Under the Paperwork Reduction Act of 1995 no persons are required to respond to a collection of information unlessit displays avalid OMB control number.

PTO Form 1960 (Rev 10/2011)
OMB No. 0651-0050 (Exp 09/20/2020)

Request for Reconsideration after Final Action

Thetable below presentsthe data as entered.

SERIAL NUMBER 87914815

LAW OFFICE
ASSIGNED

MARK SECTION

LAW OFFICE 123

MARK https://tmng-al .uspto.gov/resting2/api/img/87914815/large

LITERAL ELEMENT KOBE

STANDARD

CHARACTERS =S

USPTO-GENERATED

IMAGE e

MARK STATEMENT The mark consists of standard characters, without claim to any particular font style, size or color.

EVIDENCE SECTION
EVIDENCE FILE NAME(S)

ORIGINAL PDFFILE | evi 68231122-20190912204748358823 . req recons-kobe rokko.pdf

CONVERTED PDF
FILE(S) WTICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0002.JPG
(27 pages)

\TICRS\EEXPORT 1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0003.JPG

\TICRS\EEXPORT1NAIMAGEOQUT17\879\148\87914815\xml 11\RFR0004.JPG

\TICRS\IEXPORT1NAIMAGEOQUT17\879\148\87914815\xml 11\RFR0005.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0006.JPG

\TICRSEXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0007.JPG

\TICRS\EEXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0008.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0009.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0010.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0011.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0012.JPG

\TICRS\EEXPORT1INAIMAGEOQUT17\879\148\87914815\xml 11\RFR0013.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0014.JPG

\TICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0015.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0016.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xmI 11\RFR0017.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0018.JPG



../evi_68231122-20190912204748358823_._req_recons-kobe_rokko.pdf
../RFR0002.JPG
../RFR0003.JPG
../RFR0004.JPG
../RFR0005.JPG
../RFR0006.JPG
../RFR0007.JPG
../RFR0008.JPG
../RFR0009.JPG
../RFR0010.JPG
../RFR0011.JPG
../RFR0012.JPG
../RFR0013.JPG
../RFR0014.JPG
../RFR0015.JPG
../RFR0016.JPG
../RFR0017.JPG
../RFR0018.JPG

\TICRS\EEXPORT 1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0019.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0020.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0021.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0022.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0023.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0024.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0025.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0026.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0027.JPG

\TICRS\EEXPORT 1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0028.JPG

ORIGINAL PDFFILE | evi 68231122-20190912204748358823 . ex c to req Beer in Germany - Wikipedia.pdf

CONVERTED PDF
FILE(S) WTICRS\EEXPORT1AIMAGEOUT17\879\148\87914815\xml 11\RFR0029.JPG
(10 pages)

\TICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0030.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0031.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0032.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0O033.JPG

\TICRS\EXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0034.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFRO035.JPG

\TICRS\EEXPORT 1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0036.JPG

\TICRS\EEXPORT 1INAIMAGEOUT17\879\148\87914815\xml L\RFR0O037.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0038.JPG

ORIGINAL PDF FILE | evi 68231122-20190912204748358823 . ex b to req Beer - Wikipedia.pdf

CONVERTED PDF
FILE(S) \TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0039.JPG
(28 pages)

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0040.JPG

\TICRS\EEXPORT1AIMAGEOUT17\879\148\87914815\xml 11\RFR0041.JPG

\TICRS\EXPORT 1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0042.JPG

\TICRS\EXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0043.JPG

\TICRS\EXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0044.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0045.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0046.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0047.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0048.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0049.JPG

\TICRS\EXPORT 1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0050.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFRO051.JPG



../RFR0019.JPG
../RFR0020.JPG
../RFR0021.JPG
../RFR0022.JPG
../RFR0023.JPG
../RFR0024.JPG
../RFR0025.JPG
../RFR0026.JPG
../RFR0027.JPG
../RFR0028.JPG
../evi_68231122-20190912204748358823_._ex_c_to_req_Beer_in_Germany_-_Wikipedia.pdf
../RFR0029.JPG
../RFR0030.JPG
../RFR0031.JPG
../RFR0032.JPG
../RFR0033.JPG
../RFR0034.JPG
../RFR0035.JPG
../RFR0036.JPG
../RFR0037.JPG
../RFR0038.JPG
../evi_68231122-20190912204748358823_._ex_b_to_req_Beer_-_Wikipedia.pdf
../RFR0039.JPG
../RFR0040.JPG
../RFR0041.JPG
../RFR0042.JPG
../RFR0043.JPG
../RFR0044.JPG
../RFR0045.JPG
../RFR0046.JPG
../RFR0047.JPG
../RFR0048.JPG
../RFR0049.JPG
../RFR0050.JPG
../RFR0051.JPG

