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Ponzit Satice

kikkoman

Dress up your Kitchen
Kikkoman-Style!

Try Kikkoman’s New Selection of Savory Sauces!
Kikkoman provides the versatility that
the modern kitchen demands.

Ponzu

- Citrus Seasoned Dressing & Sauce

A refreshing taste and aroma of
Citrus Soy Sauce! From seasoning
to finalizing, Ponzu inspires endless
possibilities.

Packet size alvo avatlohle

Ponzu Lime

- Citrus Seasoned Dressing & Sauce

With a Kick of lime juice to the
umami feel of soy sauce, it will add
a Latin twist to any Asian dish!

Unagi Tare / Sushi Sauce
- One sauce is all you need for unagi
Sushi dishes, sushi rolls and teriyaki.

Sauce
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Pincket size alve avatlable

Katsu Sauce

- Japanese Steak & Cutlet Sauce

A luscious fusion of apples,
vegetables and blend of spices.
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SUSHI 2| Taste the delight of
VINEGAR f‘! Kikkoman Sushi Vinegar,
'1 with its hint of sweetness
g-b :' and its fruity, brewed

note of rice vinegar.
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Ging Sen
With Ging Sen, making GING SEN

your own sushi vinegar RICEVINEGAR BLEND
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is easy. You can also SEASONED

expand variations of GRAIN VINEGAR

Japanese-style vinai- =~ ]

Japanese-sty Fd Syt

grette, sunomono. :.;"
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Kotteri Mirin
For teriyaki,
misoyaki, and
nimono! Enhance
your dish with a
delicate sweetness
and appetizing glaze.

KOTTERI MIlI
MIHIN STYLE SWEET COOKING SEAL | Sisssass
5 GALLONS (18.91) ¥
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PPANKO
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SELLY

Panko

- Japanese Style
Bread Crumbs

Tempura Batter
- Japanese Style
Tempura Batter Mix

1

Kikkoman Sales USA, Inc.
www.kikkomanusa.com
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Maruhana USA Corporation

* Maruhana USA

Address:

Main office in Los Angeles
4455 Sheila St. Commerce, CA 90023

TEL: (323) 582-5555
FAX: (323) 582-3060
Las Vegas office

TEL: (310) 218-9414
FAX: (702) 818-4705
Hawaii office

TEL: (808) 485-0303
FAX: (808) 485-0404

Since it was established in 1989, Maruhana USA 1989 EDF/KILLIK. ¥IL/NF USA
Corporation has conducted trading operations |(FEABMOBAZE. HEEZEATWS,
centered on wholesaling Japanese food. Starting LXKZYPHRIX—/—%ZFLH. 7
with restaurants, its customers include Japanese, 7%k, KRY—T v hZEEEET D, &
Asian and American supermarkets, centered in ®AU T AIL=FZHLHE LT, 2007
Southern California. In June 2007, it opened its 6 BICIEFZ ARG R, 2008 6 Bic
office in Las Vegas and in June 2008, its office in (&/\7 -+ & EMA R EL5 | #bik DK &
Hawaii, every year expanding its operations. LTW3,

Maruhana strives to provide attentive service and HWITL A RS UH 5 EHElID VT —
rapid response for local restaurants, to the delight of E X &RERFETHEWTMEZ T T §
its customers. All of the employees are Japanese W%, T—ILAVVIFEEHAAT, &
and the salesmen are waiting to quickly respond to ABA—F—ICERNIGTED LS. BM
orders for everything from groceries to professional H5Z7HBLANS YT TFS1ET |
restaurant supplies, which are all in stock. THRZBIRE VWD RV REDI R,

ATHHDET. HEFFEL
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Delicious Miso Soup
at the touch of a button!

Introducing the Miso Soup Dispenser

No mess. No stress. No waste! Perfect bowls of Miso Soup in just a few seconds.

s Powder Type

Ideal for lapanese & all restaurants. Fast food and take outs. Office and factory lunch reoms, and more

Simple to A% . No More
£\ Adjust y Delicious /\|' Waste
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n the U.S., there are approximately
14,000 Japanese restaurants in business
and the number keeps growing.

Japanese cuisine firstbecame popular
in the U.S. through selections such as
sushi, teriyaki, and sukiyaki. Today,
popular items are expanded recently to
udon, soba, and ramen.

Therefore, our magazine is planning
a special issue on noodle shops with the
main focus on ramen. As a popular selec-
tion following sushi, we hope that ramen
becomes another steadfast favorite in
Northern America.

Ramen shops don’t need to be fancy

KTHABLAN YA T140008 %18
ZTEREABTTNS,
HABDNZAUATENSGNDLSICoTe
tBiZ. BABEEZIEER., TUVPF 92
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FRICHECRERFELLT, LK KEEICE
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inside, so stores designs can be done rela-
tively cheap. With noodle manufacturing
and distribution companies available,
the success of a ramen shop will depend
largely on the owner’s ambition.

The popularity of ramen in the U.S.
started with Japanese consumers and
quickly expanded mainly through Cauca-
sian consumers within the past one or
two years, followed by Asian consumers.
As seen previously with sushi restaurants,
any ramen shop is sure to have customers
upon opening.

In this special issue, we’d like to
reporton thehistoryofnoodle production,

T—AVIERE, BERODENWICHSRTD
WS, [ERRETOEIE LR HEKDEE S,

BHESt. RBSHEEHBL. BRIEEAD
PEIREEWSETBL,

AEODVNEKIXTHRARFOLS, D1,
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S—AVEFIEREX TR, <FREW L
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Producing Finest Quality Japanese Noodles Since 1981.
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o 2=-FLAd

KFSL,

BEDRA—=TICeyF L=
HEEEBBEYMLET.

Please Ask Us for Customized Ramen
Noodles for Your Restaurant.

S—X - PEFESHBEIL- BASE
SEA BRFE BBBA—TR—-X
=5’“*v“/dl_— Sun Noodle California

1505 W. Mahalo Place, Rancho Dominguez, CA 90220
Tel: (310) 764-0100 Fax: (310) 764-0150

www.sunnoodle.com keisuke@sunnoodle.com
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followed by sales, costs, and the process of
opening a ramen shop.

We hope our issue will prove helpful
to professionals already in the ramen
industry, and also helpful to profes-
sionals who hope to operate restaurants
that serves two different types of cuisines
from day to night.

When Japanese Restaurant Asso-
ciation of America conducted a survey
ten years ago, many respondents indi-
cated that their favorite Japanese food
was sushi, yet they didn’t eat it more
than once a month. However, in this
year’s survey results, many respondents

WERBS,
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Ramen Front Line in the U.S.
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indicated eating sushi more than once a
week. Also, ramen ranked second as the
most popular Japanese dish. It’s exciting
to imagine the possibility of approxi-
mately three hundred million Americans
enjoying ramen once a week.

Ten years from now, it’s possible to
imagine approximately 30,000 Japanese
restaurants in business, of which a third
will be ramen shops. Further coopera-
tion among industry professionals will
prove vital. Our magazine will also strive
to provide more information than ever
before. This issue was made possible by
the following sponsors.
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BB ramenfrontLineinthe us. | Part 1 |

From Shina Soba to Ramen
-The ramen craze emerging worldwide-
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Sapporo Ramen

urveys indicate the top two foods that

foreign visitors enjoy is sushi, followed
by ramen noodles. Reflecting back in
history, ramen was traditionally referred
to as “Shina soba” or “Chinese noodles”
until the 1960’s, and enjoyed nationwide
as common food.

After the 1960’s, a Chinese noodle
restaurant in the city of Sapporo,
Hokkaido, changed the history of ramen
when they renamed their noodles as
“Sapporo Ramen.” The fashionable
naming of shina soba was unheard of
until then, a revolutionary introduc-
tion of a new ramen. It wasn’t long before
this ramen became widespread from the
northern island to Tokyo and nation-
wide, similar to how the “California roll”
originated as “sushi” in Little Tokyo, Los
Angeles and spread worldwide.

When  we  review  customer
demographics for shina soba (Chinese
soba), they are generally middle age to
older customers and families. Sapporo
ramen was popular among young
diners in their 20’s and 30’s, especially
among women. The reason Sapporo
ramen appealed to this demographics is
because of publicity in fashion magazines
targeting younger age groups and in
womens’ magazines is how ramen shops
catering to local communities expand to
open branches nationwide.

Let’s compare Chinese soba and Sapporo
ramen.

While Chinese soba is simple,
consisting of soy sauce flavored soup and
naruto (kind of fish cake), seaweed, char
siu, memma (fermented and processed
bamboo shoots), Sapporo ramen is offered
in various flavors of soups such as soy
sauce, miso, salt, or salt and butter flavor,
with various toppings to the noodles
such as broiled egg, wakame seaweed,

bean sprouts, corn, Chinese cabbage, and
ground meat, a big change in ingredients.
In the 1970’, the instant noodle industry
started by major food manufacturers
becomes active in their local product
development that tastes good and can be
enjoyed instantly as a trusted brand that is
made in Japan. Various flavors of instant
noodles are introduced annually to suit
public taste, such as soy sauce, miso, salt,
and pork, along with different blends of
spices to offer variety. Before Japanese
foods become popular abroad, their
acceptability is generally tested through
a process starting with domestic Japanese
and Japanese American populations in
the U.S., then among Asian populations,
and finally among the general population.
When these diners have the opportu-
nity to visit Japan through business or
pleasure, they try sushi and ramen in
Japan and develop a deep understanding
of Japanese culinary traditions. One great
example is the tourism of the Tsukiji fish
market by foreign tourists, and the casting
of American actress Brittany Murphy in
the film, Ramen Girl (2008).

Sapporo Ramen from Sapporo,
Hokkaido, contributed to local authori-
ties for local revitalizations nationwide.
Kitakata ramen is the most exemplary of
such ramens.

Since Sapporo ramen is miso
flavored, Kitakata ramen was soy sauce
flavor. From Tokyo and metropolitan
districts, visitors flocked in tourist buses
to try the ramen. Next came the pork-
flavored Hakata ramen enjoyed with
red ginger, which became so popular
that some visitors frequent the ramen
shop three times a week. These three are
known today as the three most popular
ramens in Japan. The three regions that
produced these ramen are now globally
renowned ramen brands.

by Atsushi Ashizawa

Hakata Ramen
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SAKE SOMMELIER CLUB

Kosuke Kuji

Nanbu Bijin Inc.
Fifth Generation
Brewery Owner

Noritoshi Kanai Hiroyuki Enomoto

Honorary Sake Sommelier
President,
JFC International

Honorary Sake Sommelier
President,
Mutual Trading Company Inc.

