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Crafting sake for a global audience.

Increasingly young people are moving away from alcohol
and fewer are choosing sake.

In response, some byands are pursuing new opportunities
abroad, earning high praise.

Soon, sake produced overseas may even be imported
back to Japan.

This issue of yoff introduces sake crafted

Jor a global audience—

per}mps inspiring you to pour a warm cup tom'g/)t.
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For some, sake is more intimidating than beer or shochu.
With numerous brands and brewing styles—like junmai, ginjo, and honjozo—
and some 1,500 breweries nationwide,
each offering unique flavors, it’s often hard to know where to begin.
Yet, many savor this distinctively Japanese drink, not only for its taste but also its cultural value.
Sake's appeal now extends worldwide.
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There's this word, “sober curious.” It refers to people who can
drink alcohol but choose not to, or to only enjoy it in small amounts.
By the way, post-pandemic, alcohol consumption has generally
declined, and there are now non-alcoholic options like
non-alcoholic beer that closely resemble the real thing. In Europe,
fewer people reach for wine, and the same is true for sake in Japan.

Even so, a movement to re-embrace sake is gaining ground.
Pairings with food bring out its best notes—hot sake in winter,
chilled in summer, each an ode to Japan’s seasons. Each region and
brand offers unique and rich flavors, inviting exploration.
According to the Japan Sake Brewers Association, sake has been
woven into Japan’s culture since the Heian period (8th—12th
century), when it was crafted for imperial ceremonies.

Now, the world is taking notice. Dassai, a beloved sake brand, has
abrewery in New York, and appreciation for sake continues to grow
in Europe. Even French cinema legend Gérard Depardieu chairs a
sake appreciation society.

As sake garners international acclaim, Japan, too, is re-evaluating
this traditional drink. Japanese whiskey saw a similar resurgence,
with brands like Yamazaki and Hibiki skyrocketing in popularity
and price.

JAPAN CRAFT SAKE COMPANY

It’s fine if you don’t drink sake. But it's also fun to have drinkers
around. Drinking, chatting, and singing at times. With year-end
celebrations approaching, perhaps this season is the perfect time to
toast with sake.

JAPAN CRAFT SAKE COMPANY
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The pursuit of taste in sake opens up new worlds.

Sake, if it's truly good, earns loyalty; if it isn’t, people move on.
Dassai continues to walk this simple yet difficult path with sincerity.

Even those who don’t drink sake have likely heard of Dassai. Produced by Asahi
Shuzo in Yamaguchi Prefecture, this sake was crafted not “to intoxicate or merely sell,
but to be savored.” Today, its reach extends overseas. We spoke with Sakurai about
Dassai’s journey and what lies ahead.

“Frankly, I dislike the term ‘nihonshu’ (Japanese sake),” Sakurai confides. “They
don’t call wine ‘French wine’ in France, do they?It’s limiting, especially when we’re
producing abroad?” From the start, Sakurai’s global perspective is clear.

“Young people are moving away from sake, and the data confirms it. Yet the industry
lacks a sense of urgency. Everyone’s trying to promote sake, but their approaches
often miss the mark?”

Sakurai believes simplicity reigns: “People stray when the productisn’t excellent, and they
stay when it is. Making exceptional sake is not easy—it requires constant refinement. We
focus on taste and quality, and through this dedication, we’ve grown our reach.”

‘With no elaborate marketing strategy, Dassai’s journey speaks for itself: from 97
million yen in annual sales in 1984 to a projected 19.7 billion yen in 2024—an
achievement Sakurai credits purely to quality.

Now, Dassai is expanding globally to capture even more palates. “To grow further,
we must target international markets, particularly the U.S. With this vision, we
established a brewery in New York and launched the Dassai Blue brand,” Sakurai
explains.

Completed in 2023, the New York brewery garnered considerable attention even in
Japan. “Expanding to the U.S. has been a long-held goal of ours. However, the
American market tends to favor affordable options over premium quality. Despite
initial challenges, we believe our quality will eventually be recognized, and we’re
committed to crafting sake in New York.”

Also chairman of the Japan Century Symphony Orchestra, Sakurai sees parallels
between the classical music world and the sake industry. “Classical music is often seen
as untouchable culture, making it less accessible to younger audiences—much like
sake.” He envisions sake freed from its traditional confines. “Alcohol consumption is
declining, and people now seek flavor, experience, and nuance in what they drink.
‘Without that, we won’t survive. Dassai aims to surpass wine and champagne, striving
for a future where sake is loved worldwide and reaches 100 billion yen in annual sales.”
Dassai is aiming to transcend the traditional bounds of Japanese sake.