ORIGINAL PDF FILE

CONVERTED PDF
FILE(S)
(30 pages)

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0052.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0O053.JPG

\TICRS\EXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0054.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFRO055.JPG

\TICRS\EEXPORT1NAIMAGEOQUT17\879\148\87914815\xml 11\RFR0O056.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0057.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0058.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0059.JPG

\TICRS\EEXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0O060.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFRO061.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0062.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0O063.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0064.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0065.JPG

\TICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0066.JPG

evi_68231122-20190912204748358823 . ex d kobe exhibit.pdf

\TICRS\EEXPORT1INAIMAGEOQUT17\879\148\87914815\xml 11\RFR0067.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFRO068.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0069.JPG

\TICRS\EEXPORT1AIMAGEOUT17\879\148\87914815\xml 11\RFR0070.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0O071.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0072.JPG

\TICRSEXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0073.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0074.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFRO075.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFRO076.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFRO077.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0078.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml L1\RFR0079.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0080.JPG

\TICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0081.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0082.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0O083.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0084.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFRO085.JPG



../RFR0052.JPG
../RFR0053.JPG
../RFR0054.JPG
../RFR0055.JPG
../RFR0056.JPG
../RFR0057.JPG
../RFR0058.JPG
../RFR0059.JPG
../RFR0060.JPG
../RFR0061.JPG
../RFR0062.JPG
../RFR0063.JPG
../RFR0064.JPG
../RFR0065.JPG
../RFR0066.JPG
../evi_68231122-20190912204748358823_._ex_d_kobe_exhibit.pdf
../RFR0067.JPG
../RFR0068.JPG
../RFR0069.JPG
../RFR0070.JPG
../RFR0071.JPG
../RFR0072.JPG
../RFR0073.JPG
../RFR0074.JPG
../RFR0075.JPG
../RFR0076.JPG
../RFR0077.JPG
../RFR0078.JPG
../RFR0079.JPG
../RFR0080.JPG
../RFR0081.JPG
../RFR0082.JPG
../RFR0083.JPG
../RFR0084.JPG
../RFR0085.JPG

ORIGINAL PDF FILE

CONVERTED PDF
FILE(S)
(30 pages)

\TICRS\EEXPORT 1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0086.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0087.JPG

\TICRS\EEXPORT1NAIMAGEOQUT17\879\148\87914815\xml 11\RFR0O088.JPG

\TICRSEXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0089.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0090.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0091.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0092.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0093.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0094.JPG

\TICRS\EEXPORT 1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0095.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0096.JPG

evi 68231122-20190912204748358823 . ex e kobe exhibit.pdf

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0097.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0098.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0099.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0100.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0101.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0102.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0103.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0104.JPG

\TICRSEXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0105.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0106.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0107.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0108.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0109.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0110.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xmI 11\RFR0111.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0112.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0113.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0114.JPG

\TICRS\EEXPORT1INIMAGEOUT17\879\148\87914815\xmI 11\RFR0115.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0116.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xmI 11\RFR0117.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0118.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0119.JPG

\TICRS\IEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0120.JPG



../RFR0086.JPG
../RFR0087.JPG
../RFR0088.JPG
../RFR0089.JPG
../RFR0090.JPG
../RFR0091.JPG
../RFR0092.JPG
../RFR0093.JPG
../RFR0094.JPG
../RFR0095.JPG
../RFR0096.JPG
../evi_68231122-20190912204748358823_._ex_e_kobe_exhibit.pdf
../RFR0097.JPG
../RFR0098.JPG
../RFR0099.JPG
../RFR0100.JPG
../RFR0101.JPG
../RFR0102.JPG
../RFR0103.JPG
../RFR0104.JPG
../RFR0105.JPG
../RFR0106.JPG
../RFR0107.JPG
../RFR0108.JPG
../RFR0109.JPG
../RFR0110.JPG
../RFR0111.JPG
../RFR0112.JPG
../RFR0113.JPG
../RFR0114.JPG
../RFR0115.JPG
../RFR0116.JPG
../RFR0117.JPG
../RFR0118.JPG
../RFR0119.JPG
../RFR0120.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0121.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0122.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0123.JPG