Keita Akaboshi

Manager & Sommelier,
Sake Bar “Kirakuya”

Chizuko Niikawa-Helton Rick Smith
Sake Sommelier &
Hiroko Furukawa

Honorary Sake Sommelier.
Owner “SAKAYA NYC”,

+
B

0 3 o
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GEKKEIKAN SAKE

hile several Japanese sake tasting events are held annually in recent
Wyears, there are only five to ten professional sake sommeliers in the U.S.,
and consumer knowledge about Japanese sake is gradually increasing.

The goal of this report is to contribute to expanding the U.S. market by providing
information about Japanese sake to professionals affiliated with the sake industry,
sommeliers and Japanese restaurant industry professionals (approximately 80% of
the owners are Asian).

We introduce the pairing of Daiginjo, Ginjo, Junmai, Honjozo sake with
seasonal dishes specifically enjoyed in spring, summer, fall and winter. We cover
the deep flavors of Japanese sake, their compatibility with various dishes, and over
ten various flavors of sake enjoyed from hot to cold, depending on the temperature
range.

This column from the Sake Sommelier Club was made possible due to our spon-
sors listed above.

Joe Mizuno

Head of the
“Regional Sake Tasting Club”

Toshio Ueno
Master Sake Sommelier

Yuji Matsumoto

Master Sake Sommelier
Kabuki Restaurant,
Beverage Manager

David Kudo

Honorary Sake Sommelier.
President,
All Japan News.

Toshiyuki Koizumi

Sake Sommelier,
Owner “WASAN”

HAKUTSURU
SAKE
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quality seafood and great service to Southen California restaurants.
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For over 25 years, Ocean Group, Inc. has been providing
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1100 S. Santa Fe Ave. Los Angeles, CA 90021

www.oceanfreshinc.com Email: info@oceanfreshinc.com

TEL: (213) 622-3677 FAX: (213) 622-3437
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SAKE SOMMELIER CLUB
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he city where my brewery is, Ninohe

city of Iwate prefecture, is home to
community radio station “Cassiopeia
FM” started two years ago, the second in
Japan and the first in the north eastern
Japan (Tohoku), founded by an NPO. The
station boasts of radio programs made
by locals for locals, aired in four town
centered around Ninohe city.

For Cassiopeia FM, Iserveasaperson-
ality for a five-minute radio segment
“Brewery Spirits” for the program Planet
Wave, aired Monday through Friday from
5:00 to 6:00PM.

“Brewery Spirits” is a radio segment
about covers stories on sake manufac-
turing and pairing with Japanese cuisine,
about microorganisms pertaining to
sake such as yeast and koji yeast, how
sake relates to health, and various other
subjects along with past and present news
topics. Our program is airing for over
four years now, thanks to our dedicated
listeners.

In Brewery Spirits, I also discuss

SAKE NATION

by Kosuke Kuji

Local radio station
starts a program about sake

WMRDIFIARTEEDEEO>TVWET

incidents from my business trips and
samplings I attend. In this especially
popular segment, I talk about my trips to
the U.S. and China of course, India, which
I recently visited, and Dubai. I recently
talked about my trip to Brazil as well.

Ninohe city, where I currently reside,

isnotametropolitan city so few companies
go abroad for business trips. Therefore,
listeners say they enjoy hearing my first-
hand accounts about how sake from Iwate
prefecture is enjoyed by consumers world-
wide and about current state of affairs
worldwide, since it makes them feel as if
they’re traveling themselves.
Especially interesting to my listeners is
the consumer response to sake tasting,
what type of people are attending these
samplings, etc.

While IT technology is advancing
daily through homepages, blogs, podcasts,
etc., I recently feel that radio, a medium
used in every home for a long time, is the
most intimate way to disseminate and
share information.
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GEKKEIKAN SAKE
Ultra Premium Junmai Daiginjo

‘v np

41

HORIN

MONDE SELECTION Brussels
WORLD SELECTION OF QUALITY

2006 -

R

!, ‘Q. from the house of

i y GEKKEIKAN

the world’s finest sake

www.gekkeikan-sake.com

Drink Responsibly

2009 GRAND GOLD MEDAE

I look forward to continuing to
cherish my role in transmitting news
relating to Japanese sake overseas through
this community radio station, “Cassio-
peia FM.”

“Cassiopeia FM” Homepage
http://www.779.jp
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Kosuke Kuji
Fifth Generation Brewery Owner / Nanbu Bijin, Inc.

Born May 11, 1972. Entered Tokyo University of Agricul-
ture’s Department of Brewing and Fermentation. In 2005
became the youngest person ever to receive the Iwate Pre-
fecture 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 fea-
tured in a number of media outlets including magazines,
radio, and television.

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

EYLUT

As indicated in the diagram below,
sake ingredients besides water and
production method can be selected and
customized to suit the brewery’s intent.
Each and every step of the process culmi-
nates to produce the ideal flavors of sake.
For example, if the ideal quality of sakeisa
savory taste, then the sake rice of choice is
Gohyakumangoku, or Yamadanishiki to
achieve a rich body taste. In other words,
the brewery can select the brand and the
production location for their sake. Also,
the production process can be selected to
achieve their unique, desired taste.

Each step plays an important role
in sake production. If the koji rice is
not adequately prepared, then the yeast
won’t function as desired. Preparations
such polishing, soaking, and steaming
the rice comes before that step. Also, in
the fermentation process, even if the koji
rice is perfectly prepared, if the fermenta-
tion temperature and preparations aren’t
done correctly, the ideal sake cannot
be produced. Daiginjo, Ginjo, Junmai,
Honjozo listed on the labels are examples

SAKE SOMMELIER

by Yuji Matsumoto

The difference in mechanism
between sake and wine

HEBHET1 Y DFEDANZX LDEL

of different processing methods (one part
of processing rice), and cannot be refer-
enced to measure the excellence of the
quality of sake.

It’s important to understand
this process, and to see how different
processes and ingredients influence the
quality of sake. As mentioned above,
each step in the process influences the
other to determine the quality of sake, so
please understand that a single step of the
process or a single ingredient will be the
determining factor for the quality when
tasting sake. Conversely, the wine has an
opposite process where the grapes, the
main ingredient, largely determines the
quality of wine, a product that is possible
to make only because of the main ingre-
dient. If the label says chardonnay, then
the grapes to make chardonnay must be
selected. Similarly, if the label indicates
Nappa, then Nappa grapes must be used.
Also, the climate of the production year
will largely determine the quality of the
ingredient, thus the production year must
also be listed on the labels.
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Yuji Matsumoto
Master Sake Sommelier

A

10 JAPANESE RESTAURANT NEWS

Finalist of the 2nd World Sake Sommelier Competition. Graduated from Keio University Fac-
ulty of Law, Department of Political Science. Worked for Nomura Securities for 10 years.
Former president of California Sushi Academy Former chief of planning dept. at Mutual
Trading. Currently working for Kabuki Restaurant Corp. as a Beverage Manager of Sake.
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Ozeki proudly presents the debut of a
new hip-elegant excitement! Steeped
in Japanese tradition and brewed

in sunny California, “Sake Go” will
excite the palates of novices and
seasoned sake drinkers alike.
With its crisp, refreshing taste
and smooth feel, Sake Go is
a casual indulgence that
everyone can enjoy.

18L
ltem# 16600

1.5L
[tem#16601

‘E’feﬂu” RMNATIONAL INC

800.633.1004
info@jfc.com
www.jfc.com

Ozeki Sake (USA), Inc.

831.637.9217




HAKUTSURU
SAKE
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ORGANIC JUNMAI SAKE

Using only the premium Californian rice, Hakutsuru

"

Organic Junmai Sake is carefully brewed with
sophisticated skills and techniques.

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

Sharp and exhilarating. Dry and light—bodied.

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

on the temperature.

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

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

No additives. No preservatives.

www.hakutsuru-sake.com




It ase signin for our Email Newsletters.

You can enjoy reading our publications on your Emails same as the hard copy.
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[ Subscription of Newsletter Sign in J

Just simply log in your mail. Sake Magazines and Japanese Restaurant News.
Then we will be able to send newsletter to your email.

URL: http://bit.ly/sushisakenewsletter

o
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' We will send you periodically Published Sushi and

You can access through Barcodes.
BEKRD Email PRLRAZAALTLIEZ W, RFETD
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Now we have a facebook community P
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[ Please connect to us )

URL : http://on.fb.me/sushisakepage t'
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Food Handler Certificate Class

Rm@EIo5X

he “Food Handler Manager’s Class”

hosted by the Japanese Restaurant
Academy marked their 130th class held
in 13th years with approximately 5,000
certified professionals to date.

California ~ health  regulations
maintain the highest standards nation-
wide and is getting more strict, requiring
all restaurant and grocery professionals
(excluding the certified Food Handling
Manager Class) to obtain Food Handler
Certificates.

The biggest reason is because food
handling classes for management class
employees (for owners and managers)
alone don’t result in thorough compliance
overall. Also, approximately 76 million
people a year suffer food poisoning in the
U.S. today, of which 5000 cases result in
death (according to CDC).

The top five causes for food poisoning
is: 63% food stored at incorrect tempera-
tures, 29% food products prepared sooner
than expected, 27% food temperature
retained at incorrect temperatures, 26%
insanitary or infected employees, and
25% reheated food at incorrect tempera-
tures. Other causes include contaminated
food products and chemical agents,
hazardous suppliers and various other
reasons. (According to CDC reports,
various causes contribute to figures over
100%)

Current food handling classes consist
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of six hours of instruction followed by a
test with 85 questions. A score of 75% and
above is considered passing. Certificates
are valid for five years (mainly for owners
and managers).

The new food handling classes
consist of over three hours of instruc-
tion followed by a test with 50 questions.
A score of 75% or above is considered
passing, and certificates are valid for three
years (for all employees besides certified
owners and managers).

For the implementation of this new
law, we publish a sample document here
for your reference not only for testing
purposes, but also for everyday reference.
We hope you find this helpful in your
daily food handling practices.

1. To provide the safest food products
possible

The FDA Food Code, written by the Food
and Drug Administration (FDA), identi-
fies the food illustrated in Exhibit 1A as
potentially hazardous food.

(1) Food poisoning: Defined as two
persons eating the same foods resulting
in illness

(2) Persons most prone to food
poisoning: Consumption of animal
products not thoroughly cooked leads to
highest possibility of illness.
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(3) Cure must be taken to prevent
contamination when handling ready-to-
eat food - food that is edible without any
further washing or coking. It includes
washed, whole, or cut fruit and vegeta-
bles; deli meats; bakery items; sugars,
spices, and seasonings; and properly
cooked food.

