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Sake’s growing reputation overseas and future branding considerations
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PEFaEXEK

Masumi Nakano
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The following is a summary of main views expressed during the
keynote lecture and the panel discussion in the symposium, under the
responsibility of the Sendai Regional Taxation Bureau.

Branding and promotion of TOHOKU SAKE

@ TOHOKU SAKE is high in quality and rich in variety, but those
strength are not fully conveyed.

e®The capacity for large-scale promotion at individual SAKAGURAs
(3%) is limited because many of them are small in production volume.

e Tohoku is blessed with a favorable climate and other factors (rice,
water, human resources) for brewing SAKE. There are a lot of
excellent rice varietals, yeast developed in the region and water
sources suited for it.

e Tohoku has a favorable image as the land of rice, SAKE, beautiful
seasons, sea, mountains, cuisine and so on.

®SAKE is one of luxury goods (not necessities), which are becoming
accepted with history and culture behind them.

e Tohoku is viewed as a single region, therefore, promotion connecting
an individual SAKE brand with a prefecture in which it is located and
Tohoku can be effective.

elt is important for brewers to broaden their horizons to overseas, in
order to boost pride and aspirations for the TOHOKU SAKE industry
among young people and succeeding generations.

elt is important to conduct focused and sustained branding and
promotion of Tohoku as a whole.

Issues to overcome regarding exports
eDistribution is one of important factors to be understood. For
example, sorts of SAKE which are good for consumption even under
storage of room temperature are suited for exports, when the long
transportation time is considered.

eMatching SAKE with local “soul food” of destination countries is very
much worth trying. For that, the first thing is to visit countries you are
interested in.

eIn addition to continue tariff removal negotiations, the tariff system
should be modified reflecting characteristics of SAKE.

e Tariffs, such as varying rates for alcohol-added products, and alcohol
tax are some obstacles to exports to EU.

eEducation for a better understanding of SAKE is important. For
example, it is desirable to establish a standardized curriculum among
various Japanese institutions on tasting and appreciation.

eBecause standards of “sweet” and “dry” are unclear for the
non-Japanese, comprehensible and global guidelines should be
established.

oA Japan-led initiative for common and unified labeling is necessary.
eHigh-grade SAKE needs to be explained why it is expensive and
promotion should be carried out from the viewpoint of non-Japanese
customers.

Response to inbound foreign visitors

®As inbound customers are visiting Tohoku with primary interests to
the region, it is a very important opportunity for further promoting their
image of Tohoku through proper treatment.

e Tohoku has few places capable of accommodating demands of
foreigners, such as sommeliers, to visit a SAKAGURA.

eoIn terms of costs, hiring permanent staff proficient in English or
Chinese by each individual SAKAGURA is extremely impractical.
eBecause Tohoku has many unique attractiveness such as scenic and
cultural assets and festivals, visitors would be greatly impressed by
experiences that combine SAKAGURA visits with other attractions.

o Any promotion effort of TOHOKU SAKE would be best implemented
not only by drawing attention to its excellent rice, yeast, water and
climate for brewing SAKE, but also matching SAKE with its local food
culture.

e®When serving visitors, it is important to act as a top-notch promoter.
(That is, offering unique experiences and stories, providing warm and
friendly hospitality and hopefully making them ambassadors of your
SAKAGURA. At the very least, never disappointing them.)

e The central or local government should take the lead in training
guides thoroughly educated in TOHOKU SAKE.

oPaid SAKAGURA-tourism should be fully developed mobilizing
attractiveness of Tohoku.

3% SAKAGURA is the Japanese word for a SAKE brewery.
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MR Gender

B vae 41 91.1%
M Female 4 8.9%
it Total 45 100%
FH#p Age

201 0 0%
3041 6 14.0%
401 10 23.3%
501 20 46.5%
601K 7 16.3%
TORLEIE 70sorabove 0 0%
5t Toul 43 100%
[EI%E Nationaiity

BA Japan 37 84.1%
FTIOTF Asia 0 0%
3—0OY/N Europe 3 6.8%
ALRRIK er S Amerca 9.1%
FDfth other 0] 0%
&t Total 44 100%
BEZE  Occupation

JEESE  Brewing industry 10 21.7%
TEERARFEZE  Alcohol retail 11 23.9%
N Tourism 7 15.2%
BREZE Restaurant 2 4.3%
FEDfth other 16 34.8%
it Total 46 100%

Q1 AADIVRIILICOVWT . HTREREDEIMELZZLY,
Please answer the following questions below based on your experiences
during the event.

HEFZEE  The Keynote Lecture

BB Very satisfied 34 75.6%
XoXoiH B Somewhat satisfied 10 22.2%
3B  Neither satisfied nor dissatisfied 0 0%
XOXOARiH  Somewhat dissatisfied 1 2.2%
A5 Very dissatisfied 0 0%
£t Total 45 100%

INFIVT A AHYS,3>/ The Panel Discussion

BB Very satisfied 25 55.6%
XoXO5H B Somewhat satisfied 13 28.9%
LB Neitner satisfied nor dissatisfied 3 6.7%
XOXO\ji  Somewhat dissatisfied 4 8.9%
il Very dissatisfied (0] 0%
§T Total 45 100%

ﬁjkﬁaz&iﬁéﬁﬁﬁ% The Tohoku Japanese Sake Tasting Session

JBIE  Very satisfied 25 55.6%
XoXo5HE R Somewhat satisfied 13 28.9%
e Neither satisfied nor dissatisfied 3 6.7%
XOXOASjH  Somewhat dissatisfied 4 8.9%
i Vvery dissatisfied 0 0%
£t Tota 45 100%

Q2 FILDSAKED#AIFERKICEDYEL D,
Did you fully feel the appeal of the Sake in Tohoku?

