the nutrients flowing in from the
mountains, the skills of the people
who cultivate the oysters, and nearly a
century of history behind them. What
you are eating is not just an oyster.

It feels as though you are tasting
the sea, the craft, and time itself
all together.

Japanese Restaurant News -

Nature positive begins
on the ground

Today, nature positive is attracting
global attention. It means putting biodi-
versity on a path to recovery—shifting
from depleting natural capital to
increasing it instead. While the concept
is sound in principle, it can sometimes
feel like an abstract slogan. However,
what I saw at Sato Oyster Farm was
something far more concrete.

Raising oysters in a way that does
not exceed the sea’s carrying capacity.
Understanding the nature of oysters as
living organisms and drawing out their
potential.

Returning the shells from the sea
to fields and mountains.

Connecting fisheries with local
agriculture, sake brewing, food culture,
and tourism.

And delivering this cycle to
people as a meaningful and delicious
experience.

This is not a theoretical, desk-based
version of nature positive. It is a nature
positive approach rooted in practice—
and one that can quite literally be
“tasted.” Of course, to rigorously
define something as nature positive,
it is necessary to measure conditions
such as seagrass beds, tidal flats, water
quality, benthic ecosystems, and soil
health, and to demonstrate how nature
is actually being restored. In that sense,
there is still room for further develop-
ment. However, the direction is clear.
It is about not treating nature merely as
a resource to be exploited, but rather
reading its systems, drawing out its
power without diminishing it, and
circulating that value within the region.
I believe this is the kind of approach
that future regional businesses will be
expected to embody.

Matoya Oyster was a story of
natural capital

Sato Oyster was not simply a
luxury oyster for raw consumption.
It was the crystallization of a century
of innovation—an effort to read and
understand Matoya Bay as a form of
natural capital, and to build it together
with the living organism that is
the oyster.

And now, that story has begun
to circulate once again—from oyster
shells to sake rice, to Japanese sake,
and back to the dining table. Ise-Shima,
long known as Miketsukuni, has for
centuries offered its rich ingredients to
the gods and to the imperial capital. In
this land, a new form of circulation is
now emerging in the present day. My
visit to Sato Oyster Farm made me feel
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this very strongly once again.

And in Ise-Shima, there still seems
to be a story of natural capital that we
have not yet fully told. There are many
things that could not be captured in
this article, and many places we were
unable to visit or conversations we
were unable to have during this trip.

I hope to continue exploring and
deepening these aspects in the future
as well.

*JBIB / Japan Business Initiative
for Biodiversity

JBIB is a group of Japanese corpo-
rations committed to biodiversity
conservation through their businesses.
The initiative was launched in 2008
with 14 companies. Now it has grown
to a group of 64 leading companies
covering a wide scope of business
sectors. The member companies of
JBIB are working together to explore
how business can be sustainable and
in harmony with nature, and are also
striving to transform themselves. Since
its activities address biodiversity, a
global issue, it works in coordination
with international trends and frame-
works such as the Convention on
Biological Diversity (CBD).m
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New NRA Survey:

-Restaurants Stay a Priority as Financial Strains Challenge Spending-

NRA D =#E

-BANGEEINEEICR

here continues to be mixed
I news about consumer behavior
in the U.S. economy, with
restaurants navigating both headwinds
and signs of resilience. With that in
mind, the National Restaurant Associ-
ation has started surveying everyday
consumers on a quarterly basis to gauge
their perceptions about their personal
finances and their utilization of restau-
rants. To date, the Quarterly Consumer
Insights Survey has data for Q1 and Q2
2026, and over time, we will be able
to examine consumer trends from a
longer term perspective, partcularly as
it relates to dining out.

Specific to the second quarter,
two-thirds of consumers report feeling
good about their overall financial
well-being—a potentially surprising
finding given ongoing concerns about
higher gasoline prices and rising
economic uncertainty tied to geopolit-
ical tensions, including the war in Iran.
At the same time, broader measures
of sentiment paint a more cautious
picture. For instance, the University
of Michigan’s consumer sentiment
index fell to an all-time low in May
amid these pressures. Notably, there
are clear generational differences, with
both younger and older consumers
expressing greater optimism. The
“K-shaped” nature of the recovery
also remains evident, as higher-income
households continue to exhibit stronger
confidence in their personal finances.
This “K-shaped” narrative becomes
even more pronounced when accounting
for employment status. Unsurprisingly,
those who are employed report signifi-
cantly stronger financial confidence:
93% say they feel positive about their
financial position. Even among house-
holds earning less than $50,000 per
year, confidence remains relatively high
at 86% for those currently employed.
These figures reinforce the importance
of labor market attachment in shaping
household financial sentiment.

Even so, signs of financial
strain persist. Thirty-five percent
of consumers say they regularly—
meaning every month or most
months—spend more than they earn,
while nearly half (49%) report doing so
at least occasionally. These are striking

figures, underscoring the precarious-
ness of many household budgets and
extending the notion of living paycheck
to paycheck. This dynamic is further
reflected in the personal savings rate,
which recently fell to its lowest level
since October 2022. In other words,
consumers are continuing to spend,
but increasingly by drawing down
their savings. Younger consumers are
particularly vulnerable, with nearly
half (47%) reporting that they regularly
outspend their income. Similarly,
households earning less than $50,000
are more likely to face this challenge,
with 42% indicating they frequently
spend beyond their means.

For restaurants, the data presents
both encouraging and cautionary
signals. On the positive side, restau-
rants remain the top discretionary
purchase for consumers, underscoring
the sector’s continued prioritization
even as households pull back in other
spending categories. In the second
quarter, 56% of consumers said they
dined at a restaurant in the past week,
half ordered takeout or delivery, and
39% purchased a coffee or snack.
Dining frequency increased modestly,
with the share eating out rising 4
percentage points from the first quarter,
while coffee and snack purchases edged
down by 2 points.

Engagement remains particularly
strong among younger consumers.
Fully 86% of Generation Z reported
dining at a restaurant, ordering takeout,
or purchasing a coffee or snack in the
past week. Even among Baby Boomers,
usage was solid at 72%. At the same
time, familiar “K-shaped” patterns
are evident in restaurant activity.
Ninety percent of households earning
$100,000 or more reported restaurant
engagement in the past week, compared
with 84% of those earning $50,000 to
$99,000 and 72% of those earning less
than $50,000.

However, while usage remains
relatively healthy, there are growing
signs that consumers are moder-
ating restaurant spending. In the
second quarter, 36% of consumers
said they spent less at restaurants,
including takeout and delivery, than
in the first quarter. The pullback was
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most pronounced among younger
consumers, with 45% of Generation
Z reporting reduced spending. Baby
Boomers reported the smallest decline,
at 32%. Across all generations, the
share of consumers reducing restaurant
spending exceeded those increasing it.
Overall, 24% reported spending more,
while 40% indicated that their spending
was largely unchanged.

Consumers are also adjusting how
they spend when they do dine out.
In the second quarter, 35% said they
ordered fewer add-ons such as desserts
or beverages, up from 32% in the
first quarter. Similarly, 34% reported
shifting toward less expensive restau-
rants, also up from 32%. At the same
time, reliance on discounts and value
promotions eased slightly, with 35% of
consumers using them more frequently
in the second quarter, down from
37% previously.

Overall, these data underscore the
complexity of the current consumer
environment. While rising stock prices
and home values continue to support
higher-income households—allowing
them to spend more freely—lower-
and middle-income consumers, as
well as younger cohorts, remain more
cautious as financial pressures persist.
This divergence is further amplified
by employment status, reinforcing
the uneven, “K-shaped” nature of the
recovery. At the same time, geopo-
litical tensions, including the war in
Iran, and elevated gasoline prices are
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placing additional strain on household
budgets. Even as consumers continue
to prioritize restaurant spending relative
to other discretionary categories, there
are clear indications that outlays in this
space have softened somewhat.
Looking ahead, some relief may
be on the horizon. If gasoline prices
were to stabilize in the coming weeks,
pressure on household budgets could
ease, providing support for restau-
rants and broader consumer spending.
Additional tailwinds—including larger
tax refunds, continued economic
growth beyond Al-driven invest-
ment, and solid wage gains—should
help sustain demand. For restaurants,
these factors point to continued resil-
ience and modest spending growth
in the year ahead. However, given
persistent uncertainties, particularly
around consumer sentiment and cost
pressures, that outlook is likely to
remain cautiously optimistic, particu-
larly as relief on the gasoline price front
remains far from certain at this point.

*K-shaped / A “K-shaped recovery”
refers to a situation during the recovery
phase following an economic recession
in which certain industries and income
groups experience a rapid recovery and
expansion, while other industries and
groups continue to struggle or deterio-
rate, resulting in the overall economy
becoming polarized into an “upward
trend” and a “downward trend.”’m
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Japanese Restaurant Association of America
(JRA) 2026 Annual Golf Tournament held
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he Japanese Restaurant Associ-

I ation of America (JRA), led by
President Shinji Kugita, held

its 26th Annual Charity Golf Tourna-
ment on July 6 at Angeles National
Golf Club in Sunland, California.
Organized to promote Japanese cuisine
and support the continued growth of
the industry, the event brought together
restaurant owners, food manufacturers,
importers, distributors, and other
professionals from across the Japanese
food business for a day of networking,
camaraderie, and fundraising. The
tournament serves as both a major
fundraiser for the association and a
valuable networking opportunity for
professionals and corporate partners
across the Japanese food industry. A
longstanding JRA tradition since the
association's early years, the annual
event has become one of the organiza-
tion's signature gatherings. Following
another successful tournament in 2025,
this year's outing once again brought
together industry leaders to strengthen
relationships, reinforcing its reputation
as one of the Japanese food communi-
ty's most anticipated summer traditions.
Marking its 26th edition, this year's
tournament attracted approximately
128 participants, including restaurant
owners, chefs, food manufacturers,
sake and beverage producers,
importers, distributors, and other
professionals from across the Japanese
food industry. In addition, some 60
sponsoring companies supported the
event by donating prizes, food and
beverages, and a wide range of their
products, underscoring the strong
sense of unity and collaboration that

continues to define the Japanese food
business community.