(4) Potential Hazards Food Safety
Unsafe food is usually the result of
contamination-the presence of harmful
substances in the food. Some food safety
hazards are introduced by humans or
by the environment, while others occur
naturally. These hazards are divided
into three categories: biological hazards,
chemical hazards, and physical hazards.
1) Biological hazards: include certain
bacteria, viruses, parasites, and fungi, as
well as certain plants, mushrooms, and
seafood that carry harmful toxins.

2) Chemical hazards: include pesti-
cides, food additives,
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preservatives, cleaning
supplies, and toxic metals
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77 By far, biological hazards
é pose the greatest threat

to food safety. Illness-
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heat treated plant food,
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causing  microorganism
are responsible for the
majority of foodborne-
illnes outbreaks.
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PANEN . —
World's|First Sushi M-ac::ﬂme Manufacturer - SUZUMO

M 1

e

Roll E 1 Sharp, Fast &

Sushi Automatic Roll Cutter

CEATINLE

Table - Top Roll Machine

SVR-BRX

Capacity : Approx. 250 - 300 rolls / hr

ndividually !

==

Wraps Sushi I

Sushi \‘J;';;:::ing Machine

Finger Food ! SG P'SNA

EES]J' to Dpen ! Capacity : 1,000 - 2,000 pieces / hr

Roll Sushi Making Machine  Rice Sheet Making Machine  Sushi Machine Chest-type Sushi Machine  Cooked-Rice Blender

SVR-NNX SVR-NNY SSN-GLA SSG-SCS “sHarikkA” MICR-UNC
Capacity : Approx.300 rolls / hr Capacity : Approx.800 sheets / hr  Capacity : 2,000-3,000 pcs / hr Capacity : Migin : 0-1800pesthr Capacity : Maximum 15kg
Crmusub © 0-750pesihr (33 Ib.) of cooked rice
1608 51, —Ié

WE!VE{;E Suzumo International Corporation

379 Van Ness Ave., Suite 1406 Torrance, California 20501 @:@
Tel : 310-328-0400 Fax : 310-328-2700 T
Service : 310-328-3309

E-mail : sic@suzumokikou.com http://www.suzumokikou.com

SUZUMO

Crnshre Bhd.
Van Ness five.

‘Westam Av,

Tomance Bhd.,




2011 FOOD EVENT CALENDAR

February

The Italian Wine Masters

2/1 Tpm - 6pm Palm

Beach, Florida.

The Italian Wine Masters is a multi-
year series of tastings and educational
seminars designed specifically for
members of the wine trade and media
in the United States. The Italian Wine
Masters is presented by four of Italy's
most prestigious winemaking regions,
D.0O.C.G. Brunello di Montalcino, D.O.C.G.
Chianti Classico, D.0.C.G. Vino Nobile di
Montepulciano, and D.O.C.G. Conegliano
Valdobbiadene Prosecco  Superiore.
All reservations must be made online.
For questions only, please contact Liz
DeMartino at l.demartino@ieemusa.com
with your name, affiliation, email and
telephone number, or call 305-937-2488.

Enumclaw Chocolate Festival
2/4-5 12pm - 10pm

Enumclaw, Washington

$12.Join the City of Enumclaw, Sip City
Wines, & the Enumclaw Chamber of
Commerce for the 3rd annual weekend of
fine wine, delicious chocolates, shopping,
food & friends.

2011 Carrot Festival

2/4 -13

Holtville, California

Fun for everyone. Parade, carnival, food,
and cooking contest in the 'Carrot Capital
of the World'.

Wine & Food Festival

2/5

Great Falls, Montana

www.gfcvb.com

An evening of sampling over 100 wines
and beers, and food from the Montana
area.

The Italian Wine Masters

2/8 11lam - 6pm

New York, New York

A multi-year, global collaboration
showcasing more than 100 producers from
four prestigious Denominazione di Origine
Controllata e Garantita (D.0.C.G.) wine-
producing regions of Italy. All reservations
must be made online. For questions only,
please contact Erica Nonni at enonni@
myoungcom.com with your name, affiliation,
email and telephone number, or call 212-
620-7027.

National Grocers Association
AnnualConvention&Supermarket
Synergy Sjowcase

11/13 - 16

Jacob K. Javits Convention Center. NY
www.nationalgrocers.org

From store design to grocery checkout,
the 2011 N.G.A. Annual Convention and
Supermarket Synergy Showcase offer
trading partners the opportunity to network
and build relationships within every phase
of the grocery business.

WBCA Jalapeno Festival

2/18-19

Laredo, Texas

www.wbcalared.net

The one-and-only original Jalapefio Fesitval
celebrates its 33rd anniversary where the
world renowned Jalapefio Eating contest will
crown a new champion. In addition there's a
cook-off with the chef's using the Jalapefo
as the central ingredient. (Washington's
Birthday Celebration Association)

6th Annual Coffee and

Tea Festival NYC 2011

2/19-20

New York, New York
www.coffeeandteafestival.com

A two-day festival celebrating everything
related to coffee and tea. The event will
showcase local and national coffee and

tea companies who will provide samples
to attendees and will include two days of
programming on various topics related to
coffee and tea.

Annual Meat Conference

2/20-21

Denver, Colorado

The 2011 Annual Meat Conference will
deliver bold thinking about selling
strategies, operational efficiencies,
packaging, marketing, technology, and

workforce issues.

McCormik’s Fish House & Bar Red
Wine & Seafood

2/24
Denver, Colorado
Sumptuous  seafood offerings from

McCormick's Fish House & Bar...perfectly
paired wines from Southern Wine & Spirits...
desserts from Gateaux Specialty Cakes
and Pastries... great jazz...a fun crowd...
and a fabulous silent auction...no wonder
Red Wine & Seafood is a sellout every year!
The Volunteers of America Guild is proud
to present Red Wine & Seafood for the 16th
year...and best of all, proceeds benefit the
women and children of Brandon Center, the
Guild's shelter for women and their children
who are homeless or escaping domestic
violence.

South Beach Wine &

Food Festival

2/24-27

South Beach, Florida

www.sobefest.com

The Food Network South Beach Wine &
Food Festival presented by Food & Wine is
a national, star-studded, destination event
showcasing the talents of the world's most
renowned wine & spirits producers, chefs &
culinary personalities. Hosted by Southern
Wine & Spirits of Florida and Florida
International University (FIU), the festival
benefits FIU's School of Hospitality and
Tourism Management Teaching Restaurant
and the Southern Wine & Spirits Beverage
Management Center.

International Restaurant &
Foodservices Show

2/27-3/1 10am -5pm

Level 1 - Exhibition Halls 1C, 1B

Jacob K. Javits Convention Center

655 West 34th Street

New York, NY 10001

Being organized for 3 days at Jacob
K. Javits Convention Center, USA,
International Restaurant & Foodservice
Show-New York is recognized as an
eminent show for boosting hospitality
sector. Baked with success, the fair will
be hosted by Reed Exhibitions and will be
opened for trade only.

March

RCA Annual Conference &
Culinology Expo

3/2-5 Atlanta, Georgia
www.culinology.com

Over 1,200 professionals, who are
among the most innovative food product
developers around, will gather in Atlanta
for the 2011 RCA Annual Conference &
Culinology Expo. Our conference is the
only R&D conference focused on the
discipline of Culinology - the blending of
culinary arts and food science.

Classic Wine Auction

3/6 Portland, Oregon
www.classicwinesauction.com

The Classic Wines Auction at the Oregon
Convention Center is the largest charity
auction in Oregon and features a stellar
line up of guest chefs and winemakers.
Each year the auction selects four
honorary wine ambassadors to represent
Oregon, Washington, California and
an International region. This vyear's
ambassadors are Stoller Vineyards
(Oregon), Owen Roe (Washington),
Pahlmeyer (Napa, CA) and, representing
Germany, Dr. Loosen. The week prior to
the auction features expanded winemaker
dinners from March 2-4, followed by
the Ambassador Dinner on March 5
at the Portland Art Museum. For more
information, call 503-972-0194

&
-

INTERNATIONAL MARINE PRODUCTS, INC.

A FULL SERVICE PROVIDER OF FOOD PRODUCTS FROM THE WORLD

Comprehensive Consulting + Quality Management * Innovative Menu Creation
!
\

LOS ANGELES

500 East. 7th Street
‘Los Angeles, CA gooi4
tel: (213) 893-6123

" fax: (213) 680-0317
email: info@intmarine.com
LAS VEGAS

1741 South Mojave Road
Las Vegas, NV 89104
tel: (702) 431-8896

fax: (702) 431-8897

-

- email: infonv@intmarine.com

PHOENIX

3801 East Roeser Road, Suite 10
Phoenix, AZ 85040

tel: (602) 470-988i

fax: (602) 470-9957

email: info@intmarine.com

SAN FRANCISCO

1650 Delta Court
Hayward, CA 94544

tel: (510) 429-4600

fax: (510) 429-4601

email: info@impfoods.com

SALT LAKE CITY

2655 South 1030 West, Unit A
Salt Lake City, UT 8411

tel: (801) 908-5953

fax: (801) 908-0294

email: info@impfoods.com
JAPAN

3F- Chuoreito Toyomi No. 3
Reizoko Office Bldg.

8-19 Toyomi-cho, Chuo-ku
Tokyo, Japan 104-0055
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NEWS/TREND

q s wintery gusts whip through many
parts of their island country, Japanese

seek refuge in foods for warmth, comfort,
and good company. Oden ( pronounced oh-
den ) is the ultimate comfort food, a slow
food, served hot, to linger onto one’s tummy,
palate, and heart.

Oden is an assortment of slow simmered
foods including many fish cake varieties,
bopping in hot Dashi broth, and served HOT
by the piece, in small bowls with a smear of
hot mustard. It’s almost always accompanied
by warmed sake that’s sure to drum up a good
conversation and laughter. Fish cakes may
not sound appealing to all American diners,
but the oden of today is quite modern, fea-
turing meaty and vegetable ingredients.

Decades ago, pop-up pushcart oden stations
would line under noisy elevated train tracks
and in narrow back alleyways. A sole pro-
prietor-chef-bartender-server would pro-
vide the warm oasis to those seeking shelter
from the cold. These days, small eateries and
modern oden-bars place large steaming oden
warmers on the service counter to display the
day’s offering. With the first order of warm
Sake and a few pieces of oden, the Japanese
unwind with this ultimate wintertime, after-
work comfort food.