06 yqf November 2024
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Products that people love are crafted with passion by people.
At Dassai’s breweries, there are no traditional master brewers and
cellar workers.

Dedication to the craft draws people in, making Dassai a beloved

choice—no need for advertisements when flavor speaks for itself.

Nestled in Iwakuni, Yamaguchi, Dassai’s brewery places people at
its core. Here, a team united by their shared passion for creating
outstanding sake pursues excellence, not through traditional master
brewers but through the skills of dedicated employees. At Dassai,
the production of Junmai Daiginjo sake—a process that might take
over a decade to master elsewhere—is accomplished by these young
artisans within a year, allowing them to gain unparalleled expertise.

The sake-making process involves meticulous steps like rice
washing, steaming, koji preparation, fermentation, pressing, and
bottling, each infused with exacting care.

For instance, the rice is washed by hand to restore the precise
moisture level within 0.3% accuracy—a task too delicate even for
the latest machinery. Traditional Japanese steaming techniques
ensure a firm exterior with a soft core, while the koji-making
process is supervised around the clock by a team of four, entirely by
hand.

Temperature control within 0.1% accuracy and proprietary
methods that capture the true flavor in every bottle are among the
painstaking measures that define Dassai’s distinctive production.

Although Dassai uses machines, most steps rely on skilled hands,
essential for meeting the brand’s rigorous standards. This is because
the sensitivity, skills and know-how of people who are well-versed
in sake brewing are necessary to achieve the precision and quality
that Dassai demands.

Only human intuition and expertise can create products that
truly resonate with people. In today’s world, such commitment may
seem rare, but at Dassai’s brewery, it’s simply how things are done.
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Dassai Blue.
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Introducing Dassai Blue—the finest Dassai, crafted in New York for New York
and the wide world.

To stand alongside wine and champagne on the global stage, Dassai has
established a brewery and tasting room in Hyde Park, New York.
This location produces Dassai’s American brand, Dassai Blue, a premium sake
crafted from 100% Yamada Nishiki rice, revered as the gold standard for sake.
Currently sourced from Japan, the rice will soon include American-grown Yamada
Nishiki. In line with Dassai’s commitment to sustainability, efforts are also
underway to reduce carbon emissions and create an eco-friendly supply chain.
The Dassai Blue brewery spans 55,000 square feet, with an annual production

capacity of up to 140,000 cases. It brings together experienced artisans from
Japan and local New York staff to handcraft sake with the utmost care.
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As the website for Dassai Blue states, “Our goal is not to simply
replicate a Japanese brewery in New York to cut logistics costs. Instead,
with the same commitment to 100% Yamada Nishiki and Junmai
Daiginjo, we aim to craft the finest sake using the waters of the Hudson
Valley, inspired by the unique environment of New York.” This vision
embodies Dassai’s unwavering dedication to excellence.

When the New York brewery was announced in 2023, Chairman
Sakurai reflected, “Our expansion into sake-making in the U.S. fulfills a
dream I had when Dassai was introduced 30 years ago—an important

step toward sharing Dassai with the world.” With each new step, Dassai
moves ever closer to its goal of becoming a truly global sake.
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JAPAN CRAFT SAKE COMPANY: Spreading sake and Japanese culture
worldwide.

Connecting Japan and the world through practical initiatives, from distribution
systems to blockchain development—besides sharing information.

The Japan Craft Sake Company, led by Hidetoshi Nakata, actively promotes
Japanese culture globally to showcase Japan’s potential for the future. As its name
suggests, the company focuses on sake, offering overseas export consulting,
blockchain operations, product development, and events.

‘We spoke with Yoshifumi Tokimoto, who oversees sake apps and blockchain
development, to learn more about their wide-ranging initiatives.

What does the Japan Craft Sake Company see in sake? Tokimoto explains,
“Sake is deeply rooted in Japan’s traditions and landscapes. It is integral to rituals
like ground-breaking ceremonies and closely connected to regional culinary
cultures. Sake embodies Japanese heritage.”

Among your many sake-related projects, which ones are you particularly
focusing on? “One is the development and management of the Sakenomy app.
Sakenomy allows users to learn about breweries by scanning labels or searching

JAPAN CRAFT SAKRE COMPANY

CNE BB LMBER Y 27 LT HARFEIARLIAR
IKOQRIA—F%DOF HE A OHNDTAAIIE2 =X, &b
Rt oL At vEc IRBACEMcEET . &
[Cold Chain SystemJZ P T EX.-3°C~-5°CTHA
Ficlitl T3 c e RATBE F AT DL+ 7 v CToORME
EETHMVET o