The tournament was played under
the Double Peoria handicap system,
with Tetsuyuki Shigeta of True
World Foods emerging as the overall
champion after a spirited day of compe-
tition. The awards ceremony featured
an impressive lineup of prizes, drawing
enthusiastic applause and cheers from
participants, while the event concluded
in the warm, convivial atmosphere that
has become a hallmark of the JRA's
annual golf outing.

What truly sets the JRA Golf
Tournament apart is that it is far more
than just a day of golf—it is a celebra-
tion of Japanese hospitality through
food. Refreshment stations were set up
throughout the course, where partici-
pants enjoyed freshly prepared hand
rolls crafted by sushi chefs, along with
yakisoba, beer, sake, and chilled green
tea. Between rounds, players sampled
authentic Japanese cuisine while
catching up with friends and colleagues,
creating a lively atmosphere reminis-
cent of a traditional Japanese summer
festival. Especially on a warm Southern
California day, the cold beverages and
casual Japanese fare were a welcome
treat, making this unique culinary
experience one of the tournament's
most cherished traditions.

The JRA is committed to
promoting the growth of the Japanese
food industry and enhancing its social
standing through activities such as food
sanitation and labor law seminars, as
well as food culture events. This
golf tournament serves not only as
a fundraiser for the association, but

also plays an important role
as a venue for strength-
ening industry networks and
exchanging information.
Having continued for more
than a quarter of a century,
the tournament has increased
its presence along with the
expansion of the Japanese food market,
and has become a valuable opportunity
for those who support the Japanese
food industry to reaffirm their unity.

In addition, the JRA is planning
to hold its upcoming event, the Sushi
& Sake Festival, on November 1 at
the DoubleTree by Hilton Hotel in
Little Tokyo.m
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2026 S
FOOD EVENT CALENDAR

August

2026 Los Angeles
Food & Sake Expo
8/1

Anaheim Marriot Hotel
Anaheim, CA

Annual Wismettac Sake and
Food Celebration — a signature
event featuring premium sake and
delicious food pairings. Source
Premium Japanese Sake & Asian
Food-efficiently, in one place. Meet
some of our vetted manufactures
and distributors, sample the latest
products, and experience firsthand.
Special prices and discounts will also
be available for events participants.

This event is strictly 21+. Valid govern-

ment-issued photo ID is required for

entry. This is B2B-Only event and not
open to the general public. For more
information about the event, please

contact a sales representative at Wis-
mettac Asian Foods Inc.

oy

Monday, August 3, 2026

Check-in: 10:30 am Box Lunch / Shot-Gun Tee Off: 12:30 pm 10627 Old River School Road
Award Dinner: Immediately following the tournament
*  Regular Registration $200 / Lunch and Dinner Included
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California Restaurant Show
8/23-25

Anaheim Convention Center
Anaheim, CA
www.californiarestaurantshow.com/

Whether you're an independent
owner, quick-serve restaurant operator,
chef, caterer, baker, bar or nightclub
operator, hospital, hotel, or commercial
foodservice personnel — join us August
23-25, 2026, at the California Restaurant
Show at the Anaheim Convention Center.
Join thousands of your peers at the show,
where you'll have access to the hottest
menu trends, state-of-the-art design and
decor, the best in business education, and
hundreds of the leading vendors and pur-
veyors dedicated to serving the restaurant
& foodservice community — all under one
roof. Watch live culinary demonstrations,
competitions, and awards ceremonies
and listen in on education sessions in our
Education Alley Theaters. Shop from hun-
dreds of exhibitors, explore the latest in
foodservice trends, and join our exciting
events - all on the show floor!

Dream Asia

8/7-9

South Carolina State Fairgrounds
Columbia, SC

Dream Asia Festival is coming to
South Carolina on August 07-09, 2026, at
the South Carolina State Fairgrounds in
Columbia, bringing three unforgettable
days of Asian food, culture, entertain-
ment, and family fun. Explore 80+ Asian
food vendors, shop 30+ unique merch
and anime vendors, enjoy high-energy
live performances including K-STAR
Circus: A Kung-Fu Journey, DJ & live
music, cultural showcases, K-pop dance
parties, and cosplay contests, and take
part in interactive experiences like the
Squid Game Challenge, Karaoke Contest,
and JDM Car Expo. Experience crowd-
favorite attractions like the Fetch the
Fun Dog Show, along with a Kids Activity
Zone and petting zoo.

World Brewing Congress 2026

8/17-20
Minneapolis, MN

The brewing industry is a dynamic
and ever-evolving landscape faced
with various complex issues, such as

s g

i%FRBIE] JCCF Japanese Chamber of Commerce Foundation
Contact: Tel. 213-626-3067 / jccsc.org

26" Annual PRIME MINISTER'S CUP
CHARITY GOLF TOURNAMENT

Rio Hondo Golf Club

Downey, CA 90241
Tel. 562-927-2329

sustainability, supply chain resil-
ience, market trends, and regulatory
shifts. WBC 2024 aims to provide a
compass for the brewing community
to chart its course through the chal-
lenges that brewers and brewing
professionals encounter on a global
scale.

Around The World Cultural
Food Festival
8/29

Oronoco Bay Park
Alexandria, VA

Oronoco Bay Park transforms

into a global destination of food,
music, and culture. The Around the
World Cultural Food Festival brings
together the best of international
cuisine, live performances, and cul-
tural experiences—all on a vibrant
waterfront setting.

This isn't just a food festival—it's
your passport to the world.
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International Wine Challenge 2026
“Sake Category” Trophy winners announced
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he “International Wine Challenge” (IWC)

I announced Trophy winners of the Sake

Category on May 22, 2026. “IWC” is the

largest international wine contest held annually in

London, renowned as the “most influential wine
contest worldwide.”

The “Sake Category” of the IWC was established
in 2007. Since then, winners in the Sake Category
continue to garner attention both domestically and
internationally, gaining importance as an important
contest for Japanese sake brands to expand overseas.

In 2026, the SAKE competition was divided into
11 categories: Non-premium Sake, Junmai, Junmai
Ginjo, Junmai Daiginjo, Honjozo, Ginjo, Daiginjo,
Sparkling Sake, Amber Sake, Aged Sake, and the
newly introduced Flavor Sake category. Entries in
each category were evaluated through a rigorous blind
tasting conducted by the judging panel.

Since 2023, aged sake has been judged in two
categories: Amber Style and Aged Style. From 2024,
the Aged Style category has also been eligible for its
own Trophy award.

Newly introduced in 2026, the Flavor Sake
category is open to beverages made entirely from
Japanese sake (seishu) as the base alcohol and
flavored with ingredients such as fruit, fruit juice, tea,
or matcha. For products made in Japan, entries must
also be classified as liqueurs under the Japanese Liquor
Tax Act.

One of four awards can be awarded according to
assessed results: “Commended,” “Bronze,” “Silver,”
and “Gold.” Further, exception entries among Gold
winners are recognized with a “Trophy,” of which only
one entry is selected as “Champion Sake,” the highest
honor awarded in the Sake Category. Also, sake entries
with a domestic retail price below 1,500 JPY (before
taxes) with high cost performance — production volume
of over 100,000 in 720 ml bottles - are recognized with
the “Great Value” Award, from which only one entry is
awarded the “Great Value Champion Sake.” Further,
sake breweries with multiple entries that each scored
high are recognized as the “Sake Brewer of the Year.”

Furthermore, prefectures that produced multiple
breweries with a high comprehensive score are recog-
nized as the “Sake Region of the Year.”

A total of 1,738 sake entries were submitted to the
SAKE competition in 2026, with 59 labels earning the
prestigious Trophy title.

“Champion Sake” to be announced
on September 8

The highest award in the Sake Category,
“Champion Sake,” along with the “Great Value
Champion Sake” and “Sake Brewer of the Year” will
be announced at the “IWC Award Dinner” in London
on September 8. Anticipation builds until the winners
are announced.m

22 August 2026 - www.alljapannews.com
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MWC 2026
SAKEZBFI FOT « —ZEE
Sake Category Trophy Winners
= L

“Daisekkei Josen”
Daisekkei Sake Brewing Co., Ltd. (Nagano)

MRER L ASZESHAR L (RFR)

“SHIRAYUKI Taruzake Cup”
Konishi Brewing Co.,Ltd. (Hyogo)
TBE@EAY ) N\EEEHR et (BER)

“Shochikubai Subaru”
Takara Shuzo Co Ltd. (Hyogo)

TERTHE T5R.) EEERARAE GRERRT)

“Sake Hundred Niko”

Shirataki Sake Brewery Co.,LTD. (Niigata)
F'SAKE HUNDRED =¥ | NIKO}
BAFEEEGRIaT GTER)

“Kimagure Dragon Kijoshu”
Mitsutake Shuzojo Co., Ltd. (Saga)
rExE<nhik>dy &Rl
BESMIERESS (EER)
r

—  AEEEEARFI  Honjozo

L

- L

“Kisoji Honjozo Kinmonnishiki”
Yukawa Sake Brewery Co., Ltd. (Nagano)
TREH AEHE SR
HRRHEEE (REFR)

“Kinoene Byakuya”
IINUMAHONKE Co.,Ltd. (Chiba)

TEF BYAKUYA XK ERBEAR (FER)