THE MAKING OF ODEN

Let’s break it down into two parts:
1.) the Dashi, and II.) Oden pieces

I. DASHI

Start with quality Dashi, made with Kombu
and Hanakatuso - no shortcuts here, so do
not use instant Dashi. The key is to use qual-
ity ingredients.

Oden Dashi Base: make 2 quarts Kombu
and Hanakatsuo Dashi, add 1 cup Sake, 1/3
cup Mirin.

Select one of the following to complete. Heat
Dashi to dissipate alcohol.

Kansai Style: add 2/3 Tbsp salt

Kanto Style: add ¥ cup Shoyu

Nagoya Style: add 3 oz Miso (Saikyo, Hatcho
or Shinshu)

Ohters: Chicken, Vegetable, Creamy broths

II. ODEN PIECES

While fishcake are traditionally the main
featured ingredient, modern style pieces
are joining the repertoire that makes oden
contemporary and fun. Carefully prept the
pieces before simmering in Dashi is key.

Winning Customers with Oden & Warm Sake
A winter’s fare to warm heart & body
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Fishcake (fried)*: Gobo Maki, Satsuma Age,
Age Ball. * Lightly shower with boiling water
to rinse off excess oil.

Fishcake (non-fried): Kamaboko, Tsumire,
Chikuwa, Naruto, Hampen
(Hampen needs little cooking)

Tofu: Yaki Tofu, Ganmodoki*, Atsuage*

(* rinse away oil)

Konnyalku: Cut into triangles, massage with
salt, blanch in salted water for few minutes
Chicken Tsukune: mix ground chicken,
egg, white sesame seeds, black pepper, Ka-
takuriko. Shape into small balls, place in
boiling water seasoned with a bit of Shoyu
until they float, skewer.

Gyusuji Beef Tendons: Boil 2 hours untill
tender in water and sake. Simmer 1 hour in
water with Shoyu and Mirin. Thread onto
skewer.

Arabiki Pork Sausage: Stuff in chikuwa, par-
boil.

Stuffed Cabbage: Mix lean ground beef and
pork, salt, pepper. Wrap in cabbage leaves,
secure with Kampyo thread.

Tako legs: Boil in Dashi seasoned Shoyu and
Mirin until tender, skewer.

Eggs: Hard boil, peel.

Daikon: Peel,cut into thick rounds, parboil
in water with teaspoon of raw rice.

==

Carrots: Peel, cut into large logs.

Onions: Use whole, peel.

Tomatoes: Use whole, unpeeled. Remove
stem, score top with an “X”, place into Ood-
en pot. Simmer 10 minutes separately from
the oden. Serve with fresh dashi, top with
parmesan cheese.

Boiling Potatoes: Peel, soak in cold water.

Satoimo: Peel, massage with salt, rinse off
slippery film with water. Simmer in Dashi
seasoned with Shoyu, Mirin and sugar.

Kombu knots: Soften Kombu in water, tie
into knot.
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Place small cube Mochi in
Age pocket. Secure opening with Kampyo
thread. Cook only for 6 minutes.

ITI. COOKING ODEN

Start oden preparation one day in advance,
slow simmering, then cooling completely to
let flavors penetrate into the ingredients.

Prepare special dashi sauces, for serving,
separate from cooking, so that each pieces
has its own unique flavor.

USEFUL HINT

Kampyo - Soften Kampyo with water,
squeeze, massage with salt, rinse. This
process rids the unpleasant, sour smell.

IDEA CORNER

1) LOW-CAL VEGETARIAN ODEN:
Daikon, Kabocha, onions, potatoes, toma-
toes, broccoli, cabbage, carrots.

2) ADD A “KICK” WITH DIPPING SAUCE

AOMORI GINGER-MISO SAUCE

Honshu Island’s northernmost prefecture
with its severely cold winters, is home to
ODEN served with sweet Miso dipping
sauce that’s got a kick of ginger-Togarashi.

Mix and slowly heat in saucepan:
2 Ibs Shiro Miso (low salt)
1-1/2 cups Dashi
1 Tbsp Sake
2 Tbsp Ichimi Togarashi
3 Tbsp Konbu Cha
7 to 10 Tbsp honey

3) ODEN NEVER GOES TO WASTE
If some pieces do not sell well, use as “on-
the-house, welcome starters™.

Sommelier Talk

Year end 2010 in Los Angeles was par-
ticularly odd as rain continued for days,
along with record low temperatures. It's dur-
ing those times that wed crave warm foods
and drinks. As the winter’s cold penetrated
down to my bones, I too headed to an iza-
kaya pub to seek comfort with a drink of
kan-zake, warmed sake. With just the first
sip, my entire body was engulfed in warmth,
filled with euphoria, and feeling grateful to be
alive. That one single sip of warm, delicious
sake purified my mind of my daily bustle at
work, and then I thought, this was probably
the very reason why in ancient times, Sake
was considered a sacred brew for the Gods.

Let me offer some suggestions on how res-
taurants can improve on serving warmed
sake. As most foodservice operators use sake
warmer machines, I cannot stress enough the
importance of keeping the machine clean,
flushing with hot water at least once a week
to remove all sugar build up in the system.
Keeping tokkuri and sakazuki serving wares
clean and grease-free is also important. As
far as temperature setting, I can’t offer one
particular range because it would depend on
the individual restaurant operation, business
size, how busy, the size of the tokkuri, and
the type of sake.

4) IKURA CHA-MESHI TO FINISH

By the end of business day, oden broth picks
up a rich and complex flavor. Reserve the
broth, run through cheesecloth to filter, and
use as liquid to cook rice. Top the steaming-
hot, slightly-sweet rice with plenty of Ikura,
for a slightly sweet and salty-rich combina-
tion delight. In Tokyo, a small bowl of Tkura
Cha-Meshi with a side of pickles and a dab of
wasabi, sells for 600 Yen.

ODEN & WARM SAKE

Typically, served alongside oden is warmed
Sake: Tokubetsu Junmai, Junmai, Honjozo.
These less polished sake are not “inferior”,
rather, hold the very elements which suit
being warmed, especially the Yamahai and
Kimoto brews. Through heating, amino and
lactic acids open to release mellow flavors
that renders a comforting drink.

At a traditional oden bar, Sake is poured into
Sake Tampo or Chirori, open aluminum or
stainless flasks which are immersed into a
bath of hot water for a few minutes. Enhance
the Sake drinking experience by serving at
various temperatures, but never heat to over
131 degrees F.

KIKUMASAMUNE: Nada region’s best brew,
a straightforward, dry sake. The Kimoto

Sake vs Wine - Part 8 -

Many fine dining restaurants in Japan use
the “Yusen” method of warming, where sake
is poured into individual tokkuri’s, then im-
mersed into a bath of hot water for a few
minutes. Although this involves extra steps
than with a Sake machine, Yusen is simply
THE BEST in releasing flavors and aromas
to their full potential .Start with the stand-
ard “atsu-kan” hot sake, served around 50°
C (122°F). Then experiment with other tem-
peratures: warm-to-the-touch “hitohada-
kan” at 95°F, lukewarm “nuru-kan” at 104°F,
and jumping hot “tobikiri-kan” at 131°F
Please note that, although boiling tempera-
ture for water is 100°C (212°F), for sake, it’s
lower, at 78°C (172°F).

Keep the Yusen hot water bath at about 80°C
(176°F), and never at boiling because heat-
ing too quickly leads to loss of flavor. When
that happens, simply add cold water, 10% in
volume to adjust the temperature down. Mi-
crowaving quickly at high settings is not rec-
ommended. Employing the Yusen method
creates delicious hot sake which customers
may explicitly remember on a cold winter’s
evening. That single euphoric experience
may convert that guest to a loyal customer.

brews are luscious and most satisfying.
KIKUMASAMUNE HONKANO HON]JO-
ZO - simply THE #1 CHOICE for warming.

KIKUMASAMUNE KIMOTO JUNMAI
- Kimoto brew. Luscious flavor, dry finish

KIKUMASAMUNE JUNMAI - The BEST
SELLING foodservice pack sake in greater
Tokyo area.
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As a result of survey by the Japanese Food Festival
REILAN SV HEEE. HFAROFH” [CHEIISHFRIILHEIEMER

he 11th Annual Japanese Food

Festival hosted by the Japanese
Restaurant Association of America was
held at the Kyoto Grand Hotel & Garden
in Little Tokyo on Sunday, November
7, 2010. approximately 1,000 partici-
pants attended and 100 participants had
answered survey. The content of this
survey was consisted of 19 categories of
Japanese food products and produce and
geographic information of the partici-
pants. Please reference the numbers and
graph for basic information. There are
various types of Japanese Foods. As Japa-
nese we know there are so many types
of Japanese cuisines however it is still
different for Non-Japanese population.
However the recognition has been higher
that there are various types of Japanese
foods. But it is still Sushi is the most
popular Japanese dish of all other Japa-
nese dishes. The popularity of the kinds
of sake also is getting higher. Some people
wrote down the name of Sake which was
not on the sheet. The number of people
who are from South East Asia especially
from Filipino has increased this year’s
participant’s population and others. The
distributions of the types of occupation
of the participants were come from many
different areas of fields.
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How did you hear?

18 JAPANESE RESTAURANT NEWS

by Keiko Azuma
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Been in Japan?
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Food Festival



Seafood Show held by Ocean Group, Inc.
A—v2J)I—7 (Ocean Group Inc.) ¥—7—KR>a3—FifE

pecialty seafood distributer Ocean

Group Inc. held their 8th Annual
Seafood Show on November 20, 2010.
The venue was filled to capacity when
the show started at 9:30AM. In front of
over 20 booths lined chefs and restaurant
owners to sample their food.

Andy Matsuda of Sushi Chef Insti-
tute instructed and demonstrated the
preparation of fish and sushi. Young
Kim, President of Ocean Group, Inc.
said, “I'm grateful for today’s attendance
of 600 people, of whom 85% are restau-
rant professionals. I'm looking forward to
providing fresh seafood imported from
Tsukiji Market and Amami Oshima to
our customers. Also, I'm looking forward
to expanding our Las Vegas branch.”

Also, Azuma Foods, Nihon Shikken,
Yamaya Communications, Takuyo, Soft
shell crab distributor Handy, Uoriki,
Burimi, Abalone distributor Ocean Rose,
yellowtail distributor Cosmos Grace,
Inc., and other companies held booths to
participate. This year, I'd like to expand
our Las Vegas branch.

Sponsors of this event include Korea
Agro-Trade Center and the Japanese
Restaurant Association of America.