BEho7z verywel 24 58.5%
PX{EhH D7z Sightly wel 13 31.7%
HENEHORDOf Notvery v 3 7.3%
2LEDSENOF Notatal 1 2.4%
&t Total 41 100%
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Q3 FEODY VRO LEEEAL RILDSAKEDEIW - 1>/ IR
HEBXICOVWT. EQXDLBHEPBEEEZEATITN,
Based on today’s experience with the symposium, what kind of approach do

you think is necessary to further increase the export of Sake in Tohoku and
the Sake inbound consumption?

BT (BAE) R RS E 5D T RELABELRVET,
BAEC—RHBENDT 70— F HRBLEBVET . Al
BRI T NETT

| think that a rethinking of (Japanese Sake) brewer about distribution is
needed. | think a restaurant and general consumer-targeted approach
is needed. A concrete action plan should be carried out.

IS TBARBERIEVDEDDHIET . ZDFREESIC
BEIAAIOMERICEEL THESV AV NIV ROBERRIC
IFZDBDRES L SEHATE DR OEH AL,

Yamagata has a “Japanese Sake school.” I'd like to see the school

also train people in the hospitality industry so they can explain the
wonders of Yamagata Sake to inbound visitors.

AN UREFRAUBT COT7 /71 ET(ZEER LB T
D7 NG E—EBRGTIEDRETHD.

We need to make sure that more inbound visitors be come overseas
ambassadors by providing them activities at Sake breweries activities.

BOLWERST7ZEP T HICkES0~40K. EINDE
BERMLTEL WV RLDILARDI=DHI,

Increase Sake fans, particularly among women in their 30s to 40s. I'd
like to see more relaxed alcohol taxes domestically to expand the user
base.

RIADBEEICIIHRDNEREDDPE NI EZBETADEND
ISR AR B ZRAR T AP DPRETHYELDBEREEY
FEHBREZESHEBDYE,

When considering that many Tohoku SAKAGURA are small-scale
operations, ensuring an ongoing supply is a major concern
necessitating organizations that can play a coordinating role.

BEIT RIS BIRARREDBIHNDOPRMEDH HDEHET
DANVIPRBBE, I TOFECKI A NTVNEEICD
DEDBHERBVET.

We need overseas-targeted PR by each brewery, retail store and

municipality as well as PR events based on local cooperation. | think
activities at the local level will lead to greater inbound consumption.

BARBSEEICHREBATEDLDIC FARARNEE) D> —
DERBTINETHB . E AV NI URRITEZR—T Vb
ETBIEBRBERICELDRITEICARNBERATESZ
BEOCHENEIFEDBRICE)LZADBRBEBAL TEHS
ABEDEDEDD.

Start giving out new Sake making scenses so that new people can get
into the Sake making business. Also target inbound tourists.The more
people you get to drink Sake while in Japan,the more likely to buy
Sake when they get home.

BAEADAADRILDZHTEZFH NI EDBRLFRDBETIC
HY) A THEIDEMOSBRNIENARELEETT

A big problem is people outside of Japan have never heard the name
Tohoku and don’t know where/what it is.

Q4 SEOYVRI LG BEHICHATEROBERISIIDEDTLED,
Based on your experiences today, was this symposium easy to understand
and helpful to you?

18IC3Lo7z Very helpful 25 65.8%

FHZICIL DT Fairy helpfu 11 28.9%

HEVRICILTRADT Notvery heptu 2 5.3%

RIS fha o7z Nothelpful atal 0 0%

&t 38 100%
TEE reason

BERE. NRXT— O—TAR—E—DEDSEICHE/H TR
PLELZ BIBEADPNRT—DEDOFZVELZLTNEEN
TWDTHRATOER DY T Do,

| was deeply impressed by the high level of the speakers, panelists
and coordinators. | appreciate what | heard from Mr. Tasaki’s panel as
it was very easy for beginners to understand.

NRVANDED T« A DY araE<ZET BARBERTEAD
EHEE. BN TORRBOMNEMNITHFERIDHIENTEE
L7

The panel discussions gave me a clear understanding of Japanese
Sake sales reform, and the positioning of Japanese Sake abroad.

AKBRDVAVEFHSERBEERTEEICTNEZENLLD
W27z ERDN—RNILEEWDIBRBEE S E M ZR<EC T,
| found many enlightening topics in Mr. Ohashi’s journey from wine to

the Japanese Sake industry. The hurdle to implementation is high, but
| felt a strong need to grapple with it.

BATIN T Z T REHDTNR) AN EDRRZ/HLZ
ET.FESLWRBERDIENTE .

Speakers from various backgrounds gave great insight.

%d)fﬂln Z_Eﬁn Z‘_@fg?’;t Other comments or feedbacks

FEFLRILBHDOPOETT  MREETEZTOSHBED
HBERLUEL.

Tohoku is still like a frog in a well. | came away aware of the need to
think more on a global scale.

BARBEDVSERERY DOISBNAT > OBEEAZEEEICT
BIEFETHEENERNVET .

| found that it is very useful for Japanese Sake looking to the overseas
to take wine industry as an export example.

S OBBD BRI BB Y —5 TV IEERELEEDT
5.

A lot of discussion about aiming for "prestige" product/marketing.

HHPBANOBARNERTZT—VICBRAZEHRONNRIL
TAANY AV EFR T TEEVDELNEFEEA,

Maybe have a non Japanese panel discussion on exports and over
sea sales.
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