“Sakatanishiki”
Setoshuzo-Ten Co., Ltd. (Kanagawa)

DERR) $XattEREEE GR)I12)

“Kikusui Honjozo ShirokiTenryu”
KIKUSUI BREWERY Co., Ltd. (Nagano)
MEAK KEE BEXRE

BEAKEEMHRSHT (REFR)
A

—

FKISEEE #BF9  Junmai Ginjo =
“Tenbi Junmai Ginjo Hotaten”
CHOSHU SAKE BREWERY CORP. (Yamaguchi)

MR 3% FIKISER 2R RINEESHKARY (LOR)

“Bijofu Junmai Ginjo Cel-24”
HAMAKAWA SHOTEN CO., LTD. (Kochi)
st X K5 EE CEL-24)
BRE2AE)IEE (BFR)

“Daishinshu Tenouchi”
SAKAGURA DAISHINSHU (Nagano)

IREMN FOR E£5E1 KEMNESEHRSH (RFR)
“Kokushu lyahiko Junmai Ginjo”

Yahiko Shuzo Co.,Ltd. (Niigata prefecture)

TEIE R SRR | i mEMR et FHBER)

“Rihachi Junmai Ginjo Sake Yeast No. 1801”
Tanabe Takeshita Brewery (Shimane)

M3\ HlK0SER B2A 18015
HREHEBITEE (SRE)

“Sanran Junmai Ginjo Yumesasara”
Tonoikeshuzouten CO., Ltd. (Tochigi)
TR IR FRISEE ST T5)
HRARHNMEEE IFARE)

“Nakashimaya Junmai Ginjo”
NAKASHIMAYA SHUZOJO., LTD. (Yamaguchi)

MhERE FKSER ) RS PERESS (LOSR)

-




— FEKEEFI Junmai L b MSESE BP9 Ginjo e

“Chiebijin Junmaishu” “Keiryu Ginjo”
Nakano Shuzo Sake Breweries Ltd. (Oita) Endo Brewery Inc. (Nagano)
ISRV LA MKE] BRAEHHPEFES (KDER) GER S HASHEEESE (RFR)
“Rokkon Tokubetsu Junmai” “Hiroki Ginjo Yamadanishiki”
Matsumidori Brewery Co., Ltd. (Aomori) Hirokishuzouhonten (Fukushima)
754R FFRUHISK ) XA RREE (BRE) MRS PS8R LR
. MASHBEAREERNE (BER)
“Hakata Nerizake” 1 I
Wakatakeya sake brewery Co., Ltd. (Fukuoka) .
JP— MEZHE) KLU ENEELSS BRL) ——— EEAF] AmberStyle ———
—  FERAISEEE & Junmai Daiginjo ——
! . &in) “Gunmaizumi Yamahai Junmai” “Born: Awakening of The Angel”
“Raifuku Junmai Daiginjo Aiyama” Shimaoka Shuzo Co.,Ltd. (Gunma) Katoukichebee Shouten (Fukui)
Raifuku Sake Brewing Co., Ltd. (Ibaraki) M85 R ILBE MK EMEEHAat (BER) Mg« XEODHIDH) BB UNFESTREE BHE)
PRAB FURAPTRE Bl R@BSHARA (RHUR) “Junmai Kagura Unfiltered Undiluted Mid- “Hatsumago Kuratanbou Jukuseishu”
“Junmai Daiginjo Gazan” night Blue” Matsui Sake Brewery Co., Ltd. (Kyoto) Tohoku me_ijo*Co., Ltd. (Yamagata)
Tsurumi Shuzo Co.,Ltd. (Aichi) T4l K f78E KAGURA 838 - SEhnaK JLY) M7 BEREAFARE] R sEMR A (LFR)
MK KRSER Bl BRESHA ST (BHE) MIEEHA 1t (FEAT) “Hanamoyou 1988 Vintage Aged Junmai
“Mutsu Hassen Reimei 40” “16th Kurouemon Kimoto Sake” Hanayoisyuzo Co., Ltd. (Hiroshima)
Hachinohe Shuzo Co., Ltd. (Aomori) Junmai Yamadanishiki” MTEEEY REAZARM KIS [1988 FEEE]L
TREEBL/\fil L1 X-140) \FESHKAaH (BHE) Yukawa Sake Brewery Co., Ltd. (Nagano) WEEHR R (RBR)
e LY 48~ — M2z 1 r
“Kiritsukuba Junmai Daiginjo %ﬁjﬁ@ﬁﬁ‘g‘fﬂ%@%ﬁ WLIEEER)
40th Anniversary Limited Edition” e ™ — BARERFY  Aged Style _
Urazato Shuzoten, Limited Partnership (Ibaraki) “Kid Junmai” ) )
TR SR ANSER 40 AFESR XA Heiwa Shuzou Co., Ltd. (Wakayama) “Keiryu Daikoshu”
SREHREELE (RAR) Mgt MIKTE) FRIESHARM (MHLL) Endo Brewery Inc. (Nagano)
« : : » . . LGRR KEE A aEmss (RFR)
Hakugin no Shizuku “Matsunotsukasa Organic Junmaishu
HAKUREI BREWING Co,. Ltd. (Kyoto) Wataribune” “Junmai Daiginjo Zankyo Super 7 2019”
TRERAPSEE AI5OLY < Matsuse Sake Brewery Co., Ltd. (Shiga) Niizawa Sake Brewery Co., Ltd. (Miyagi)
NILABERR R (R MADE] A—H o S EHE R TEBYF 452 K KRG ER 522 2019
«7aku Kaizan Ittekisui” TSt (BBEE) BARHIEREE (BHR)
Shimizu Sizaburo Shoten LTD. (Mie) “Okunokami Junmai Nakadori” “Asamadake Unfiltered Nama Zake”
TE MIL—EK ] BB BEEMA S (ZER) Toshimaya Shuzo Co., Ltd. (Tokyo) Otsuka Brewery Co., Ltd. (Nagano)
“Reikyo 2023 -absolute 0-" TEST K E 2ERBEKRRM GRRE) DR BB EFE AFBEKIAt (RFR)
Niizawa Sake Brewery Co., Ltd. (Miyagi) L A 1 I
M4 2023 -absolute 0-J . -
MASHIEEEE (EHE) 53 ioini n
i = - AMEE EPT  Daiginjo L Sparkling Sake category
“Daishinshu Teippai” . . . .
SAKAGURA DAISHINSHU (Nagano) Miyanoyuki Daiginjo -' “Born: Premium Sparkling”
MATEM FUoIE V) AEMEEHR 1 (RHE) Yamadanishiki . | Katoukichebee Shouten (Fukui)
. . ., Miyazaki Honten Co Ltd. (Mie) M« FLITLRIN—I1)2)
Junmai Daiginjo Gonnemon r=nSE AKE LESE BERMMBESTFEE BHER)
Yano Shuzo Ld. (Saga) B KBRS (SED) “ai .
TRERYRD MK KIS B MR RIPT) Kaika Awa Sake .
FEEEkTAST (EBE) h 4 Daiichi Sake Brewery Co., Ltd. (Tochigi)
. . . . “Daiginjo Yauemon” TFAEE AWA SAKE] B—ESHRAatt HARER)
“Okihomare Junmai Daiginjo Tobinkakoi” YAMATOGAWA Sake ¥
Oki Sake Brewery Co., Ltd. (Shimane) Brewery Co., Ltd. (Fukushima) %' “Keigetsu Nigori Junmai Daiginjo 50”
TRl 25 4l Sk AR EE LERELY ISR 2575 8P, ¥ Tosa Brewing Company Limited (Kochi)
RIEESHI R (BIRR) SBEHAN I BEEE (EEE) =3 TR IO R ARSEE50)
BEKART (BHE
“Shikisakura Junmai Daiginjo Yumesasara” “Tatsuriki Daiginjo — L LIEEHRASI (BHR) r
Utsunomiya Shuzo Co. , Ltd. (Tochigi) Kome no Sasayaki YK-35” Honda Shoten Co., ) N
ré’f& fﬁiﬁ*kﬂ%@ BEE5) Ltd. (Hyogo) — TLAN— « 58PS —_—
FHEBSHARE (FAR) rg8/ KISEE KDIIPEF YK-35) Flavor Sake category
“ H Hdd (= ] ﬁ /E\ . .
Hangya Diamond Omachi HARAAHAEE (RER) “Mitaniharu Umeshu Jun”
Fumigiku Sake B[evx‘{ery Co., Ltd. (Toyama) “Raifuku Daiginjo Shizuku” hayashisyuzo Co.,Ltd. (Hiroshima)
EQ*E?ES{‘\”;E/ I;EEHEJ Raifuku Sake Brewing Co., Ltd. (Ibaraki) =A% #5881 MBSk (Ka8)
EXFBEEHRAR (FLER) Msis AMSES &)
i .. " S AT R AL (4| “Watashi no Yuzushu”
[Kid Junmal Daiginjo &kayama) RIBBEMASAL CRAR) FUJIMASA SHUZO Co., Ltd. (Shizuoka)
e [y “Yoakemae Daiginjo” M2 OMFE ETEESHRAH EBRED)
Mot SR ADSER 5K 55 40, Ono Shuzoten Co Ltd. (Nagano) "1 ’ - ’ r

THEEHDAH FIFULER) r N B

“Sake Hundred Byakko Bespoke” « ey
Tatenokawa. Inc. (YZmagata) p {l\ Nanawarai Daiginjo Sakes awarded the Great Value Sake Award