Please contact Ocean Group, Inc.
at (213) 622-3677.
www.oceanfreshiinc.com
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Tasks In preparation
for opening a restaurant

LARS VIR DRIDFE

Many successful professionals in

the real estate industry previ-
ously managed restaurants when they
were young. One such professional told
me once, “Anyone who can successfully
manage a restaurant will be successful in
anything he does, because it requires all
business skills to succeed.” These skills
include economic foresight to foresee
the future business climate, hospitality
skills to interact with patrons, sensibility
for architectural and interior design,
and knowledge in various equipment to
be used.

Marketing is becoming increas-
ingly important, and accounting skills
are necessary to analyze and improve
restaurant performance while adhering
to various laws and regulations. Also,
new businesses are considered high risk;
so small business loans offered by local
banks pose higher interest rates compared
to other industries. Each restaurant must
have an original specialty while main-
taining a generalist approach to appeal
to the widest customer base possible.
In addition to these requirements are
the long work hours. Still, many people
want to start their own restaurants. Here,
we listed many important tasks to be
completed prior to opening a restaurant
successfully.

1. The first task is to decide on the
concept of the restaurant. Every deci-
sion afterwards will follow this concept.
Will the restaurant be casual or high-
end? Will it be a large restaurant or with

eventually expand to include many loca-
tions? Various factors are taken into
consideration to develop the concept. So
what needs to be decided to finalize the
concept?
a. The genre of cuisine and menu to be
served. Menu items must be decided,
prices must be set, and costs must be
calculated. Are there enough menu
selections? Are the menu items suitable
to the location?
b. Select customer and target demo-
graphics: Japanese, foreign immigrants,
families, or younger customers? Will
the restaurant be suitable for business
meetings? The average cost per diner
must also be set.
c. Interior design, decorations, dish-
ware must be selected from endless
selections depending on price and
quality. Selections are made to high-
light the concept.
d.Service. Restaurants must differen-
tiate themselves from other competitors
by differentiating their services to be
provided.

2. Conditions posed by location. In the
U.S., restaurant entrepreneurs are told
that “location, location, location” is the
most important factor since various deci-
sionsare made according to the conditions
posed by the location. One example is the
lease amount. Generally, restaurant lease
amount is within 6~10% of it’s annual
sales. Ten years ago, the average was
considered to be 6~8%. Today, it’s nearly
impossible to find a good location for

TM International, LLC.

Born in Yokohama in 1955. BA from Waseda University in 1979; MBA
from Golden Gate University in 1985. Moved to the US in 1980.
After completing his MBA, worked at Golden Bell Communications
and Ernst & Whinney in San Francisco. From 1988, has worked as an
executive at WDI International, Inc. in Los Angeles.

lease in the city with a lease amount for
6% of it’s annual sales. With food courts,
the percentage from annual sales is espe-
cially high. Also, customer demographics
is not determined by location alone, but it
is a major factor.

3. Acquisition of workers. How many
workers are needed to run a restau-
rant? Kitchen staff, servers, managers,
and administration staff must be hired,
responsibilities are divided according to
each position, and wages are decided. To
acquire good workers, the benefit pack-
ages to be offered must be appealing to
some extent. Generally, roughly 30% of
annual sales are reserved for expenses
associated with wages. Taxes for wages,
insurance and other benefits are paid
from this sum.

4. Marketing. Many Japanese restau-
rants serve great food, yet many are very
slow except for lunch hours and week-
ends. Many restaurants that would very
likely have succeeded a while back are
now only busy on certain days and times
of the week. For a restaurant to succeed,
an effective marketing plan is vital to
appeal to the large population of local
Americans. While many restaurant ads
are placed in Japanese magazines and
newspapers, it’s important to note that
the Japanese American community today
lacks the purchasing power they had
before. The secret to success for today’s
Japanese restaurant industry is the ability
to effectively market and appeal to local
American diners.

Lastly, let’s plan a budget. First, let’s
decide on the investment amount. This

is where one must be careful to be aware
of costs related to deposits and cash flow
that doesn’t show up on your profit and
loss calculation sheet. Usually, it’s best
to purchase property without furnish-
ings when starting a restaurant. When
creating a budget, the most important
expenditures must be listed as realistically
as possible. To create the most accurate
budget possible, and calculate costs sepa-
rately according to each weekday and for
breakfast, lunch, and dinner. If costs are
calculated according to each month and
season, the budget will be even more
accurate. Then, include fixed and fluctu-
ating costs to determine whether or not a
profit will result. One must be careful not
to overlook various one-time costs to be
included separately from monthly costs.

If no profit will result, then the
concept must be reviewed and revised. If
no profits remain, it’s too risky to add in a
profit amount thinking there is a problem
with the budget. The correct train of
thought is, “this restaurant is making this
much in sales, but we should see higher
sales with this concept.” The temptation
to think this way is surprisingly high.
If one’s hunch is correct, then fine, but
the figures that emerge without biases
are fairly accurate. If a realistic budget
produces a profit, then the next step is
to create a budget with the sales figures
lowered by 15~20%. If one breaks even
here, then it’s safe to conclude the busi-
ness plan is reliable.

The most important rule of thumb is
that in the restaurant business, one must
carefully balance the consistency of their
concept with carefully calculated figures.
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OTHER CULINARY PROFESSIONALS

San Mateo Text/Photo: Elli Sekine

Izakaya Ginji

pproximately 20 miles by car

from San Francisco, San Mateo is
home to many Japanese residents. The
downtown area is home to approximately
30 Japanese restaurants offering ramen,
shabu shabu, vyakitori, Japanese-style
Chinese, and izakayas with many sushi
restaurants managed by Asian owners.
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Each restaurant also has a different type
of customer base. The latest newcomer
to this competitive Japanese restaurant
district is izakaya “Ginji” that opened last
year, a new style of izakaya bustling daily
with the vigor of young diners.

“Ginji” is the second restaurant
of owner Uchida, who also owns the

301 East 4th Avenue, San Mateo (650) 348-1110
Mon, Wed-Sun 5:30pm - 12am (Closed on Tuesday)

A Japanese and western fusion menu
now offered, Robata lzakaya opened!
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long-established “Hotaru,” supported
by local diners of San Mateo for fifteen
years. “Ginji” is managed by Daisuke
Nishimoto, a relative of Uchida. The clean
restaurant feels spacious inside due to the
high ceiling and simple layout and design.
Their prized robata grill is immediately
visible upon entering the restaurant. The
counter is a spacious and comfortable
dining area where customers can view
the sushi and robata preparations as they
dine. The tables are divided by partitions
for privacy, and small group parties can
also be scheduled. Plans are underway to
create space in the current loft for group
parties in the near future.

The restaurant feels refreshingly new,
largely due to their unique style of adding
robata to the recently popular izakaya,
a creative combination of eastern and
western flavors. Western dishes are also
arranged with a Japanese twist. “We’re
aiming to be a casual Japanese-style
izakaya offering various dishes,” said Chef
Shinobu Sodeyama. With years of experi-
ence as a chef in Japanese restaurants in
the U.S., Sodeyama also has experience
working in a French restaurant in Japan,
and his bi-cultural experience is reflected
in his original dishes fusing eastern and
western flavors. One popular dish is “Pork
Kimchi Carbonara”($7.95) prepared
with udon noodles instead of spaghetti,
combined with kimchee and thinly-sliced
pieces of pork in their original mayon-
naise sauce.

“Miso Dengaku” ($4.95) is popular
among local American diners. Also,
their signature dish is various yakitori
(skewed chicken) cooked on Binchotan
charcoal. Organic chicken is purchased
from Petaluma Farms and used up within
two days, for Ginjo takes pride in using

“fresh ingredients” for their dishes.
Their concept is to provide service so
that “anybody who comes will always
find something they’ll want to try,”
and plans to expand their menu in the
future. Also, their “Tofu Okonomiyaki”
is popular among ladies. Daily specials
are different every day. Ginji also offers
original desserts rarely served in Japanese
restaurants. For example, their green tea
tiramisu is made with tofu as a healthy
option with low calories. Their mango
pudding is also popular. An extensive
dessert menu is also the latest trend in
new “Japanese restaurants.”

Another trend seen in recently new
izakaya restaurants is the innovative
dining spaces. In a folksy location like
San Mateo, very few restaurants offer full
bars and aloft. The latest urban trend is to
offer a spacious, all-encompassing dining
space that accommodates solo diners,
groups, diners coming in for finger foods
or for full courses, and those who simply
want to enjoy sake.

At Ginji, their sake menu is also
extensive, complete with regional jizake
and shochu. Their sake collection is
impressive, complete with instructions
to enjoy hot or cold to best enjoy the
flavor. Recommendations are made for
customers who don’t know much about
shochu or sake, and various selections
are offered for pairing with fish, meat,
or vegetable dishes. Therefore, Ginji is
prepared to accommodate all diners and
is popular as a destination for group
dining.
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1. Average Price for Lunch/Dinner
per Person / Z>F « 74— DR Hf
$25~5$30

2. Daily Sales / —H7E E¥15
N/A

3. Food Cost Percentage (%)

7—R3Xk

N/A

4. Alcoholic Beverage Sales

Percentage (%)

S Elcd37/ILa—)LHE

N/A

5. Alcoholic Beverage Sales by Type
ZI3A—-)E LS (TEER )
Sake, Beer, Shochu

6. Target Customer / BE
Local, Businesses

7. Featured Menu / X=1— D%
Dishes with emphasis on the basics of
Japanese cuisine

8. Food Supplier / £ A5G
NA sales, JFC, Nishimoto

9. Number of Staff / ftZ£ 8%
N/A

10. Number of Seats /
48 seats

11. Opening Date / FiIE4ER
September, 2010

12. Varieties of Sake in Store
BOIRWBABOEREK. T
Kubota Senju, Hakkaisan,
Junmai ginjyo
Number of sake brands offered and
their salableness
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New York Text : Aya Ota / Photo : Hazuki Aikawa

Wasan

apanese Restaurant “Wasan” just
] opened in the East Village district last
October is already generating buzz. The
restaurant was named using two Japanese
characters: Wa meaning “Japanese”
and San meaning “three” to indicate it’s
opening “by three members.” Chef Ryota
Kitagawa, former Executive Chef of the
long-established, high-end Japanese
restaurant “Inagiku,” in business for 36
years; chef Kakusaburo Sakurai, also
former Executive Chef of Japanese restau-
rant and sake bar “Sakehana,” and wine
and sake sommelier Toshiyuki Koizumi
manage the restaurant together as joint
owners.