\TICRS\IEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0124.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0125.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0126.JPG

ORIGINAL PDF FILE | evi 68231122-20190912204748358823 . ex f google sake defn.pdf

CONVERTED PDF
FILE(S) \TICRS\EEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0127.JPG
(20 pages)

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0128.JPG

\TICRS\EEXPORT 1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0129.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0130.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0131.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0132.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0133.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0134.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0135.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0136.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0137.JPG

\TICRS\EEXPORT 1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0138.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0139.JPG

\TICRS\EEXPORT 1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0140.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0141.JPG

\TICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0142.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0143.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0144.JPG

\TICRS\EEXPORT1AIMAGEOUT17\879\148\87914815\xml 11\RFR0145.JPG

\TICRS\EEXPORT1IAIMAGEOUT17\879\148\87914815\xml 11\RFR0146.JPG

ORIGINAL PDFFILE | evi 68231122-20190912204748358823 . exhibit g correct Metal umlaut - Wikipedia pdf

CONVERTED PDF
FILE(S) WTICRSEEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0147.JPG
(25 pages)

\TICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0148.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0149.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0150.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0151.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0152.JPG



../RFR0121.JPG
../RFR0122.JPG
../RFR0123.JPG
../RFR0124.JPG
../RFR0125.JPG
../RFR0126.JPG
../evi_68231122-20190912204748358823_._ex_f_google_sake_defn.pdf
../RFR0127.JPG
../RFR0128.JPG
../RFR0129.JPG
../RFR0130.JPG
../RFR0131.JPG
../RFR0132.JPG
../RFR0133.JPG
../RFR0134.JPG
../RFR0135.JPG
../RFR0136.JPG
../RFR0137.JPG
../RFR0138.JPG
../RFR0139.JPG
../RFR0140.JPG
../RFR0141.JPG
../RFR0142.JPG
../RFR0143.JPG
../RFR0144.JPG
../RFR0145.JPG
../RFR0146.JPG
../evi_68231122-20190912204748358823_._exhibit_g__correct__Metal_umlaut_-_Wikipedia.pdf
../RFR0147.JPG
../RFR0148.JPG
../RFR0149.JPG
../RFR0150.JPG
../RFR0151.JPG
../RFR0152.JPG

ORIGINAL PDF FILE

CONVERTED PDF
FILE(S)
(10 pages)

ORIGINAL PDF FILE

CONVERTED PDF
FILE(S)
(7 pages)

\TICRS\EXPORT 1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0153.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0154.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFRO155.JPG

\TICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0156.JPG

\TICRSEXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0157.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0158.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0159.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0160.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0161.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0162.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0163.JPG

\TICRS\EXPORT1NIMAGEOUT17\879\148\87914815\xml 11\RFR0164.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0165.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0166.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0167.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0168.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0169.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0170.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xmI 11\RFR0171.JPG

evi_68231122-20190912204748358823 . ex h article 3152198.pdf

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 1\RFR0172.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0173.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0174.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0175.JPG

\TICRS\EEXPORT1NAIMAGEOUT17\879\148\87914815\xml 11\RFR0176.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 1N\RFR0177.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0178.JPG

\TICRS\EEXPORT1INAIMAGEOUT17\879\148\87914815\xml 11\RFR0179.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0180.JPG

\TICRS\EXPORT1INIMAGEOUT17\879\148\87914815\xml 11\RFR0181.JPG
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CLASSIFICATION AND LISTING OF GOODS/SERVICES

Applicant hereby deletes the following class of goods/services from the application.
Class 032 for Beer

Applicant proposesto amend the following class of goods/servicesin the application:

Current: Class 033 for Alcohalic beverages, namely, wine, distilled spirits, and sake

Origina Filing Basis:

Filing Basis: Section 1(b), Intent to Use: For a trademark or service mark application: As of the application filing date, the applicant had a
bonafide intention, and was entitled, to use the mark in commerce on or in connection with the identified goods/services in the application. For a
collective trademark, collective service mark, or collective membership mark application: As of the application filing date, the applicant had a
bona fide intention, and was entitled, to exercise legitimate control over the use of the mark in commerce by members on or in connection with
the identified goods/services/collective membership organization. For a certification mark application: As of the application filing date, the
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applicant had a bona fide intention, and was entitled, to exercise |legitimate control over the use of the mark in commerce by authorized usersin
connection with the identified goods/services, and the applicant will not engage in the production or marketing of the goods/services to which the
mark is applied, except to advertise or promote recognition of the certification program or of the goods/services that meet the certification
standards of the applicant.