- Nanawarai sake Brewery Co.,Ltd. (Nagano
ISAKE HUNDRED B¢ A&k s AISES t%:@%*;_tA*i (ﬁ(%;é) ) “SHIRAYUKI Taruzake Cup”
BYAKKO BESPOKE i RISIRE= - Konishi Brewing Co.,Ltd. (Hyogo)
HED) ITBEHA =4 (LFZR) “Keiryu Daiginjo” TAEEEN YT IEE—LER et (EEE)
Endo Brewery Inc. (Nagano) . .
LR ABE | #HR L aEESE (EFE) “Keiryu Ginjo” Endo Brewery Inc. (Nagano)
L LR S X ADEEEES (RFR)

1 I 1 I
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Let s learn about sake'

Sakc Spcctator

Available on Amazon com

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



‘ﬁ From HGPPB Hour to Patio Dlhlng

Brooklyn Kura
Yuzu Fizz
Junmai Daiginjo Can

Hana Sparkling
Fuji Apple Can
250ml ABV:5.5%

#12591
250ml ABV:6% I G H 3 ' Ay
. L I | H i
| L, r ] ~

. . Refreshing Choices for Today’s Beverage Menus

~ Izumi Sakepolitan

] Sake Cooler

750ml ABV:6.80%
#12594

Takara Chu-Hi
White Peach Can
355ml ABV:4.5%

#50839

Suntory Maru-Hi
Suntory Maru-Hi Variety Pack Can Kiwi Sparkling
12 pack 355ml ABV:5% 355ml ABV:5%

. - ’ #47196
M T E S A KE W-‘E MUTUAL TRADING

Legendary  Finesse = Award Winning
mtcsake.com SAKE SHOCHU WINE CRAFTBEER SPIRITS

#2241

product availability may vary by regions

Please drink responsibly. ©2026 by Mutual Trading Co., Inc.
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SOMMELIER
CLUB

Sho Chlku Bal

Japanese
food_
quality

Honorary Sake Sommelier & Saka-Sho

Bon Yagi
Hanorary Sake S ommeher

TIC GROUP Chalrman

Katsuya Group

GEKKEIKAN SAKE
KYOTO SINCE 1637

Katsuya Uechi
Honarary Sake Sommel/er & Saka Sho

1 -
mmaLTR s

OZEKT
SAKE

Rick Smith &
Hiroko Furukawa

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

(ae)

e

Kats Miyazato
Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho
~ Owner "SAKRVANYC

Owner “True Sake”

Owner of M&M Enterprise

MASTER

_ SAKE
SOMMELIER

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

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

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

David Kudo

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

Imli
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Logo Branding of Japanese Sake

he logo is an important symbol

that represents the product of a
company. When reviewing products
popular worldwide, each company
studies how to best advertise their logos
to have their consumers remember
their logo, an important strategy.
Regardless of the product, consumers
are concerned with visual appeal for
text and descriptions usually escape
the memory.

Audi have four circles, Honda is

At logoRImhRME

OLORBEN LA EMR, exEE
MAZEE. MR R L RERGTFHNE
th, BRNBIME —EFE REKER
EEHlogo, UEHEELETE.
BRTCETEER, BEEEL
BINHESRERNRE, MXFHHRA
Wi R 2 ABRET AR o
o8 B B p 2 R, HEAH, 35
RMZBAppleFEF. TR A logo R

“Creative Sushi & Sake” [lwstraves the technigues of the
fimest sushi chefs throughowt the world, conceniraring on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top [apanese
prodessional chefs with many years of experience,

[publEhed in English By All Japan News, I, in 2005)

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

the letter “H,” and apple is for Apple
computers, logos are easy to memorize.
This is also true for food products.

How does this apply to Japanese
sake? Review of local ads for Japanese
sake, it is difficult to see where the
logo is, and often many of the brands
don’t have one. It’s difficult to tell if the
sake manufacturer’s name is the brand,
or the product name is, or if another
product name is the brand.

Even if a consumer likes a

BHEAKMNE B ERERY L
ERBR, MBR?NREEFINFE
BENESHHFEE TR BEL A
BEDYPHBER @A ogo, BRZHF
BRATFEEERA.REBMERSE
BEENTINLBRERES, ERG
BERMEL, ERRTLBY B RE
%o
EER—K, EEEE#EACS

» Mew Forms of Sushi
« New Styles of Sushi

« Innovative and Popular Creative
sushi

« Mastering Techniques

= Sushi in the USA and Europe

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

particular brand of sake, this makes
it difficult for the consumers to make
the connection between the brand of
sake and the manufacturer, or other
products offered by that manufacturer.
Although the colors and size of bottles
may change according to the brand, the
brand logo should be made most notice-
able for the labeling. Why not consider
a logo that appeal to consumers?.m

ERNER WEHEER#EE
BOME RN ERE. BERE N
EENRTEERME, TREBN
fIBRS @ logo, HREIET
HRE R REENE . BAFREZER—
EHHEEEERS | INREER
(logo) e ?

28 August 2026 - www.alljapannews.com
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Non-Alcohol Beer— SummersBestiChoice

B

yABViforan eranywhere

. I
SAPPORO PREMIUM N . SUNTORY ALL FREE 350ML
NON-ALCOHOLIC 355ML #76501
#39588

MT[T SAKE  PAGEANTOF DISTINCTION @& muruaLtrapinG

Legendary  Finesse = Award Winning -
product availability may vary by regions

Enjoy responsibly ~ @2026 Mutual Trading Co., Inc.

mtcsake,com SAKE SHOCHU WINE CRAFTBEER SPIRITS

Refreshing Flavor and

Umami from
For Sushi Rolls, Fish, and Meat Dishes

REAL
GLUTEN NO YUZU

chicken with
yuzu miso glaze

Made by

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

{285 MUTUAL TRADING

A 5 fl.oz. 32 fl.oz.




Stop Selling More Drinks.
Start Creating More Occasions.

The traditional Japanese Izakaya offers restaurant operators
a timeless blueprint for bringing people together.

{5 1k B, BRAGHIG S 2 R a5t

M AAENR, AREEEERMS T — BRI EEE

or decades, the Izakaya has

occupied a unique place in Japanese

dining culture. More than a bar,
it is a gathering place where friends,
coworkers, and families come together
over small plates, shared conversation,
and thoughtfully selected drinks. While
alcoholic  beverages have traditionally
played an important role, the true heart of
an Izakaya has never been intoxication. It
has always been connection.

That philosophy is especially relevant
today.

Recent consumer trends show many
Americans drinking less and becoming
more intentional about their beverage
choices. Health and wellness concerns
continue to influence dining decisions,
with many guests placing greater value
on quality, craftsmanship, and memorable
experiences over volume.

For restaurant operators, the result is
familiar: fewer drinking occasions can
mean slower evenings, lower beverage
sales, and more competition for every
dining dollar.

Another emerging trend has even earned
its own name: soft socializing.

Instead of loud bars or late-night parties
centered around  drinking, people
are increasingly looking for relaxed
environments where conversation comes
naturally. Whether catching up after work,
sharing a meal with friends, or simply
enjoying unhurried times together, the
focus is less on drinking and more on
being together.

While the term may be new, the philosophy
is not.

Los Angeles HQ

i

MUTUAL TRADING
Restaurant Trend Report

San Diego

The traditional Japanese
Izakaya has always been
built around this idea.
The traditional Japanese lzakaya has long
offered something many guests are looking
for today: a place to slow down, share food,
and enjoy one another's company.

Whether it's a neighborhood book club,
a Japanese language exchange, a sake
education night, a networking event, or
another community gathering, the Izakaya's
relaxed atmosphere naturally supports
occasions where food and beverages
enhance the experience rather than define
it.

For operators, this shift presents an
opportunity.

The opportunity isn't
simply to sell more drinks.

It's to create more occasions.
Dining groups increasingly include guests
with different drinking preferences. One
person may order sake, another a Japanese
highball, while someone else chooses a
premium Japanese non-alcoholic beer or a
zero-proof cocktail. Despite the numerous
customized drinks, everyone still shares
the same table, the same dishes, and the
same experience.

Expanding beverage offerings doesn't mean
changing the identity of the Izakaya, rather,
it allows for every guest an intentional
choice. A thoughtfully curated beverage
menu should give equal attention to
sake, shochu, Japanese whisky, craft beer,
premium Japanese non-alcoholic beers,
sparkling teas, and zero-proof cocktails.

When every guest has a beverage worth
choosing, the Izakaya becomes more
inclusive while creating new opportunities
for beverage sales. The opportunity isn't
to reinvent the lzakaya, rather, it’s to
rediscover what has always made it special
and find new ways to share that experience
with today's guests.

Seattle * Las Vegas
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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 lwate Prefecture Young
Distinguished Technician Award. In
2006 was selected to be a member
of the board of trustees of his local
alma mater, Fukuoka High School.
Currently is featured in a number of
media outlets including magazines,
radio, and television.

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

Anime, Voice Actors, and Japanese Sake Part 3
g2 -BEHAXNHH=

okyo’s Akihabara and Ikebu-

kuro are widely known as anime

“holy sites,” and at the center of
Ikebukuro stands Animate Ikebukuro
Main Store, one of Japan’s most famous
anime retailers. As the flagship store, it
has become a true destination for fans
from around the world, drawing visitors
who come to experience anime culture
at its source.

In front of Animate Ikebukuro
Main Store, a park nearby has hosted
the Toshima Gijo Festival for two
consecutive years. Backed by the Japan
Ginjo Sake Association—a long-estab-
lished organization in Japan’s sake
industry—the event is a pioneering
collaboration that brings together voice
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actors and Japanese sake culture.

Over 40 long-established sake
breweries from across Japan take part,
bringing their own sake for the event.
Visitors can enjoy tastings alongside
voice actors, hear their live impressions
and comments on the sake, and even
attend stage sessions where the voice
actors share personal stories related to
Japanese sake and their own experi-
ences with it.