The secret to their buzz so soon after
opening is their motivation for opening
and their activities during preparation.
Interestingly, the former employers of
the three founders, restaurants “Inagiku”
and “Sakehana” closed around the same
time on 2009 fall. The trio who were each
motivated “to start my own restaurant”
met at a workshop for entrepreneurs, hit it
off immediately and decided to start their
own restaurant together. The three started
looking for the property since December
2009, but it took time before they found a
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108 E 4th Street, New York NY 10003
Tel:212-777-1978 http://wasan-ny.com/

location they liked. During that time, the
three “wanted to start something” and
started catering services through their
acquaintances and opened a booth at
street fairs while they continued looking.
Each time they catered or cooked,
they distributed flyers and packets of
dressing samples to build a following for
“Wasan.” Through catering and booths,
the owners provided various foods to
market their services. Street fairs were
especially effective to investigate the taste
of non-Japanese customers, and their
findings are reflected in their current
menu. Also, they started a blog in March
2010 to report their activities and other
news, and started their website in August.
When the highly anticipated restaurant
finally opened in mid-October, “Wasan”
already had wide recognition and a strong
repeat customer base.

Wasan’s concept is to “use an
abundance of local, seasonal ingredients
with emphasis on tradition and innova-
tion.” The “Sirloin Steak Grilled on Hot
Stone” ($18.00) is served on heated lava
from upstate New York, where diners cook
their meat and vegetable themselves and
eat them with soy-based sauce with ginger

Shrimp Tempura with Tortilla $9.00
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“Beef “Suji” Nikomi with Cabernet Sauvignon” $6.25

The “Sirloin Steak Grilled on Hot Stone” $18.00

Offering innovative, traditional dishes using local ingredients,
“WASAN” was highly anticipated before opening and
already creating buzz!

ADMTERMTHES. GREMBRREXUNICLIERE
FEERIIEDSHBEZED. R<EHEED IS,

ABDREFEHABEITZDICHENT. RED
X Za—[CHFENINTVNDEWND, I5IC,
3 BEICIFTOV %R, BEENLRERS
ExRFEL. BAIKIEYVI TN ERARL
feo ZUT. 10 B¥E, mZFULTCHELE
EEICIF, T THIZ OFEZLLHAS
BEBNRENZTETLDRE,
BREDIVET T T TRNZE0E
MEIJAEAICED AN, EHETEEZ
KUNTURIE ., —HRE 10 BO TAkEE
INYH—ZXF—%($18)) & =a2—3—
IDT7YTRATANTCENICBEEZRARICSE
WEeHEDMEBIENTET, BEEENIHEPEHX
EREE. AZEPIVOEDSVERKDY —
ATBNRS,FIICARICRFRAZ—miE."va
VY7 MLTF4—v ($9), IF. BEDX
BEDKICNLT—T - FyTZAHMEDN
TWB Lk, Yoy hO%FE>Y—ATE
NZIZ—77RRIE, "TBRHEBEOIFERX
EAFTLEIC, o HABICHEOEREZF
TIELWY, ERIDHUIEH D, T UDFR
T4 VEAH ($6.25), 1. BERSET
TLESHIUL%E. TEIC2[EHEAH. Wo
FEABBETSPUTEEZETICL. &E
[CHTTOAV T ATV RERIAVEERT
FOROIRRZETEIAD &V, FHEOD
M ofe— . "TBMELTEWIZ, &
WOSHRALBSTIIORBTIHDNZ oI
L&, HTERBMOEAEDE TEENL



Assorted Pickled Vegetable $5.50

and sesame seeds, a dish that appeals to
all five senses! “Shrimp Tempura with
Tortilla” ($9.00) is a unique dish of shrimp
tempura breaded with tortilla and served
with cilantro sauce, a dish created “to
appeal to local American diners who like
South American cuisine, and to famil-
iarize them with Japanese food.”

“Beef “Suji” Nikomi with Cabernet
Sauvignon” ($6.25) broils the normally
discarded beef tendon twice, then cools
them in the refrigerator before spooning
out all the fat, and finally braises them
in local Long Island red wine with soy
sauce until they practically melts...a
very time-consuming dish to prepare
that demonstrates the Japanese spirit of
“using every part of food ingredients”
combined with local foods. “Assorted
Pickled Vegetable” ($5.50) is also popular,
made with vegetables the chefs purchase
themselves at the local Farmers Market.
Local American vegetables are used
sometimes with Indian spices for hidden
flavors, both not normally used for
pickled vegetables, and presented color-
fully. These various new styles of dishes
with an added twist are only possible due
to the chefs’ mastery in the basics of tradi-
tional Japanese cuisine.

Chef Kitagawa’s specialty is tradi-
tional Japanese cuisine, and Chef Sakurai
never fails to showcase his playful and
innovative creativity in the various
dishes he produces. Close since their
days together at “Inagiku,” the two chefs’
creations are enhanced with quality
sake and wines paired by Koizumi. To
encourage diners “to stop by casually,” the
chefs make an effort to serve their dishes
themselves whenever possible in an effort
to converse with their diners. Cooking
classes, sake tastings, sales of dressings
and sauces, and various other efforts are
underway to promote the restaurant.

I highly recommend this new restau-
rant, a testimony to the cooperation and
passion of these three owners.

From left to right:
Wine and sake sommelier Toshiyuki Koizumi,
Chefs Ryota Kitagawa and Kakusaburo Sakurai
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1. Average Price / ZE
$30.00 (including taxes and tips,
without drinks)

2. Daily Sales / —H7E_E¥45
N/A

3. Food Cost Percentage (%)
7—RIOXKN
30%
4. Alcoholic Beverage Sales
Percentage (%)
FE EICNT57)L—)LHER
N/A

5. Alcoholic Beverage Sales by Type
ZILa—-)E LS (EER)
N/A

6. Target Customer / &
Current customer base is
mainly Japanese

7. Featured Menu / X=21—D5
See Article

8. Food Supplier / £ A5G
Japanese food ingredients are
purchased mainly from Mutual Trading
Company. The chefs themselves go to
Farmers Market at least once a week

to purchase local food products.

9. Number of Workers / fi¢EE%
5

10. Number of Seats (spaciousness) /
B
35 seats

11. Opening Date / Fi[E4ER
Oct 16,2010

12. Number of Japanese sake brands
sold and salableness
EORWBASEOERRE. Sk
Approximately 20 brands

Interior of Japanese sake
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World's Finest Rice Vinegar
Marukan Vinegar is the cultivation of a slow and delicate process
including fermentation, refining and aging,
a special technique handed down over 360 years and in US 35 years.

It is a quality “jun-mai” (pure rice) vinegar, brewed from only the finest
selection of short-grained rice grown in California.

Since @ 15647

Marukan Vinegar (U.S.A.) Inc.

www.marukan-usa.com
7755 E. Monroa Si. Paramount, CA 90723 Tel: 562-630-6060 Fax: 562-630-0330
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FOOD

pparently, The Ministry of Finance

wanted to avoid disrupting the
“order” of the domestic sake market, in
which a notable growth in sake sales is
not expected in the first place. For major
sake manufacturers whose main market
is domestic, their stance was difficult to
ignore.

Also, many Japanese professionals
in the sake industry claimed that sake
produced in the U.S. is made from rice for
consumption, which is fine for drinking,
but taste notably different from Japanese
sake made from rice produced for sake;
and raised as proof the temporary popu-
larity of sake imported from the U.S.

Finally, the plan to export the Cali-
fornia-produced Kasyu Homare to the
Japanese market was cancelled due to
many forseen manufacturing and distri-
bution challenges.

Perhaps, it will take longer to deter-
mine if U.S.-produced sake has the

HISTORY

The Market will not follow
a trend far ahead of its time

FETESIETHEHBEOVTILHEW

potential to achieve its own unique market
similar to California wine. In Japan, Cali-
fornia sake priced at 30% lower than
domestic Japanese sake enjoyed tempo-
rary success before its demise.

On the other hand, there is another
example.

Tokumaru Shoten in Osaka prefec-
ture started distributing their private
brand of Junmai shu, “Kashu Sakura” in
1993. Production of this sake is delegated
to a U.S. sake manufacturer with flavors
geared towards Japanese consumers
instead of exporting their U.S. product to
Japan. In other words, it’s a development-
type product that is imported, priced 35%
less than Junmai shu produced in Japan.
Apparently, it’s the best-selling regional
sake for the store.

It’s a well-known fact that the tax
rates on Japanese alcoholic beverages are
higher than other industrialized coun-
tries, a large hurdle to overcome for

foreign brands of sake exported to Japan.
For example, if sake produced in Japan is
exported to California, the tax rate is 6.6
cents per 1 Liter (35 0z), alcohol tax is 15.3
cents, state taxes equivalent to excise tax is
5.3 cents, and only 49 cents when reduced
for a large 50 oz bottle. However, when
sake produced in the U.S. is imported
to Japan, the tax is approximately five
dollars for a large bottle including the tax
rate, alcohol rate and excise tax.

By comparison, when sake is
produced and consumed in the U.S,
the taxes amount to only 20 cents for a
large bottle. Even when the hurdles are
increased with such high taxes, sake
produced in the U.S. priced 30% lower
than Japanese sake is a huge threat to Japa-
nese sake makers, because the affordable
prices appeal also to Japanese consumers.
Also, similar to how California wine has
it’s own appeal and is competitive against
European wine, there is no guarantee

Noritoshi Kanai

1923 Born in Tokyo.

1949 Graduated Hitotsubashi University.

1951 Accession to the President of
Tokyo Mutual Trading Company, Inc.

1964 Moved to United States with his family.
Accession to the President of Mutual Trading
Company Inc. in Los Angeles. Kanai’s Biography,
“The Frontal Assault Concept” was published.

that sake produced in foreign regions will
always take second seat to national brands
of sake.

On the other hand, it’s premature
to assume that sake produced in the U.S.
will have similar impact to the Japanese
sake market as Japanese cars produced in
the U.S. (or American cars produced in
Japan) had on the Japanese auto market.
Production capacity for sake in the U.S.
is still limited, and more importantly, a
modern amenity like cars aren’t compa-
rable in product marketability to a
traditional cultural product like sake. Yet,
just like Japanese cuisine isn’t completed
in Japan alone, Japanese sake is also
evolving outside of Japan. Surely, sake
will continue to evolve from influences
from both production and consumption
and also evolve overseas.
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0 RC-808 800g/ 28.20z (;HILLED

RO-32 200g/ 70z FROZEN

HON-WASABI & HORSERADISH BLENDED LARGE BAG, EASY TO USE

Imported by KINJIRUSHI SALES CO., LTD. TEL(310)782-8700

= Distributed by
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£=::= MUTUAL TRADING CO, INC.