Proposed:
Tracked Text Description: A

Class 033 for Sake.

Filing Basis: Section 1(b), Intent to Use: For a trademark or service mark application: As of the application filing date, the applicant had a
bona fide intention, and was entitled, to use the mark in commerce on or in connection with the identified goods/services in the application. For a
collective trademark, collective service mark, or collective membership mark application: As of the application filing date, the applicant had a
bonafide intention, and was entitled, to exercise legitimate control over the use of the mark in commerce by members on or in connection with
the identified goods/services/collective membership organization. For a certification mark application: As of the application filing date, the
applicant had a bona fide intention, and was entitled, to exercise |legitimate control over the use of the mark in commerce by authorized usersin
connection with the identified goods/services, and the applicant will not engage in the production or marketing of the goods/services to which the
mark is applied, except to advertise or promote recognition of the certification program or of the goods/services that meet the certification
standards of the applicant.

The applicant's current attorney information: Kenneth Motolenich-Salas. Kenneth Motolenich-Salas of MotoSalas Law, PLLC, islocated at
16210 North 63rd Street
Scottsdale, Arizona 85254
us

The phone number is 202-257-3720.

The email address is ken@motosalaslaw.com

The applicants proposed attorney information: Kenneth Motolenich-Salas. Kenneth Motolenich-Salas of MotoSalas Law, PLLC, isamember of
the XX bar, admitted to the bar in XXX X, bar membership no. XXX, islocated at

16210 North 63rd Street
Scottsdale, Arizona 85254
United States
The phone number is 202-257-3720.
The email addressis ken@motosal aslaw.com
Kenneth Motolenich-Salas submitted the following statement: The attorney of record is an active member in good standing of the bar of the
highest court of aU.S. state, the District of Columbia, or any U.S. Commonwealth or territory.
The applicant's current correspondence information: Kenneth Motolenich-Salas. Kenneth Motolenich-Salas of MotoSalas Law, PLLC, islocated
at
16210 North 63rd Street
Scottsdale, Arizona 85254
us
The phone number is 202-257-3720.

The email address is ken@motosal aslaw.com; kmotolen@yahoo.com

The applicants proposed correspondence information: Kenneth Motolenich-Salas. Kenneth Motolenich-Salas of MotoSalas Law, PLLC, is
located at

16210 North 63rd Street
Scottsdale, Arizona 85254
United States



The phone number is 202-257-3720.
The email address is ken@motosal aslaw.com; kmotolen@yahoo.com

SIGNATURE(S)

Request for Reconsideration Signature

Signature: /Kenneth Motolenich-Salas/  Date: 09/12/2019
Signatory's Name: Kenneth Motolenich-Salas

Signatory's Position: Attorney of Record (DC and AZ Bar Member)

Signatory's Phone Number: 2022573720

The signatory has confirmed that he/sheis a U.S.-licensed attorney who is an active member in good standing of the bar of the highest court of a
U.S. state (including the District of Columbiaand any U.S. Commonwealth or territory); and he/she is currently the owner's/holder's attorney or
an associate thereof; and to the best of his’her knowledge, if prior to his/her appointment another U.S.-licensed attorney not currently associated
with his’/her company/firm previously represented the owner/holder in this matter: the owner/holder has revoked their power of attorney by a
signed revocation or substitute power of attorney with the USPTO; the USPTO has granted that attorney's withdrawal request; the owner/holder
has filed a power of attorney appointing him/her in this matter; or the owner's’holder's appointed U.S.-licensed attorney has filed a power of
attorney appointing him/her as an associate attorney in this matter.

The applicant is not filing a Notice of Appeal in conjunction with this Request for Reconsideration.

Mailing Address: Kenneth Motolenich-Salas
MotoSalas Law, PLLC

16210 North 63rd Street
Scottsdale, Arizona 85254
Mailing Address.  Kenneth Motolenich-Salas
MotoSalas Law, PLLC
16210 North 63rd Street
Scottsdale, Arizona 85254

Serial Number: 87914815

Internet Transmission Date: Thu Sep 12 21:09:16 EDT 2019

TEAS Stamp: USPTO/RFR-XX.XXX.X.XX-201909122109166842
97-87914815-610adcfdb336d67af c9a7a33b228
7d752267h3adcc50b09d9f 788d2f 191a0ced6-N/
A-N/A-20190912204748358823



Ser. No. 87/914,815 — Kobe™
Filed: May 10, 2018
Pacific International Liquor, Inc.