The event drew an impressive
lineup of guests, including Moeka
Koizumi, Yui Makonio, Ai Kayano,
Shugo Nakamura, Haruka Kudo,
Kiyono Yasuno, and even Kenchi
Tachibana of EXILE. With such a star-
studded guest list, the plaza in front of
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Animate Ikebukuro Main Store was
packed with visitors, creating a lively
and crowded atmosphere throughout
the event. All of the participating voice
actors and guests are openly known as
sake lovers, and many of their fans have
also come to share that same apprecia-
tion for Japanese sake.

For fans, the experience of toasting
together with their favorite voice actors
over the very same drink, along with
hearing candid personal stories that
rarely come up elsewhere, made this
an unmissable event.

The festival is also expected to
return next year, although the venue
has yet to be decided. If you have the
chance, it is certainly worth attending.m
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weet Japanese sake is the sweet

S flavor you taste, while dry sake
has the opposite meaning.

The sweet flavor in Japanese

sake is derived from the glucose and
glycerin containing in the extract (the
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Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.
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What is the difference between
sweet vs. dry sake?

HOEFONER!

sweet flavor in Japanese sake), while
the dry flavor is derived from alcohol.
Therefore, the components of sake at
first glance appear to be that the more
sugar there is, the sweeter, and the less
sugar, the more dryer, however, that is
not necessarily the case. Even if the
sugar content is the same, the higher
the alcohol content, the dryer the sake
will seem in flavor.

The Sake Meter Value, or SMV,
shows the balance between the sugar
vs. alcohol content in numerical values.
The higher the sugar content high in
specific gravity, the larger the negative
numerical value (sweetness), while
alcohol lighter in specific gravity gen-
erates a larger positive numerical value
(dryness). The Japanese sake SMV is
widely used to measure the sweetness
vs. dryness of Japanese sake, however,
this distinction is originally determined
by human taste buds, and does not nec-
essarily reflect the numerical values
in reference to specific gravity. The
sweetness vs. dryness tasted by human
taste buds is also determined by the
degree of acidity, along with sugar and
alcohol content.

While Japanese sake is given its
acidity and umami flavors using lactic,
succinic, and matic acids, the quantity
of these acids being large or small will
also determine the degree of sweet-
ness vs. dryness. For example, even
if the alcohol and sugar content is
equal in a sake, the higher the acidity,
the dryer the flavor will seem, while
less acidity will seem sweeter in taste.
This is because the sensitivity of the
human taste buds is suppressed by
acidity. Thus, even if the sweet flavor

does not differ in content, the flavor
seems sweeter than apples and man-
darin oranges with less acidity. Also,
the cooler the tongue, the more diffi-
cult to detect sweet flavors, while the
warmer tongue will more readily detect
sweet flavors. This is why warmed sake
is often considered sweet in flavor.

In this manner, since the sweet and
dry elements of Japanese sake are intri-
cately intertwined, the Japanese sake
SMYV alone cannot necessarily deter-
mine these flavors, and it’s indication
is subjective, thus determined to be
different according to each person.
Also, the determination of sweet vs.
dry flavors will change over time.
For example, sake in the Meiji Era
(1868~1912) was generally extra dry
with high acidity, while the Taisho Era
(1912~1926) witnessed the dryness
drop to half, and transition to a sweet
flavor in the Showa Era (1926~1989).
The sweet trend continued to decline
after World War II, becoming slightly
dry after 60 years into the Showa
Era (1985).m
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. (Yamadanishiki & - i Polishing Rate: 55% i Polishing Rate: 60% olishing Rate: 70% olishing Rate: 40% i Polishing Rate: 50%
i Dewasansan) e i (Rice from Iwate) i (Yamadanishiki) i (Gohyakumangoku) i (Yamadanishiki) | (Miyama Nishiki)
Kinokuniya Bunzaemon Asabiraki Ultra Suijin Nabeshima Jozen Aqua Makiri Extra Dry
Junmai Junmai Ginjo Yokawasanyamadanishiki Junmai Daiginjo Junmai Daiginjo

Nakano BC (Wakayama) Asabiraki Co., Ltd. (Iwate) Tokubetsu Junmai Fukuchiyo Shuzo (Saga) Shirataki Sake Brewery (Niigata) Suehiro Sake Brewery (Fukushima) Tohoku Meijo (Yamagata)

This article was courtesy from Shibata Shoten Co Ltd.
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America
was founded with the purpose to promote
further understanding of Japanese sake,
shochu and beer in a shared where 500
million people enjoy wine in North America.
We strive to increase Japanophiles by
furthering understanding of the sake
culture through online Japanese sake

and shochu colleges and books related
to Japanese sake, shochu and beer,

etc. Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies,
etc., to introduce Japanese sake, shochu
and beer to American consumers in a way
that’s easy-to-understand.

34 August 2026 - www.alljapannews.com

Sake Shochu Spirits Institute of America
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Japanese sake type — Classified into four types
according to the concentration of flavor and aroma

Dry/sweetness indicates the degree of sweetness while
smooth/refreshing and rich/full flavor indicates the degree of
richness. The stronger the rice flavor, the more easily the rich
sake flavor is detected, applicable to low-polished sake high in
mineral content such as Junmai, Kimoto, and unfiltered sake
with distinct, full flavors. The characteristics of the flavors,
suitable consumption method and temperatures are differ-
ent by sake type. This report introduces Aromatic Sake and
Refreshing Sake.

Aromatic Sake: Sake with highly aromatic fragrance like
fruits and flowers such as Junmai and Daiginjo. Light to the
palate, refreshing, and smooth sake with a fruity, wine-like
flavor, popular overseas. The aroma is similar to fruits or
herbs. Applicable mainly to Junmai-Daiginjo and Daiginjo,
most fragrant at the temperature range of approx. 41 degF.

Refreshing Sake: Lightest to the palate and highly refresh-
ing, most common among Japanese sake. Applicable to a
wide range of sake from Ginjo to non-premium sake, casually
enjoyed year-round. The aroma is similar to lemon and lime.
Applicable mainly to unpasteurized sake and sake with low
alcohol content, most fragrant at the temperature range of
approx. 41 degF ~ 50 degFm

SAKE Class
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What to Cut, What to Keep:
Managing Costs in a High-Inflation Liquor Store

MES

okyo was already topping 30°C

I in May, making spring feel
shorter than ever. As another

hot summer begins, sake retailers face
a familiar challenge: selling sake in the
heat. With rising costs for ingredients,
shipping, and packaging driving prices
ever higher, this season is shaping up
to be a tough one for both retailers and
customers. Not long ago, liquor stores
could earn a little extra by sending
empty bottles and plastic crates to recy-
cling companies. Today, it's the other
way around. Rising fuel costs mean
retailers now have to pay for collection,
and those fees keep climbing year after
year. Utility bills have also increased,
and with hotter weather stretching the
air-conditioning season, energy costs
have become yet another burden on
the business. Against this backdrop,
I stopped by a traditional liquor store
while visiting a well-known hot spring
town. It was in a perfect location, right
along a busy street where tourists could
easily pick up a bottle as a souvenir or
something to enjoy back at their hotel
or ryokan after dinner. Naturally, I went
in to buy a drink for the evening—but
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the first thing that struck me was how
dimly lit and surprisingly hot the store
was. Even though it was over 30°C
outside that day, the air conditioning
wasn't running, and I found myself
breaking a sweat just browsing the
shelves. While the draft sake was safely
stored in a refrigerator, the rest of the
sake—even the pasteurized bottles—
was sitting in a room warm enough to
make me wonder about its condition.
During my visit, several groups of tour-
ists stopped in to buy sake and snacks.
They left with bottles that were already
warm, wrapped without even a single
layer of protective insulation. If you're
planning to drink it that evening, that's
probably fine. But if you're taking it
home as a souvenir, it's hard not to
wonder whether the quality will hold
up. Perhaps it wasn’t always like this. It
may simply be that, under the pressure
of rising costs, the store has been forced
to cut expenses wherever possible. But
it also raises a question of what “cost-
cutting” really means—and whether,
in the process, something essential has
been trimmed away. In reality, very
few business owners are careless with
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

expenses—most are already highly
conscious of costs. And in a time when
rising prices make higher operating
expenses almost inevitable, it makes
me wonder whether cutting costs in
ways that could potentially harm prod-
ucts or customer experience is really
the right approach. Even if first-time
visitors might stop by, I doubt I would
return a second time. After all, just a
short walk past the busy tourist area,
there was a convenience store selling
local sake as well—making it hard
to see why I would choose the origi-
nal shop again. The convenience store
was bright, cool, and offered the same
prices, so even if it required a bit more
time and effort, it felt like the safer
choice in terms of product handling and
storage. In the end, the ongoing price
increases driven by instability in the
Middle East remain a deeply frustrat-
ing issue.m
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Rick Smith &
Hiroko Furukawa

Beau Timken
Honorary Sake Sommelier & Saka-Sho

Honorary Sake Sommelier

.
Kats Miyazato
Honorary Sake Sommelier

Honorary Sake Sommelier & Saka-Sho
~ Owner "SAKRVANYC

Owner “True Sake”

Owner of M&M Enterprise

MASTER
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SOMMELIER

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

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

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

David Kudo

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

he logo is an important symbol

that represents the product of a
company. When reviewing products
popular worldwide, each company
studies how to best advertise their logos
to have their consumers remember
their logo, an important strategy.
Regardless of the product, consumers
are concerned with visual appeal for
text and descriptions usually escape
the memory.

Audi have four circles, Honda is
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"Creative sushi & Sake” [Ilustrares the technigues of the
fimest sushi cheds throughouwt the world, conoenirating on
the artistic presentations, unigue ingredients and advanced
methods of preparation. The writers were all top Japanese
professional chefs with many years of experience,

[puiblished in English by All Japan Mews, I, in 2005)

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

the letter “H,” and apple is for Apple
computers, logos are easy to memorize.
This is also true for food products.