431 Crocker St., Los Angeles, CA 90013 Tel (213) 626-9458 Fax (213) 626-5130
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MIYAKO ORIENTAL FOODS, INC,
4287 Puente Ave. Baldwin Park, CA 21706

www.caldmountainmiso.com T: (626) 962-9633 F: (626) 814-4569




:“gcost SMOKELESS, NO HOOD REQUIRED! ?
Clean, Energy Saving, Healthy ===
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In responding to the public demand to create a cleaner, healthier environment in restaurants, we
at ROASTER TECH have developed a way to eliminate the oily and smokey air that engulfs the
restaurant. HOOD A
Our new Downdraft Exhaust System places the exhaust duct beneath the table, thereby

eliminating the need for an exhaust hood above each table.

HIBACHI  bassindmiimin
TABLE ©2 TGU-A0 : 5-0"2-0"
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We can custom design table top.
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HIBACHI TABLE “TGU-08”

At s 201 0EEBHIR!

-

2K 14000 EOBFRL R b5 VZIMET 2 HREFEDRTE.
IvyNNZ—AVRSYZa—RETvINZ—XVRA RS YTPHAFE—H
BhZEHIFTHRERS

be ,; TABLE SIZE :

o
HEIGHT:2'-5 3/8”(Regular Type)
SMOKELESS 860 TABLE v 11 5/8”(Low Type)

2K THE— UL ZME!

The first UL certified Smokeless BBQ TABLE in USA!
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www.sushiandtofu.com
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Of Japanese origin, the Vegg-0Q was constructed to mimic the very precise and
delicate cutting techniques to produce Tsuma-kiri and Katsura-muki.

Reserved for only the most seasoned Japanese chefs, these techniques are now
simplifed so that any chef can now use them to enhance and/or compliment
bath the aesthetics and flavor of their cooking.
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Wiatsura Slice Specs

American Cucumbes Kisures

Width : 7.75° (180mm)

mcoen s | IABOBHER (O INTL—R)ET
#240~250Kg XA S AHVAHE,

Maost vegetables and fruits can be sliced by the Vegg-0Q. Average
blade life is about 530-5501bs (240-250kg) of vegetables, but can vary
based on type of vegetables cut.
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& Head est Coast) TEL: 310-323-5299 FAX:310-323-1503
C/ J.C. uni-te, Inc. EatCoctrmes. m oo FAX:630-860-2015




JAPANESE FOOD COMPANIES IN THE U.S.
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COMPANY NAME

Ty

PHONE NO.

COMPANY NAME

Ty

PHONE NO.

AFC CORPORATION

Rancho Dominguez, CA

310-604-3200

MIZKAN AMERICAS, INC.

Mount Prospect, IL

510-653-7572

AJINOMOTO FROZEN FOODS USA INC. Portland, OR 503-734-1528 MORINAGA NUTRITIONAL FOODS, INC. Torrance, CA 310-787-0200
AJINOMOTO FOOD INGREDIENTS LLC Chicago, IL 773-714-1436 MORITA PRODUCTS CO. Los Angeles, CA 213-622-5095
AJISHOKU FOODS, INC. Torrance, CA 310-320-8887 MUTUAL TRADING CO., INC. Los Angeles, CA 213-626-9458
AKIYAMA TSUKEMONO CALIFORNIA INC. Compton, CA 310-631-0603 MYOJO USA INC. Chino, CA 909-464-1411
ALFRED MEAT & PROVISION CO. Van Nuys, CA 818-994-8871 NAKASHIMA OF JAPAN Appleton, WI 920-739-6057
AMERICAN FISH & SEAFOOD COMPANY Los Angeles, CA 213-612-0350 NANKA SEIMEN CO., INC. Vernon, CA 323-585-9967

ANHEUSER-BUSCH, INC./IMPORT BRANCH

St. Louis, MO

314-577-4428

NIPPON SHOKKEN U.S.A. INC.

Torrance, CA

310-618-8411

ASAHI BEER U.S.A. INC.

Torrance, CA

310-214-9051

NIITAKAYA US.A., INC.

Montebello, CA

323-720-5050

AUTEC, INC. Torrance, CA 310-212-6070 NIPPON CALIFORNIA INC. Santa Fe Springs, CA 562-404-2456
AZUMA FOODS INT'L INC. Hayward, CA 510-782-1112 NISHIMOTO TRADING CO,, TLD. Santa Fe Springs, CA 562-802-1900
BEST SPICE & GARLIC El Monte, CA 626-579-2888 NISSIN FOODS USA INC. Gardena, CA 310-321-6453
CALBEE AMERICA INC. Fairfield, CA 707-427-2500 OYANG AMERICA INC. Los Angeles, CA 323-737-8501

CALIFORNIA SEA URCHIN COMM.

Sacramento, CA

916-444-8194

OCEAN GROUP, INC.

Los Angeles, CA

213-622-3677

CALPIS USA, INC.

Torrance, CA

310-320-6700

OCEAN QUEEN 87 INC

Los Angeles, CA

323-261-5921

CENTRAL BOEKI CALIF. LTD.

Carson, CA

310-323-1817

OTAFUKU FOODS, INC.

Torrance, CA

310-787-8000

COSMOS GRACE INC.

S. Pasadena, CA

626-441-7835

OZEKI SAKE (U.S.A)), INC.

Hollister, CA

831-637-9217

DAY-LEE FOODS, INC.

Santa Fe Springs, CA

562-903-3020

PACHACOM INC.

Torrance, CA

310-325-7311

DNI GROUP

Novato, CA

415-382-9999

PACIFIC INTERNATIONAL LIQUOR INC.

Vernon, CA

323-582-6605

FAMIMA CORPORATION

Torrance, CA

310-214-1001

POKKA BEVERAGES, INC.

Amrican Canyon, CA

707-557-0500

FOOD CONNECT INC. Los Angeles, CA 213-622-6386 POPLA INTERNATIONAL INC. Ontario, CA 909-923-6899
GEKKEIKAN SAKE (U.S.A.), INC. Folsom, CA 916-985-3111 Q & B FOODS INC. Irwindale, CA 626-334-8090
GO GO BLUE, INC. Torrance, CA 310-538-0357 RIKI'S DISTRIBUTING, INC Downey, CA 562-927-5465
GOLDEN EAGLE SERVICE South Gate, CA 323-583-1842 S & BINTERNATIONAL INC. Gardena, CA 310-327-7000

HAKUTSURU SAKE OF AMERICA

Torrance, CA

310-381-0005

SANGARIA USA INC.

Torrance, CA

310-792-5159

HOSHIZAKI AMERICA INC.

S. Peachtree City, GA

770-487-2331

SANYO FOODS CORP. OF AMERICA

Garden Grove, CA

714-891-3671

HOSODA BROTHERS Gardena, CA 310-715-1460 SAPPORO USA, INC New York, NY 212-922-9165
HOUSE FOODS AMERICA CORP. Garden Grove, CA 714-901-4350 STARZEN (AMERICA) INC. Torrance, CA 310-618-9784
ICREST INTERNATIONAL LLC Carson, CA 310-886-3521 SUNRISE FOOD CO Los Angeles, CA 323-780-9750

INTERNATIONAL MARINE PRODUCTS INC.

Los Angeles, CA

213-893-6123

SUNTORY INTERNATIONAL CORP.

New York, NY

212-891-6600

J.C.UNI-TEC, INC. Gardena, CA 310-323-5299 SUZUMO INTERNATIONAL CORP. Torrance, CA 310-328-0400
JAPAN PRESTIGE SAKE INTERNATIONAL Los Angeles, CA 213-625-1621 T. HASEGAWA FOODS USA INC. Cerritos, CA 714-522-1900
JAPAN TIGER CORPORATION Torrance, CA 310-787-1985 TAIKO ENTERPRISES CORP. Gardena, CA 310-715-1888

JFCINTERNATIONAL INC.

Los Angeles, CA

323-721-6100

TAKAOKAYA USA INC.

Los Angeles, CA

323-269-9810

KIKKOMAN FOODS, INC.

Walworth, Wisconsin

262-275-6181

TAKARA SAKE US.A., INC.

Berkeley, CA

510-540-8250

KIKKOMAN FOODS, INC.

Folsom, CA

916-355-8078

TAKE ONE SYSTEMS, INC.

Torrance, CA

310-212-7487

KIKKOMAN SALES USA, INC.

San Francisco, CA

415-956-7750

TENGU CO. INC.

Santa Fe Springs, CA

562-483-7388

KIRIN BREWERY OF AMERICA Torrance, CA 310-354-2400 TRUE WORLD FOODS, INC. Vernon, CA 323-846-3300
LOS ANGELES FISH CO. Los Angeles, CA 213-629-1213 TRUE WORLD FOODS, INC. Elizabeth, NJ 908-351-9090
MAEDA-EN USA Irvine, CA 949-251-9601 UMEYA RICE CAKE CO. Los Angeles, CA 213-626-8341
MARUCHAN INC. Irvine, CA 949-789-2300 YAEGAKI CORP. USA Vernon, CA 323-587-7588
MARUHANA USA CORP. Vernon, CA 323-582-5555 YAMAMOTOYAMA OF AMERICA Pomona, CA 909-594-7356
MARUHIDE MARINE PRODUCTS Long Beach, CA 562-435-6509 YAMASA CORPORATION USA Salem, OR 503-363-8550
MARUKAN VINEGAR (U.S.A)) INC. Paramount, CA 562-630-6060 YAMASA CORPORATION USA Torrance, CA 310-523-4885
MARUKOME USA Irvine, CA 949-863-0110 YAMASA ENTERPRISES Los Angeles, CA 213-626-2211

MARUTAMA COMPANY, INC.

Los Angeles, CA

213-623-6077

YAMAYA USA, INC.

Torrance, CA

310-951-0545

MARUTO SEA VEGETABLES INC.

Gardena, CA

310-538-0100

YAMAZAKI BAKERY

Los Angeles, CA

213-624-2773

MIKAWAYA

Los Angeles, CA

213-628-6514

YONEKYU USA

Los Angeles, CA

323-581-4194

MISHIMA FOODS INC.

Torrance, CA

310-787-1533

ZOJIRUSHI AMERICA CORP.

Gardena, CA

310-769-1900

MIYAKO ORIENTAL FOODS INC.

Baldwin Park, CA

626-962-9633

YAKULT U.S.A. INC.

Torrance, CA

310-542-7065
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David Kudo's

Thank-you

DAIARY

EDITOR'S NOTE

Japanese

ood
quality

had a visitor from Japan, and when | took him

to a local sushi restaurant in Los Angeles, my
ecstatic visitor said the sushi tasted better here
than in Japan.