ENHLY AT LBAKUNCH ARV IAEIREI N T
F3 N REHZDIFITCRAFT SAKE WEEK ] T3, B4E.
AARCHELTART. CNETORITRESR1I005 AD
KGE L hoTET EEDOHKRBEREKD BT TAhLE
BBy 2 TICEBT—FRTVV 7R ANGERICKZ T
E.CCEFORRLIE B Hio7c ARV bCAR>TWET |6

PR INCnEFT IR JJERBE T 7 v Fléks (=2
Z)IMBVET NI ICEDLETOLONHARBET,
FFE CRKESL” L BN D200 v b RKX—
oD ASEA VIR DT T ECTTHEARY Y LD
by 7Y 27 BEBICEEZ B R KD WICOWTHICL LS
W IEDRAELZENRNTEY LT3 “Blo~<) T —Y 2tk
BRACELHAWE” T3 Jo

BRLWEOBEZFTALLGIBN DTN 2 iiEY
AT LU IHBE L MEE LM SET I b7 r—Lh g
EHABE . ZLCHAXILZHA~LHIE T BTJAPAN
CRAFT SAKE COMPANY |, % o3 @ & H A o il i % 15 &>
T

In addition to tech solutions, the company organizes events like CRAFT
SAKE WEEK in Roppongi, an annual gathering that has already attracted
over a million visitors. It’s a cultural showcase, featuring renowned chefs’
food pairings and artisanal crafts from top artists.

They also launched the éks brand—a sake line designed for pairing with
specific cuisines. The initial releases focus on tempura and yakiniku, with
plans to add kaiseki and sushi soon. Crafted with input from top chefs who
work closely with brewers, éks is sake designed for the “ultimate pairing
experience.”

Not content with sake alone, the Japan Craft Sake Company is expanding
Japan’s influence through a unique distribution system, connecting
consumers and brewers, and promoting Japanese culture globally.

YOIYO #EHFvya
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by text—a solution for international sake enthusiasts who may struggle with k (H5E EBEH)
Japanese labels. It also provides recommended serving temperatures and ideal
food pairings, a valuable tool for restaurateurs.”

This way, the brewery can send information directly to consumers. Another
project is the Sake Blockchain, an innovative distribution management system.
“Each bottle has a QR code, enabling one-by-one tracking from the brewery to
international distributors, and even restaurants globally. With our Cold Chain

System, sake can be exported at an optimal -3°C, while also monitoring turnover N
rates at restaurants worldwide.” HI&%t JAPAN CRAFT SAKE COMPANY
https://craftsake.jp/
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Finland’s appeal goes beyond nature.

‘What comes to mind when you think of Finland? Perhaps forests, lakes,
and the Moominvalley characters—a land of nature and fairytales.

A few years back, I visited Helsinki. As the capital, it had none of that
fairytale fyeel—no miystical beings, just a distinctly stylish city.

Old buildings had been transformed into modern spaces, and every
shop window was vibrant and charming. Chic bicycles lined the streets,
and even the mailboxes were delightful. Everything was well-designed,
with a flair for color—perhaps to brighten the long, dark winters. I found
myself enjoying the never-setting sun during Helsinki’s white nights.

In Finland, I dined on salmon dishes, meatballs, and reindeer meat. My
favorite? A simple salmon nigirizushi.

Finland, rich in natural resources, has a bounty of fresh ingredients.
Imagine if they had dumplings there too. What flavors might Chef
Matsui’s dream up?
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Dumplings to enjoy during Finland’s long winter.

This time, Matsui created “Salmon Milk Dumplings” inspired by Finland’s
classic lohikeitto—a creamy salmon and dill soup, perfect for cold nights. She
transformed this comforting dish into dumplings, topping them with a frothy
milk sauce evoking snowy landscapes.

Here’s the recipe. Begin by making the dumpling wrappers with flour and
milk. Sauté leeks in butter until sweet, then add potatoes, carrots, dill, and milk,
simmering until thick and seasoned with salt. Let it cool, then mix in finely
chopped salmon to complete the filling. Wrap the filling in small dumplings,
poach them lightly in milk, and arrange on a serving plate. Froth the remaining
milk and pour over the dumplings, finishing with a sprinkle of dill.
~~Nauti ruoastasi~
Each bite offers the sweetness of butter-sautéed leeks, gently enveloping the
salmon and vegetables, with a hint of dill adding a pleasant accent. The result is
asimple yet richly flavorful dumpling that captures the essence of Finland.
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Following the last issue’s journey through cinema,
1 visited Aki Kaurismaki’s bar, Café Moscow, in Helsinki.
This issue’s “Traveling Dumplings” spotlights Finland, bringing back
memories of a trip to Helsinki a few years ago—a journey that included
another cinematic pilgrimage.