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE

In re Application of

Pacific Intemational Liquor, Inc. Trademark Law Office: 123

Application Serial No. 87/914 815 Examining Attorney: Crystal H. Y1

Filed: May 10, 2018 VIA TEAS Request for Reconsideration
After Final

Office Action Entered: Sep. 5, 2018

Mark: Kobe™

REQUEST FOR RECONSIDERATION AFTER FINAL ACTION AND AMENDMENT
TO THE APPLICATION

Dear Madam:

The following request for reconsideration regarding the pending application to register
Kobe™, Ser. No. 87/914,815 (“Applicant’s Mark™), in connection with “Alcoholic beverages,
namely, wine, distilled spirits, beer, and sake™ i class 033 is respectfully submitted in response to
the final action dated March 12, 2019. The Office Action addressed what the examining attorney
perceives to be a likelihood of confusion pursuant to Section 2(d) of the Lanham Act based on
Reg. Nos. 4,877,314 for Kébi® and design (“Kébi Mark™) in class 028 for “Beer” and (II)
4,853,406 for Kobe® (“Kobe Design Mark™) in class 025 for “Processed chili; blends of edible
oils and fats; edible oils” and “Dried herbs, namely, seasonings; hot chili bean paste for use as a
seasoning; curry spices; spices, namely, farinaceous food pastes for human consumption; spices;
cooking sauces; condiments, namely, pepper sauces; dry seasonings; seasoning food pastes; dried
chili peppers for use as a seasoning; marinade for use as a seasoning; seasoning mMixes; s€asonings;

blends of seasonings™ (“Kobe Design Mark Goods™). No other bases of rejection were given and



Ser. No. 87/914,815 — Kobe™
Filed: May 10, 2018
Pacific International Liquor, Inc.

the Applicant appreciates the Exanining Attorney’s attention to the arguments raised in the Office
Action Response dated Feb. 26, 2019 with respect to the significance inquiry concerning Kobe™,

which was discussed in Section I of the Office Action Response.

As an initial matter, the Applicant hereby incorporates by reference the arguments and
evidence submitted in its prior non-final Office Action Response dated Feb. 26, 2019 and
respectfully submits that such evidence and arguments, which was extensive (more than 1000
pages of evidence plus 30+ pages of argument), suffice to warrant registration pursuant to the
applicable law. The Applicant respectfully requests that the Examiner carefiilly review such
previously-offered arguments and evidence and reconsider the conclusions reached in the Final

Office Action.

Additionally, the Applicant offers the following further arguments and evidence for the
Examining Attorney’s consideration. Attached for the record is evidence in support of the
arguments presented herein, as well as an affidavit from the Applicant’s President and CEO
(Exhibit A). The entirety of all attached exhibits and the affidavit, along with the entirety of the
Office Action Response, are incorporated herein by this reference. Further references to such
evidence are given below. Lastly, Applicant amends the goods to further discriminate between

the goods offered under the mark from those set forth i the cited registrations.

I Amendment of the Goods
Applicant hereby withdraws its application as to class 033 for beer. Moreover, Applicant
hereby amends its application as to class 032 to “Sake.” Applicant contends that this further
eliminates any concern of similarity of goods between the cited registrations, none of which

imcludes sake, and those offered under Applicant’s mark.
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II. Likelihood of Confusion Rejection Based on the Registered Marks

The Examining Attorney focuses the analysis on only two of the thirteen factors set forth
in In re E. I. DuPont DeNemours & Co., 476 F.2d 1357, 1361 (C.C.P.A. 1973). namely, the
similarity of the marks and the relatedness of the goods. Applicant addresses each of these two
factors in turn below and submits that the record and the law weigh in favor of finding no likelihood
of confusion. While not necessary to reach that conclusion, other DuPont factors that are
applicable here also militate in favor of finding no likelihood of confusion, as explained below,
and should be considered by the Examining Attorney pursuant to the reconsideration requested.
In Re Bright House Networks, 2008 WL 4803890, at *2 (T.T.A.B. Oct. 20, 2008) (stating that the
Office’s “determination of the issue of likelihood of confusion is based on an analysis of all of the
probative facts in evidence that are relevant to the factors set forthin fn re E. 1. du Pont de Nemours
& Co., 476 F.2d 1357, 177 U.S.P.Q. 563 (C.C.P.A. 1973)"); see also In re Majestic Distilling Co.,