Approximately a year later, | saw my visitor
again and had dinner with him at a major U.S.
hotel chain. The subject about sushi came up
again, and he said after the fact that he dined
alone and had to pay $200. He added that he
had only one glass of sake, that the portion of
each nigiri sushi was half the usual size in Los
Angeles, and that he didn’t even eat that much.
| must say, a professional who dines frequently
in Japan and the U.S. can be a bit opinionated.
Also, the Italian restaurant inside a major hotel

chain where we dined had the capacity to seat
approximately 100 diners. It was 8:00PM, there
was only two couples seated and five servers
on the floor. We ordered beer, which still hasn’t
come after waiting for ten minutes. The servers
are arguing about whether or not they serve draft
beer. Finally after we ordered our food, a new
server came, introduced himself, and took our
drink orders again. As we waited anxiously and
wondered how the meal was going to turn out,
we were served our onion rings and Caesar salad
before our drinks arrived. When we finished our
beer and proceeded to order wine, we couldn’t
find a server anywhere.

While many Japanese food professionals
feel that customers will come if they serve good
food, American diners are very mindful of the
service and ambiance as well. The server alone
can change the impression of the restaurant,
so careful selection and training is important.
(Kudo)
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Yaegaki, and Sake One produces sake

into the products make it functional is

AUATRBTE. BERE. KB, AEE,

ometimes | wonder, is Japanese

food most suitable for sake? Ancient
writings about sake can be traced
back to Kojiki (the oldest history book
in Japan), so it’s been a great while.
During that long time, Sake manufac-
turing has evolved, paired and enjoyed
with regional dishes. | recently had a
chance to chat with an American sake
sommelier who lives in New York. She
lived in Japan for twenty years and was
introduced to sake during that time.
She claims that Japanese sake is the
best alcoholic beverage to be enjoyed
during meals. The reason was simple:
“Steamed rice goes great with steak,
hamburger meat, fish, and anything.
Since rice is the main ingredient for
sake, of course it would go well with
anything.” | remember being impressed
by such simple, yet logical reason, and
being dumbfounded at the same time.
Japanese sake is currently enjoyed in
over 60 countries worldwide. While it’s
not clear in how many countries Japa-
nese sake is locally produced, in the
U.S., Sho Chiku Bai, Gekkeikan, Ozeki,
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locally using American rice, water and
employees. | wonder what American
diners eat when they drink sake? |
wondered as | stared at my edamame
in front of me. While beer did not
originate in Japan, the Japanese pair
beer with edamame and vyakitori. |
believe this is the best pairing world-
wide. While I'm sure that the history of
sake consumption outside of Japan is
notably short compared to how long
the Japanese have enjoyed beer, it’s
safe to assume that there are many
dishes worldwide that would compli-
ment sake. Perhaps, there might be a
cuisine that suits beer better than Japa-
nese food. Someday, | look forward to
such elegant “excursion of discoveries”
worldwide. (Kawabata)

o you know Functional Foods?

Nowadays we have seen sports
drinks at the markets. The sports
drinks started the Product called
ORONAMIN - C which produced by
Taisho. That is the origin of Functional
foods. This area is newer area of food
industries. Adding the nutritional value

the whole idea. The Japanese Japanese
Department of Health label of FOSHU
or foods for specific health use has
been used for the approve the prod-
ucts. The functional foods area is one
of the Japanese Unique food cultures.
This is my specialty area in University.
(Azuma)

__ BHXBICASERNYIE. BERES
SHh?. ERS/NH D, THZFHHAK
BlcoWTDRRIE, HESHAEMIE
KhoH2bIFENS. HMRDDEAHIED,
ZFORWEBODHT, BIEDIFREZEL. 2D
WAHADOREBICEDERENTE . BERF
Za—3IA—VIFED, PAUAANDEVLIT
ELBIETHEEN B>l BEIE20KER
HATHZEL, ZOEFORTHABEH
Rolc. BLREFBHELCHKEBIIRED
FZILA=IIEEE S, BRIFW>THRES
foo TEEKEMRWZCHRIF, AT —FP/N\Y
IN—=7, BREMEBNTHESTHERKLW
TL&o BRBIEEADNERLELS, Tz
AN SBNTEKRLLBWDIFARWT
Udos BHBART TZEICIEHNEETWT,
BUIcDE, WEEShAFIRIFUIZDERE
BLTW3,
SHABEIF. 60ZBIHAZSETIRE
ntw\ws, ZUTHRNBERBARMAN D, — &
EODETHESNTVWSINMIASKBWA, 7

Sake One HEMNBMAEINTWD, FX
DADK (rice). PRAIADKZFEWL, FULT
FAYANCE>THESNTWD, PAYAA
A ERBRNBNSHREZRATNDLESS
M? BOFIIKHZREEZRGHSEEHIE
WTE e, BRICIETTRE=IVIZED ST
BAANFE—ILZROBRICREPRESKRE
EE—LICEb BT, CNIFHERHRI Y
FrEBS, HAUANOETHEREBEIEREN
TW3EHRIE. BRADE=ILZRD &SI
BoBRIDEHRFZNERSIH, Eo&it
RICIFBXRBICESENYIENEDEEHEK
ZOTIFBUNEHRTED O&oELES,
AREU FCARBICASRENFKEHES
NERNRBEW, ZAREBHTELWN, "R
DR” THAERLTHEZWEDRE, (1)

BEEBRZCEANTLLOIN? S TIEA—

X=X —4y MRk O—F—(Tidins’
HBDAR=YRUyIAOF I CH T,
BT L WA B AARD R RDTZ, FEL
CEZRRBER@BEATIREFREARREWN
5., BANSOEBTIDIAN TN TNSE
RIS EAH . HFDHBICKEREM
ZFUWERICRBWERERBICLTLEWS S
e BRICIEAEREDHINTWS, &
hEAABEORXLDVEDR, FADKZE
DEMTHH S, ()
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Atlanta

Address: 4554 Stonegate Ind. Blvd.,

Stone Mountain, GA 30083
Phone: (678) 317-9200

Boston

Address: 22 Foodmart Road,
Boston, MA 02118

Phone: (617) 269-9988

Chicago

Address: 950 Chase Avenue,
Elk Grove Village, IL 60007
Phone: (847) 718-0088

Columbus

Address: 3004 East 14th Avenue,
Columbus, OH 43219

Phone: (614) 340-7575

Dallas

Address: 8919 Governors Row,
Dallas, TX 75247

Phone: (214) 887-8009

Denver

Address: 6727 East 50th Street,
Commerce City, CO 80022
Phone: (303) 227-1344

Detroit

Address: 11876 Belden Court,
Livonia, Ml 48150

Phone: (734) 266-1518

District of Columbia
Address: 3331 75th Avenue,
Landover, MD 20785
Phone: (301) 386-5355

For more information on availability, contact your local True World Foods branch.
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_ Chicago

Toronto

Detroit

New York Area
Philadelphia
District of
Columbia

Raleigh

Maui T\\ F Nat‘-imm nde Pistribution Network

N\ Miami

TWFE Internaimnal Branches: Japan, Korea, Spain & United Kingdom O

Hartford

Address: 2091 Meriden Road,
Wolcott, CT 06716

Phone: (203) 879-4099

Hawaii

Address: 2696 Wai Wai Loop,
Honolulu, HI 96819

Phone: (808) 836-3222

Las Vegas

Address: 4460 Arville Street, #5,
Las Vegas, NV 89103

Phone: (702) 220-7265

Los Angeles

Address: 4200 S. Alameda Street,
Vernon, CA 90058

Phone: (323) 846-3300

Maui

Address: 173 Alamaha Street, #2,
Kahului, HI 96732

Phone: (808) 877-2852

Miami

Address: 11205 North West 36th Avenue,

Corner of 36th Avenue and 112th Street,
Miami, FL 33167
Phone: (305) 687-4303

New York Area

Address: 32-34 Papetti Plaza,
Elizabeth, NJ 07206

Phone: (908) 351-9090

Orlando

Address: 5129 Forsyth Commmerce Road,
Orlando, FL 32807

Phone: (407) 384-8531

Philadelphia

Address: 530 Foundry Road,
Norristown, PA 19403
Phone: (610) 635-1250

Phoenix

Address: 835 W. 22nd Street, #107,
Tempe, AZ 85282

Phone: (480) 377-8783

Portland

Address: 301 East Grant Blvd.,
Vancouver, WA 98661

Phone: (360) 695-9577

Raleigh

Address: 300 Dominion Drive,
Morrisville, NC 27560

Phone: (919) 655-1290

Sacramento

Address: 8384 Rovana Circle,
Sacramento, CA 95828
Phone: (916) 383-6007

San Francisco

Address: 1815 Williams Street,
San Leandro, CA 94577
Phone: (510) 352-8140

Seattle

Address: 1501 South 92nd Place,
Seattle, WA 98108

Phone: (206) 766-8006

CANADA
Halifax
Address: RR#2 40 Goodick Road,
Shelburne, NC BOT 1WO0, Canada
Phone: (902) 875-3210

Montreal

Address: 705 Meloche Avenue,
Montreal, QC, Canada

Phone: (514) 990-0611

Toronto

Address: 2480 Cawthra Road,
Mississauga, ON L5A 2X2, Canada
Phone: (416) 410-1800

Vancouver

Address: 12417 #2 Road, Unit #155,
Richmond, BC V7E 6H7, Canada
Phone: (604) 878-1994

JAPAN
Tokyo
Address: 5-28-10 Higashi Gotanda-Chou,
Shinagawa-Ku, Tokyo, Japan

Phone: 81-3-5789-8961

KOREA
Pusan
Address: 113-1, 6-Ga,
Nampo-Dong, Jung-Gu, Korea
Phone: 82-51-231-1160

SPAIN
Madrid
Address: C/Cordoba 11,
Bjo-D/ Colmenar Viejo,
Madrid, 28770, Spain
Phone: 34-918456709

UNITED KINGDOM

London

Address: 4 Cullen Way,

London, NW10 6JZ, United Kingdom
Phone: 44-20-8838-2063

Visit our website at www.trueworldfoods.com
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tamari

wheat free and organic soy sauce

‘Tamari is one of Japan's oldest and best kept culinary secrets. Tamari has become a highly prized seasoning.
Tamari is a premium soy sauce brewed primarily with soybeans and little or no wheat resulting in a rich,
‘complex, well-balanced seasoning. The high concentration of soybeans gives Tamari its unique properties.
‘With Tamari, your taste buds can detect not only salt, but sweet, sour, bitter and the fifth sense - umami.
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