How does this apply to Japanese
sake? Review of local ads for Japanese
sake, it is difficult to see where the
logo is, and often many of the brands
don’t have one. It’s difficult to tell if the
sake manufacturer’s name is the brand,
or the product name is, or if another
product name is the brand.

Even if a consumer likes a
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particular brand of sake, this makes
it difficult for the consumers to make
the connection between the brand of
sake and the manufacturer, or other
products offered by that manufacturer.
Although the colors and size of bottles
may change according to the brand, the
brand logo should be made most notice-
able for the labeling. Why not consider
a logo that appeal to consumers?.m
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Stylish and Fashionable Sushi for a Modern Lifestyle

« Mew Forms of Sushi
» New Styles of Sushi

= Innovative and Popular Creative
sushi

= Mastering Techniques

= Sushi in the USA and Europe

+ In What Way Has "Sushi” Evolved?
« For all who love Sake
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Joe Mizuno
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Japan Hollywood Network
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Founder
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International
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International
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L Sake Sommelier Sommelier Level LL
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Young’s Market Company
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 Sake Sommelier

Yuzuki

W) Stuart Morris

'(I)V(OJI W9“g o Kurtis Wells Sake Sommelier
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Japon Bistro o o Hana Japanese Restaurant
Koji Aoto

 Sake Sommelier

Manager
Wismettac Asian Foods

Toshiyuki Koizumi
Sake Sommelier

 Sake Sommelier

Savannah
Distributing Co. Inc.

New York Mutual Tradlng

©
. Michael Russell
Gary Imada Eiji Mori
= = Sak:/z,dvisor Sake Sommelier VCemﬁed Sake Sommel/er
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Shino Okita Jonathan Cortez
Certified Sake Sommelier International
 Shochu Advisor Sake Sommelier
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Mutual Trading
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Sake Sommelier Sake Shochu Spirits Instltgte of America
Cenisake (213) 680-0011, AllJapanNews@gmail.com
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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 lwate Prefecture Young
Distinguished Technician Award. In
2006 was selected to be a member
of the board of trustees of his local
alma mater, Fukuoka High School.
Currently is featured in a number of
media outlets including magazines,
radio, and television.

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

Anime, Voice Actors, and Japanese Sake Part 3
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okyo’s Akihabara and Ikebu-

kuro are widely known as anime

“holy sites,” and at the center of
Ikebukuro stands Animate Ikebukuro
Main Store, one of Japan’s most famous
anime retailers. As the flagship store, it
has become a true destination for fans
from around the world, drawing visitors
who come to experience anime culture
at its source.

In front of Animate Ikebukuro
Main Store, a park nearby has hosted
the Toshima Gijo Festival for two
consecutive years. Backed by the Japan
Ginjo Sake Association—a long-estab-
lished organization in Japan’s sake
industry—the event is a pioneering
collaboration that brings together voice
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actors and Japanese sake culture.

Over 40 long-established sake
breweries from across Japan take part,
bringing their own sake for the event.
Visitors can enjoy tastings alongside
voice actors, hear their live impressions
and comments on the sake, and even
attend stage sessions where the voice
actors share personal stories related to
Japanese sake and their own experi-
ences with it.

The event drew an impressive
lineup of guests, including Moeka
Koizumi, Yui Makonio, Ai Kayano,
Shugo Nakamura, Haruka Kudo,
Kiyono Yasuno, and even Kenchi
Tachibana of EXILE. With such a star-
studded guest list, the plaza in front of

O] OIHIEE= 22 21
LENME A2 LE
ot s L2F
£ 220ME X
SLICh
LET=0A 4020 &
= LEF STTYO| AAHE HE
g*= ﬂf SH LdEFE 0N Zeds
Lie2, A0 gt 252 7HelA
21 0|oF7|E =& BT OHEE0] /UE
LICh.Z20[=0] Zo7HN, OH|= {0
M], Z+0|L= OtO[M|, LIZFREt A2 1M,
FESIRIM, Q7R M, 2|1 =

#alat=s
THR| 7t K]
SCIHO”HIE
o2 JAstD U

S
=
-

1E0
=

et

H
[

H
7t

Animate Ikebukuro Main Store was
packed with visitors, creating a lively
and crowded atmosphere throughout
the event. All of the participating voice
actors and guests are openly known as
sake lovers, and many of their fans have
also come to share that same apprecia-
tion for Japanese sake.

For fans, the experience of toasting
together with their favorite voice actors
over the very same drink, along with
hearing candid personal stories that
rarely come up elsewhere, made this
an unmissable event.

The festival is also expected to
return next year, although the venue
has yet to be decided. If you have the
chance, it is certainly worth attending.m
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weet Japanese sake is the sweet
flavor you taste, while dry sake

has the opposite meaning.
The sweet flavor in Japanese
sake is derived from the glucose and
glycerin containing in the extract (the

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager
JFC International Inc.
« I’ INTERNATIONAL INC »
BRANCHES & SALES OFFICES
Head Office: LOS ANGELES
(800) 633-1004, (323) 721-6100
LOS ANGELES Branch
SAN DIEGO Sales Office
LAS VEGAS Sales Office
PHOENIX Sales Office
DENVER Sales Office
SAN FRANCISCO Branch
SACRAMENTO Sales Office
SEATTLE Branch
PORTLAND Sales Office
HOUSTON Branch
DALLAS Sales Office
BATON ROUGE Sales Office
CHICAGO Branch
TOLEDO Sales Office
NEW YORK Branch
BOSTON Sales Office
BALTIMORE Branch
ATLANTA Branch
ORLAND Sales Office
MIAMI Branch
HAWAII Branch
JFC GROUP OFFICE
HAPI PRODUCTS, INC.

What is the difference between
sweet vs. dry sake?

Tkt o 25¢2] x}o

sweet flavor in Japanese sake), while
the dry flavor is derived from alcohol.
Therefore, the components of sake at
first glance appear to be that the more
sugar there is, the sweeter, and the less
sugar, the more dryer, however, that is
not necessarily the case. Even if the
sugar content is the same, the higher
the alcohol content, the dryer the sake
will seem in flavor.

The Sake Meter Value, or SMV,
shows the balance between the sugar
vs. alcohol content in numerical values.
The higher the sugar content high in
specific gravity, the larger the negative
numerical value (sweetness), while
alcohol lighter in specific gravity gen-
erates a larger positive numerical value
(dryness). The Japanese sake SMV is
widely used to measure the sweetness
vs. dryness of Japanese sake, however,
this distinction is originally determined
by human taste buds, and does not nec-
essarily reflect the numerical values
in reference to specific gravity. The
sweetness vs. dryness tasted by human
taste buds is also determined by the
degree of acidity, along with sugar and
alcohol content.

While Japanese sake is given its
acidity and umami flavors using lactic,
succinic, and matic acids, the quantity
of these acids being large or small will
also determine the degree of sweet-
ness vs. dryness. For example, even
if the alcohol and sugar content is
equal in a sake, the higher the acidity,
the dryer the flavor will seem, while
less acidity will seem sweeter in taste.
This is because the sensitivity of the

does not differ in content, the flavor
seems sweeter than apples and man-
darin oranges with less acidity. Also,
the cooler the tongue, the more diffi-
cult to detect sweet flavors, while the
warmer tongue will more readily detect
sweet flavors. This is why warmed sake
is often considered sweet in flavor.

In this manner, since the sweet and
dry elements of Japanese sake are intri-
cately intertwined, the Japanese sake
SMYV alone cannot necessarily deter-
mine these flavors, and it’s indication
is subjective, thus determined to be
different according to each person.
Also, the determination of sweet vs.
dry flavors will change over time.
For example, sake in the Meiji Era
(1868~1912) was generally extra dry
with high acidity, while the Taisho Era
(1912~1926) witnessed the dryness
drop to half, and transition to a sweet
flavor in the Showa Era (1926~1989).
The sweet trend continued to decline
after World War II, becoming slightly
dry after 60 years into the Showa
Era (1985).m
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i OSMV:+11 i i SMV:N/A i OSMV:+7 i SMV:+3.5~4.5 SMV:+12
. i Polishing Rate: 55% i Polishing Rate: 60% i Polishing Rate: 70% Polishing Rate: 40% i Polishing Rate: 50%
e i (Rice from Iwate) i (Yamadanishiki) i (Gohyakumangoku) i (Yamadanishiki) | (Miyama Nishiki)
Kinokuniya Bunzaemon Asabiraki Ultra Suijin Nabeshima Jozen Aqua Ken Makiri Extra Dry
Junmai Junmai Ginjo Yokawasanyamadanishiki Junmai Daiginjo Junmai Daiginjo
Nakano BC (Wakayama) Asabiraki Co., Ltd. (Iwate) Tokubetsu Junmai Fukuchiyo Shuzo (Saga) Shirataki Sake Brewery (Niigata) Suehiro Sake Brewery (Fukushima) Tohoku Meijo (Yamagata)

This article was courtesy from Shibata Shoten Co Ltd.
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Vice President
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America
was founded with the purpose to promote
further understanding of Japanese sake,
shochu and beer in a shared where 500
million people enjoy wine in North America.
We strive to increase Japanophiles by
furthering understanding of the sake
culture through online Japanese sake

and shochu colleges and books related
to Japanese sake, shochu and beer,

etc. Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies,
etc., to introduce Japanese sake, shochu
and beer to American consumers in a way
that’s easy-to-understand.
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Japanese sake type — Classified into four types
according to the concentration of flavor and aroma

Dry/sweetness indicates the degree of sweetness while
smooth/refreshing and rich/full flavor indicates the degree of
richness. The stronger the rice flavor, the more easily the rich
sake flavor is detected, applicable to low-polished sake high in
mineral content such as Junmai, Kimoto, and unfiltered sake
with distinct, full flavors. The characteristics of the flavors,
suitable consumption method and temperatures are differ-
ent by sake type. This report introduces Aromatic Sake and
Refreshing Sake.