Among my favorite directors is Finland’s Aki Kaurismiki, known for
classics like Leningrad Cowboys Go America, The Match Factory Girl,
and The Man Without a Past, which won the Grand Prix at Cannes.

Finland may be renowned for chic Scandinavian design, yet
Kaurismaiki’s films stand in stark contrast, embracing an endearing, almost
awkward simplicity. His regulars, Matti Pellonp4 and Kati Outinen, along
with others, exude a humble, unpolished charm. His films often depict the
lives of ordinary, unpretentious people with sparse dialogue and dimly lit
scenes.
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In Helsinki, a Finnish friend invited me to Kaurismiki’s bar, Café Moscow.
Naturally, I agreed without hesitation. After winding through backstreets, we
arrived at Café Moscow bar—a name quintessentially Kaurismaki.

The space featured a modest counter and four or so tables, with a photo of
Matti Pellonpai gracing a deep burgundy wall. Everything, from the decor to
the ambiance, echoed Kaurismiki’s world, where even Japanese enka music
wouldn’t feel out of place. With only a few patrons, I savored a quiet beer in
bliss. Sadly, Café Moscow has since closed.

For many in Japan, the film Kamome Diner shaped their image of Helsinki,
featuring Finland’s iconic Iittala and Arabia kitchenware. That film’s Helsinki
was simple, natural, and stylish—like a page from a magazine such as ku:nel
or Lingkaran.

Helsinki embodies that charm, but it also has the soulful, gritty character of
Kaurismaki’s world. Although I appreciate that it’s this duality that makes
Helsinki so attractive, my mind always drifts back to Café Moscow.
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Who coined names like “City of Flowers” for Paris or “City of
Music” for Vienna?

‘When did the world begin to overflow with such descriptions? While
theories vary, their origin doesn’t trace back to ancient history.

Around 8,000 years ago, during the rise of the four great civilizations, grand
descriptors were absent. As one of the earliest known forms of currency, the Hal
silver coins from ancient Mesopotamia (circa 4300~1530 BCE) enabled trade,
with descriptions of provenance and the like aiming more at higher prices than
brand value. By the Age of Exploration, as trade and logistics connected regions,
descriptors similar to today’s “rich” or “glorious” emerged. In Japan, even before
the Warring States period, goods were classified as missionary imports or local.
‘With the Meiji Restoration, “Namban” imports, dating from the 16th century,
became “foreign goods,” and foreign lands gained poetic descriptors.

Paris, labeled as the “City of Flowers,” gained this title in Japan after a
delegation headed by Eiichi Shibusawa attended the Paris Exposition. Yet, in
Europe, Florence holds this title; Paris's association came from Britain’s
Industrial Revolution blooming in France. Meanwhile, Paris started importing
Japanese culture, viewing Japan, with its vivid ukiyo-e colors, as the “Land of the
Rising Sun” (a term from Prince Shotoku). For artists like Van Gogh, Japan
represented a land bathed in warm sunlight, inspiring him to leave gray Paris for
sunny Arles. Through his brother Theo, he wrote to many Impressionist
painters that “Here is the vibrant light of Japan.” Looking back, Marco Polo
called Japan the “Golden Country Zipangu” in The Travels of Marco Polo,
making Japan aland of allure as far back as the 13th century.

Today, adjectives are quickly used and discarded, but recalling the pre-Internet
Bubble Era when messages traveled only by landlines, it feels like another world.

From there, as you know, advertising slogans became full of adjectives
often having little to do with the products themselves. Today's brands
wear adjectives like fast fashion, and ironically “throwaway culture of
words” is an apt description of our world.
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In Fukuoka’s Yakuin district, Ajito serves
Hakata-style sushi with its signature sweet-savory
tsume sauce that enhances seafood, alongside
seasonal Japanese dishes. Expertly crafted by
skilled chefs, their sushi is paired with select sake,
offering a memorable experience for special
occasions. From December 2024, lunch will focus
exclusively on sushi courses, elevating the Hakata
sushi experience.
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In this quaint restaurant tucked away in a residential area of Hakomatsu, Chef
Tsujitsuka sources choice ingredients from his hometown, Shikanoshima, and uses
liquid nitrogen and modern equipment to create inventive dishes with novel flavors
and textures. Served on delicate Ueno ware that enhances flavor, the dishes are visually
stunning, Please savor the chef's meticulously crafted creations.
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This farm grows premium strawberries by collecting rainwater and using
permanent magnets to break up nutrient molecules for easier absorption,
under stringent water and soil standards. Harvested at peak ripeness on the
morning of shipment, these strawberries are so fresh and flavorful they

bring the farm experience to you. Enjoy the taste of freshly picked
strawberries right at home.