315F.3d 1311, 65 U.S.P.Q.2d 1201 (Fed. Cir. 2003).

a. Dissimilarities Between the Marks

1. Kobe/Kébi

! The Federal Circuit uses the thirteen factor test developed in the 1973 Du Pont case cited supra.
The 13 factors are (ones discussed herein as relevant are bolded): (1) the similarity or
dissimilarity of the marks in their entireties as to appearance, sound, connotation and
commercial impression; (2) the similarity or dissimilarity and nature of the goods or services
as described in an application or registration or in connection with which a prior mark is in
use; (3) the similarity or dissimilarity of established, likely-to-continue trade channels; (4)
the conditions under which and buyers to whom sales are made, i.e., “impulse” vs. careful,
sophisticated purchasing; (5) the fame of the prior mark (sales, advertising, length of use); (6)
the number and nature of similar marks in use on similar goods: (7) the nature and extent of
any actual confusion; (8) the length of time during and conditions under which there has been
concurrent use without evidence of actual confusion; (9) the variety of goods on which a mark 1s
or 1s not used (house mark, “family” mark, product mark); (10) the market interface between
applicant and the owner of a prior mark; (11) the extent to which applicant has a right to exclude
others from use of its mark on its goods; (12) the extent of potential confusion, i.e., whether de
minimis or substantial; and (13) any other established fact probative of the effect of use.
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First, the Examining Attorney reached the wrong conclusion regarding the overall
commercial impression on the marks (and thus the imbuing of a dissimilarity between such marks)
between Kébi® and Kobe™ by not giving proper weight to the (i) presence of the umlauted o
(*°6”) in K&bi® and the effect this has on the comumercial impression on such mark and the lack of
any such umlauted o (“67) in Kobe™, and (i1) suggestiveness of “Kobe™ causing a connection
between the mark with Japan and things of Japanese provenance.? As indicated by the submitted
affidavit of Jun Tanaka, evidence submitted herewith, and the evidence of record attached to the
Office Action Response (all of which is expressly incorporated herein by this reference), the
inclusion of the very European letter strongly associated with German (umlauted o, “6”) in Kébi
and its application to a product commonly associated with Germany (beer).® when compared to
Kobe which is (1) devoid of any wmnlauted vowel and (i) imbued with the suggestiveness of

Japanese provenance and applied to a product synonymous with Japan (see Section IIl(c) infia),!

% See Office Action Response at 26-29 (discussing the import of the presence of the umlauted letter
in the Kobi® and the absence of such letter in Kobe™, in imparting a dissimilarity between the
marks militating against a likelihood of confusion).

3 See Exhibit B [“Beer”, Wikipedia, https://en.wikipedia.org/wiki/Beer, accessed Sep. 12, 2019
{listing Germany as being one of “[t]he traditional European brewing regions™}]: Exhibit C
[“Beer in Germany”, Wikipedia, https://en.wikipedia.org/wiki/Beer in_Germany, accessed Sep.

12, 2019 {indicating that “Beer 1s a major part of German culture” and noting that Germany has
“[t]he highest density of breweries in the world” and the German beer culture has spawned and
propagated “Oktoberfest,” which “is a 16- to 18-day festival held annually in Munich, Bavaria,
Germany, running from late September to the first weekend in October.”}]; Exhibit D
[“Everything You Need to Know About Oktoberfest”, Time Magazine, Lisa Marie Segarra, Sep.
17, 2017, accessed Sep. 12, 2019, https://time.com/4944930/what-is-oktoberfest/ {indicating that
Oktoberfest is a “German festival [that] 1s now a worldwide phenomenon celebrating Bavarian
culture and flowing pints of beer” that 1s “the world’s largest beer celebration™ and, as such, 1s
“often associated with beer”}].