Aromatic Sake: Sake with highly aromatic fragrance like
fruits and flowers such as Junmai and Daiginjo. Light to the
palate, refreshing, and smooth sake with a fruity, wine-like
flavor, popular overseas. The aroma is similar to fruits or
herbs. Applicable mainly to Junmai-Daiginjo and Daiginjo,
most fragrant at the temperature range of approx. 41 degF.

Refreshing Sake: Lightest to the palate and highly refresh-
ing, most common among Japanese sake. Applicable to a
wide range of sake from Ginjo to non-premium sake, casually
enjoyed year-round. The aroma is similar to lemon and lime.
Applicable mainly to unpasteurized sake and sake with low
alcohol content, most fragrant at the temperature range of
approx. 41 degF ~ 50 degFm
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What to Cut, What to Keep:
Managing Costs in a High-Inflation Liquor Store

AES7HACHel == Do &AM =71 A
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okyo was already topping 30°C

I in May, making spring feel
shorter than ever. As another

hot summer begins, sake retailers face
a familiar challenge: selling sake in the
heat. With rising costs for ingredients,
shipping, and packaging driving prices
ever higher, this season is shaping up
to be a tough one for both retailers and
customers. Not long ago, liquor stores
could earn a little extra by sending
empty bottles and plastic crates to recy-
cling companies. Today, it's the other
way around. Rising fuel costs mean
retailers now have to pay for collection,
and those fees keep climbing year after
year. Utility bills have also increased,
and with hotter weather stretching the
air-conditioning season, energy costs
have become yet another burden on
the business. Against this backdrop,
I stopped by a traditional liquor store
while visiting a well-known hot spring
town. It was in a perfect location, right
along a busy street where tourists could
easily pick up a bottle as a souvenir or
something to enjoy back at their hotel
or ryokan after dinner. Naturally, I went
in to buy a drink for the evening—but

the first thing that struck me was how
dimly lit and surprisingly hot the store
was. Even though it was over 30°C
outside that day, the air conditioning
wasn't running, and I found myself
breaking a sweat just browsing the
shelves. While the draft sake was safely
stored in a refrigerator, the rest of the
sake—even the pasteurized bottles—
was sitting in a room warm enough to
make me wonder about its condition.
During my visit, several groups of tour-
ists stopped in to buy sake and snacks.
They left with bottles that were already
warm, wrapped without even a single
layer of protective insulation. If you're
planning to drink it that evening, that's
probably fine. But if you're taking it
home as a souvenir, it's hard not to
wonder whether the quality will hold
up. Perhaps it wasn’t always like this. It
may simply be that, under the pressure
of rising costs, the store has been forced
to cut expenses wherever possible. But
it also raises a question of what “cost-
cutting” really means—and whether,
in the process, something essential has
been trimmed away. In reality, very
few business owners are careless with
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

expenses—most are already highly
conscious of costs. And in a time when
rising prices make higher operating
expenses almost inevitable, it makes
me wonder whether cutting costs in
ways that could potentially harm prod-
ucts or customer experience is really
the right approach. Even if first-time
visitors might stop by, I doubt I would
return a second time. After all, just a
short walk past the busy tourist area,
there was a convenience store selling
local sake as well—making it hard
to see why I would choose the origi-
nal shop again. The convenience store
was bright, cool, and offered the same
prices, so even if it required a bit more
time and effort, it felt like the safer
choice in terms of product handling and
storage. In the end, the ongoing price
increases driven by instability in the
Middle East remain a deeply frustrat-
ing issue.m
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Brewery Owner Sake Sommelier and Others
% Kosuke Kuji » Teruyuki Joe Mizuno Cl.'l.izuko
s - | Kobayashi T Niikawa-Helto
4 NanbuBijin Inc. | ] y: Head of the “Regional L Sake Sommelier
| Fifth Generation Taruhei B Coltd. Sake Tasting Club” . .
N Brewery Owner aruhei Bewing (o s a/,(e 5 amurai ..
S .
RS ;
Timothy Sulli Masato Kato Akira Yuhara Hirohisa
E mo )S,a fe Sa:r‘::;; s - Sake Sommelier - Sake Sommelier Kikuchi
N % Wismettac Asian Foods Miyako Hybrid Hotel Sake Sommelier | ¥
> ! 4
Takao Matsukawa . \
{ International Philip Harper + Rachel Koji Wong
. Sake Sommelier Tamagawa Hand Made Macallsgng Owner
.[' Latin Region Speciaist Japanese Sake Sake and Wine Japon Bistro
Q I Mutual Trading Master Sake Brewer Sommelier
Keita Akaboshi Mei HO Miyuki Kaz Tokuhara
Sake Sommelier Sake Sommelier Yoshida Sake Sommelier
Sake Sommelier Manager
Kuramoto US Inc. ; Y True Sake R Wismettac Asian Foods
! ’ «
8} Michael John Mai Segawa Don Lee G d
Simkin Advanced Sake Sake Sommelier == t p ?:Xdlgl? a
- - = . . ake Advisol
MJS Sake Selection VSolraneheVr - Yama Sushi F e e
Owner Tako Grill Owner Chef
Shigeto Terasaka Isao Kiyota Eda Vuong Shino Okita
Sake Sommelier International International Certified Sake Sommelier
T bresident . Kikisake-Shi {5 Sake Sommelier ~ Shochu Advisor
Japan Hollywood Network Academia de Sake Mexico Mutual Trading Hanbai Solutions LLC.
Founder
Sara Guterbock Rachel Fiekowsky Masae Kusada Lora Blackwell
International International International International
VSake Sommeller Sake Sommeller VSake Sommeller VSaIV(e Somrr!eligr )
New York MutuaITradlng NewYork Mutual Tradmg New York MutuaITradlng Genji Sake

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

Young’s Market Company

b

Stuart Morris
Sake Sommelier

Hana Japanese Restaurant

Eduardo
Dingler
queAmbqssador B

Yoshihiro
Sako
Sake Sommelier

Yuzuki

Kurtis Wells
Mixologist

Koji Aoto = Toshiyuki Koizumi
Sake Sommelier
Sake Sommelier
Savannah gl J g e

Distributing Co. Inc.

6
Eiji Mori
Sake Sommelier

Michael Russell
(ertified Sake Sommel/er

' Pacific International

Katana Restaurant
Liquor Inc

Jonathan Cortez
International
Sake Somme/ler

La'ﬂn Reglon Speclallst
Mutual Trading

[Infol

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

Anime, Actores de Voz y Sake

m%‘j{% Japonés - Parte 3

California

SAKE

CHALLENGE

kihabara e Ikebukuro son conside-

radas las mecas del anime japonés,

y en ellas se encuentra "Animate”,
una de las tiendas de contenido de anime
mas famosas de Japon. La tienda insignia
de Animate esta en Ikebukuro.

La tienda insignia de Animate en
Ikebukuro es una verdadera meca del
anime, que atrae a aficionados de todo el
mundo.

Durante dos anos consecutivos, el
"Festival Toshima Super Ginjo" se ha
celebrado en el parque frente a la tienda
insignia de Animate en Ikebukuro.

Este evento, respaldado por la
Asociacion Japonesa de Sake Ginjo, una
importante organizacion histérica del sake
japonés, es una colaboracion pionera entre
actores de voz y el sake japonés.

Mas de 40 bodegas tradicionales de
sake de todo Japon presentan sus pro-
ductos, y el evento ofrece a los actores de
voz la oportunidad de degustar y comen-
tar sobre el sake, ademas de un escenario
donde comparten anécdotas personales
sobre esta bebida.

La plaza frente a Animate Ikebukuro
estaba repleta de estrellas, entre ellas
Moeka Koizumi, Yui Makino, Ai Kayano,
Shugo Nakamura, Haruka Kudo, Kiyono
Yasuno e incluso Kenchi Tachibana de
EXILE.

by Kosuke Kuji

226

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

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

Todos los actores de doblaje e invita-
dos se declaran amantes del sake, y sus fans
comparten esa misma aficion.

Fue un evento inolvidable para los fans,
quienes pudieron brindar con el mismo
sake que los actores de doblaje y escuchar
muchas anécdotas personales.

Este evento se planea repetir el proximo
ano, aunque la ubicacion aun no se ha deter-
minado. jAnimense a acompanarnos!
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Diferencia entre Sake Dulce y Sake Seco
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150 tipos de sake delicioso
Importado de todo Japdén

a través de una red nacional
enviado directamente a usted

Yoshihide Murakami
Master Sake Sommelier
Liquor Manager

JFC International Inc.
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N
Y 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.
JES INC.
Interbranch Distribution Center (IDC)

sake dulce es aquel g
E I ue tiene un sabor du
Ice al beberlo, mien-
tras que el sake seco es
lo opuesto.

El dulzor del sake proviene
principalmente de la glucosa
y la glicerina contenidas en el
extracto (componentes edul-
corantes solubles del sake),
mientras que la sequedad, pro-
viene del contenido de alcohol.
Por lo tanto, desde un punto de
vista compositivo, podria pare-
cer que mas azucar resultaria en
un sake dulce y menos azucar
en un sake seco, pero no siem-
pre es asi. Incluso con el mismo
contenido de azucar, un sake
con mayor contenido de alcohol
tendra un sabor mas seco.

El equilibrio entre el con-
tenido de azucar y alcohol se
expresa mediante un valor de
densidad llamado "Valor del
Medidor de Sake". Un alto con-
tenido de azucar (mas densidad)
resulta en un valor negativo
mayor (sake dulce), mientras
que un mayor contenido de
alcohol (menor densidad) resulta
en un valor positivo mayor (sake
seco). El Valor del Medidor de

Sake se utiliza ampliamente
como un indicador simple del
dulzor o la sequedad del sake,
pero en realidad, es un juicio
subjetivo basado en los sentidos
humanos y no necesariamente
se corresponde con el valor
numeérico que representa la den-
sidad. La dulzura o sequedad
del sake, tal como la perciben
los humanos, depende en gran
medida no solo de su contenido
de azucary alcohol, sino tam-
bién de su acidez. Los acidos
presentes en el sake, como el
acido lactico, el acido succinico
y el acido malico, contribuyen a
su acidez y umami, y el grado de
dulzura o sequedad varia segun
la abundancia o escasez de
estos componentes acidos. Por
ejemplo, incluso con el mismo
contenido de alcohol y azucar,
un sake con alta acidez tendra
un sabor seco, mientras que
uno con baja acidez tendra un
sabor dulce. Esto se debe a que
la acidez disminuye la sensibili-
dad de la lengua al dulzor. Es el
mismo principio que explica por
qué las manzanas y las naran-
jas con menor acidez saben mas
dulces, aunque su contenido de

azucar sea el mismo. Asimismo,
la lengua percibe el dulzor con
menor intensidad en el sake

frio y con mayor intensidad en
el sake caliente. Por eso, el
sake caliente suele tener un
sabor mas dulce. Por lo tanto,
los elementos que componen

la dulzura o sequedad del sake
estan intrincadamente entrela-
zados, por lo que es imposible
emitir un juicio general basado
unicamente en el valor del medi-
dor de sake, y dado que el juicio
es en gran medida subjetivo, es
natural que existan diferentes
opiniones. Ademas, los crite-
rios para determinar la dulzura o
sequedad también cambian con
el tiempo. Por ejemplo, el sake
de la era Meiji era generalmente
muy seco y acido, mientras que
en la era Taisho, la sequedad se
redujo a la mitad. Sin embargo,
en la era Showa, de repente

se volvio dulce. Esta tendencia
hacia la dulzura se debilitoé gra-
dualmente después de la guerra,
y se dice que desde 1985, el
sake tiende a ser ligeramente
mas seco.

L

SMV: +3
Pollshmg Rate: 65%
(Yamadanishiki &

Dewasansan)

4

Kinokuniya Bunzaemon
Junmai
Nakano BC (Wakayama)

i OSMV:+11
i Polishing Rate: 5%
i (Rice from Iwate)

Asablrakl Ultra Suijin
Junmai Ginjo
Asabiraki Co., Ltd. (Iwate)

£ SMV: N/A
i Polishing Rate: 60%
i (Yamadanishiki)

= e

Nabeshima
Yokawasanyamadanishiki
Tokubetsu Junmai Fukuchiyo Shuzo (Saga)

SMV: +7
Polishing Rate: 70%
(Gohyakumangoku)

Jozen Aqua
Junmai
Shirataki Sake Brewery (Niigata)

Ken

{SMV:+35~45
i Polishing Rate: 40%
i (Yamadanishiki)

Daiginjo
Suehiro Sake Brewery (Fukushima)

i SMV:+12
¢ Polishing Rate: 50%
i (Miyama Nishiki)

Makiri Extra Dry
Junmai Daiginjo
Tohoku Meijo (Yamagata)
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Info Yuji Matsumoto Toshio Ueno Ami Nakanishi Atsuko Glick Yoshihide Muraka:m David Kudo Ryuji Takahashi
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Sake Shochu Spirits Institute of America
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Sake Shochu Spirits Institute of America
was founded with the purpose to promote

further understanding of Japanese sake,
shochu and beer in a shared where 500

million people enjoy wine in North America.

We strive to increase Japanophiles by
furthering understanding of the sake
culture through online Japanese sake
and shochu colleges and books related
to Japanese sake, shochu and beer,

etc. Especially sampling parties directly
approaches consumers and no doubt
contributes to expanding the market.
Also, our final purpose is to facilitate
communication with sake breweries, sake
producers, and distribution companies,
etc., to introduce Japanese sake, shochu
and beer to American consumers in a way
that’s easy-to-understand.

Instituto de la Espiritu

Sake Shochu de América

Tipos de Sake: Clasificados en cuatro tipos
segun la intensidad de su sabor y aroma

Seco y dulce indican
el grado de dulzor, mientras que ligero y
con cuerpo indican la intensidad del sabor.

El sake con un fuerte sabor a arroz tiend
e a tener un sabor mas intenso. Los tipos con
bajo grado de pulido, como el junmai-shu, el
sake estilo kimoto y el sake sin filtrar, que con-
servan mas aminoacidos y minerales, per-
tenecen a esta categoria y poseen el aroma
con cuerpo caracteristico del arroz.
El sake japonés se puede clasifi-
car en cuatro tipos segun la intensi-
dad de sabor y aroma.

Cada tipo tiene diferentes carac-
teristicas de sabor, métodos de servi-
cio adecuados y temperaturas de servicio.
En esta ocasion, presentaremos el
Sake Aromatico y el Sake Refrescante.

Tipos de sake aromatico

Este tipo incluye el ginjo-shu y
el daiginjo-shu, con un aroma fra-
gante que recuerda a frutas y flores. Tiene
un sabor ligero y refrescante, un sake cono-
cido como "limpio”. Su sabor afrutado, similar
al del vino, lo hace popular en el extranjero.
Aromas principales: frutas, hierbas.
Tipos principales de sake: junmai daiginjo, dai-
ginjo. Temperatura 6ptima de servicio para
apreciar su aroma: alrededor de 10°C.

Tipos de sake refrescante

Este es el tipo de sake mas comun, a
menudo el mas ligero y refrescante. Abarca una
amplia gama de sakes, desde el Ginjo hasta el
sake tradicional, y se puede disfrutar de forma
informal durante todo el aino. Aromas princi-
pales: limon, lima; principales tipos de sake:
Nama-zake, Nama-zume-zake, sake de baja
graduacion alcoholica; temperatura ideal para el
desarrollo del aroma: de 5 a 10°C.
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Ryuji Takahashi

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

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

trends, while managing a jizake retail store.

Reflexiones de una licoreria en tiempos de precios elevados
-Gastos que recortar y gastos que proteger-

Tokio, las tempe-
E raturas superan los

30°C desde mayo.
La primavera dura apenas un
mes, desde mediados de marzo
hasta mediados de abril, y con
la llegada de mayo y la inestabi-
lidad en Oriente Medio, hemos
entrado en el verano, una época
dificil para la venta de sake. Los
costos de las materias primas,
el transporte y los materiales
se han disparado, y los pre-
cios del sake siguen subiendo
en general. Hace un tiempo,
se podian ganar unas decenas
de yenes reciclando bote-
llas y cajas vacias, pero ahora,
debido al aumento del precio de
la gasolina y otros costos, hay
que pagar. Las tasas de reco-
gida también se han duplicado
debido al impacto del precio
del combustible. El precio de la
electricidad también ha subido
en comparacion con hace unos
anos, y el nimero de meses en
los que se usa el aire acondicio-
nado ha aumentado, por lo que
los costos de los servicios publi-
cos también estan ejerciendo

presion sobre los negocios. En
medio de todo esto, durante
una visita a un famoso pueblo
de aguas termales, me topé
con una licoreria tradicional en
una calle frecuentada por turis-
tas. Todos compraban sake

de recuerdo o bebidas para
disfrutar en sus habitaciones
después de cenar en el hotel

o la posada, ya que la licoreria
estaba en una ubicacion per-
fecta. Naturalmente, también
entré para comprar sake para

la noche, pero me sorprendio

lo poco iluminado y caluroso
que estaba el interior. A pesar
de que la temperatura exte-

rior superaba los 30°C ese dia,
no habia aire acondicionado y
sudaba profusamente mien-
tras miraba el sake. Aunque el
sake sin pasteurizar se guardaba
en el refrigerador, la tempera-
tura dentro de la tienda era tan
alta que me preocupaba incluso
el sake pasteurizado. Mientras
estaba dentro, varios grupos de
turistas entraron y compraron
sake y bocadillos, pero todos
compraron sake tibio sin siquiera

una capa de material aislante. Si
bien el sake podria estar bien
para beber ese dia, me preo-
cupaba que las personas que

lo compraban como recuerdo
pudieran sentirse un poco inco-
modas. Quizas antes no era

asi, pero debido al aumento de
precios, es posible que hayan
tomado medidas para reducir
costos. Sin embargo, senti que
estaban recortando gastos en
cosas que no deberian recor-
tarse. Creo que es normal que
los duenos de negocios sean
conscientes de los gastos, y
muy pocos malgastan dinero.
Ademas, con el aumento de
precios que naturalmente incre-
menta los gastos, me pregunto
si las medidas de reduccion de
costos podrian perjudicar los
productos o a los clientes. Si
bien los turistas que visitan el
lugar por primera vez podrian
disfrutarlo, personalmente yo no
regresaria. Esto se debe a que si
caminas un poco mas alla de la
zona bulliciosa, hay una tienda
de conveniencia que también
vende sake local. La tienda es

luminosay fresca, y los precios
son los mismos, asi que, aunque
requiere un poco mas de energia
y tiempo, me siento mas tran-
quilo comprando en una tienda
de conveniencia en términos de
gestion de productos. Aun asi, el
aumento de precios debido a la
situacion en Oriente Medio es un
verdadero dolor de cabeza.
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