 Evidence submitted with the Office Action Response also shows the suggestiveness of “Kobe”
with anything Japanese. See Office Action Response at 30-32 and exhibits cited therein. As
demonstrated by the evidence submitted herewith in Exhibit E, comprised of dictionary
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rejection under Section 2(d), justifying reconsideration of final refusal of Kobe for sake in view of
Kébi for beer. Fruit of the Loom, Inc. v. Fruit of the Earth, Inc., 846 F.2d 78, 1988 WL 26058
(Fed. Cir. 1988) (despite fact that “[t]he marks have three out of four words in common, with a

>

similar “lilt and cadence,”” affirming dismissal of opposition where “the connotations are
different,” with “FRUIT OF THE LOOM ha|ving] a connotation of a product of a loom, i.e. woven
textile, while FRUIT OF THE EARTH ha[d] a connotation of natural products or ingredients

derived from the earth, in keeping with the promotion of its products as “Nature Inspired’™).

11. Kobe Design Mark/Kobe

And, with respect to the Kobe Design Mark, the Applicant respectfully disagrees with the
Examining Attorney’s assigning greater weight to the literal element/word portion of the Kobe
Design Mark in comparing such mark to Applicant’s mark Kobe™. The Examining Attorney
conveniently overlooks that “there is 110 per se rule (which unfortunately the Examining Attorney
adopted) that words must always dominate over designs.” In re Wall Street Alliance, Inc., Ser.
No. 87/496,920, slip op. at *8 (T.T.A.B. Feb. 22, 2019) (citing Parfims de Coeur Ltd. v. Lazarus,
83 U.S.P.Q.2d 1012 (T.T.A.B. 2007)). What the Examining Attorney does, in effect, in order to
reach her misguided conclusion that the Kobe Design Mark is sinilar enough to Applicant’s Kobe
to support a finding of likelithood of confusion, 1s ignore the extensive design and stylized aspects
of the former and consider only the one commonality, viz., “Kobe”. Cf id. (citing Parfums de
Coeur, 83 U.S.P.Q.2d at 1016 and /n re Electrolyte Labs., Inc., 913 F.2d 930, 16 U.S.P.Q.2d 1239,
1240 (Fed. Cir. 1990) (“There 1s no general rule as to whether letters or design will dominate in
composite marks; nor is the dominance of letters or design dispositive of the issue.”). Moreover,
where, as here, the word portion of the marks in question (viz., “Kobe™) 1s highly suggestive as

indicated infra at § Il(c) (Similar Marks in Use) of Japanese provenance (see supra at n.4 [citing

10
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Exhibit E], the entirety of which are incorporated herein by this reference), the presence of a
design may be a more significant factor in the similarity of the mark caleulus. Jd. (citing In re
Hamilton Bank, 222 U.S.P.Q. 174, 179 (T.T.A.B. 1984)). Thus, congruent with T.T.A.B. precepts,
the Examining Attorney must (but failed to) “consider the design portion of both Applicant’s and

Registrant’s marks as a distinguishing element.” /d.

Here, the Kobe Design Mark has stylized font for “Kobe™ encircled in a large symbaol
equivalent to the international do not enter sign, as indicated below.!? In fact, Applicant contends
that the commonality of the do not enter sign, which is widely recognized around the world
including the United States, would create a longer lasting impression in the minds of consumers
than, inter alia, (1) uncommon design features or (1i) as applicable in this case, a word, such as
“Kobe”. This further lessens what the Examining Attorney perceives as the “dominance” of the
word “Kobe” in the Kobe design mark and, in Applicant’s view, renders the do not enter design
element, which would be memorable and easily recognizable to a consumer, as the truly dominant

feature of the Kobe Design Mark.

To this is added a half-blue, half-white square where the color is divided along a diagonal,

12 See Exhibit J (Google search for images of “do not enter sign” combined with
trafficsign.us/r5 . html accessed Sep. 11, 2019). which shows how a red circle encasing a white
rectangle-like polygon constitutes the international do not enter sign, which is assigned a number
of R5-1.

11
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for restaurant services; restaurant services, namely providing food and beverages for consumption
on or off the premises). This bizarre outcome should not be countenanced by the Trademark Office
as 1t runs afoul of the true diversity of products which, in a modern economy, just so happen to
have a slim overlap in the number or type of retailers offering a wide and diverse array of products
that, like both Applicant’s sake and the Kobe Design Mark Goods, are literally consumed by

consumers (e.g.. the very broad food and beverage industry).!

Not only does the Examining Attorney’ reasoning, wherein she equates the entirety corpus
of food products found on supermarket shelves with alcoholic beverages in general and sake in
particular, run afoul of the evidence submitted by the Applicant establishing the high level of
inherent differences between the Kobe Design Mark Goods and those of Applicant’s Kobe-
branded sake, it also is incongruent with Trademark Office practice. The number of registered
marks that are phonetically and visually similar, in whole or in part, issued to different registrants
where some are for various food products and others are for alcoholic beverages is not trivial. For
example, the Trademark Office has issued marks comprised in whole or in part of “Rocco” (or
analogous spellings of marks with similar aural impression, such as “Rok Ko™) to, inter alia, candy

bars (Rok Ka): wine (Roco and Roco Private Stash); Coftee, cocoa, tea (RaCo); whiskey,

Y Accord Andersen Corp. v. Freud TMM, Inc., Cancellation No. 92/042,430, slip op. at *12
(T.T.A.B. June 28, 2007) (rejecting “petitioner’s point that the parties’ goods are both used in the
construction industry”™ and concluding that “[t]he dissimilarity between the goods [viz., coatings
sold as a component part of power saw blades and window and door products such as protective
cladding] weighs heavily in favor” of non-cancellation where such “industry [like the food and
beverage industry which embraces both Applicant’s goods as well as those of the Kobe Design
Mark] i1s enormously broad, and this commonality [viz., simply both being in a very broad market]
simply 1s too tenuous of a connection upon which to find that the foods are commercially related”,
especially where, as with alcoholic beverages and beer on the one hand and the Kobe Design Mark
Goods on the other hand, such “goods are non-competitive and clearly have significant differences
i utility and essential characteristics™).

17
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dissimilarity of the marks Kébi and Kobe, along with the existence of numerous other third party
marks that are similar to Kobe and Kébi, support reconsideration of the final refusal to allow Kobe
in view of Kébi. Nonetheless, assuming arguendo that the Examining Attorney believes that these
Du Pont factors alone do not support reconsideration, Applicant subinits that the dissimilarity of
the goods (beer v. sake), joined together with the other Du Pont factors discussed herein vis-a-vis

those marks, support reconsideration of refusal to allow Kobe in view of Kabi.

It 1s a matter of common knowledge to “[a]nyone who has ever visited a grocery store []
that there are many different types of alcohol.” (Exhibit Q [“Types of Alcohol - List of Drinks
By  Alcohol Content -  Alcohol Rehab  Guide”, Alcohol Rehab  Guide,
https://www.alcoholrehabguide.org/alcoholitypes/, accessed Sep. 12, 2019].) So, consistent with
this marketplace reality and as an initial matter, it is “not establish[ed]” that one alcoholic beverage
(viz., beer) would, as a rule, be considered to emanate from the same source as that for a different
type of alcoholic beverage (viz., sake). E.g., Bell’s Brewery, Inc. v. Bell Hill Vineyards, LLC, Opp.
No. 91/177.,980, slip op. at *8 (T.T.A.B. Dec. 18, 2009) (noting that it is “not establish[ed] that it
is comunon practice for these goods [viz., packaged wine and beer] to emanate from the same
source”). Consistent with this maxim, it should be recognized that there is wide diversification
within the alcoholic beverage market. Applicant’s President and CEO, Jun Tanaka, provides
sworn declaratory evidence regarding diversification in the alcoholic beverage industry. See

Tanaka Dec.

The non-monolithic, diverse nature of the alcoholic beverage market is not just Applicant’s
convenient opinion. It is well-documented, with beer considered as one sector of a tripartite

market that 1s separate and apart from the market for spirits, which in turn is further subdivided

20
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only wine and beer but also most spirits (liqueur, whiskey, brandy), and other Japanese alcoholic

beverages (e.g., shochu and happoshu). Exhibit O at 57 (Appendix I therein).

Consistent with the expansive array of diverse alcoholic beverage product offerings and
the three-sector composition of the beverage alcohol industry (viz., wine, spirits, beer), the
Trademark Office has issued registrations for very similar marks where some were directed to beer
and others to alcoholic beverages in class 032, See, e.g., Exhibit K (showing registrations for
Rocco Red for beer in the beer market sector, Roco and Roco Private Stash in the wine market
sector, and Rocco in the spirits market sector for whiskey, excluding Irish whiskey, whiskey

spirits, and distilled spirits).

Joined with this 1s the fact that, in the context of the Du Pont factor of “the conditions under
which and buyers to whom sales are made, i.e., “impulse” vs. careful, sophisticated purchasing”,
sake consumers are typically very sophisticated and can very easily distinguish between sake
products, which are generally considered luxury products, and beer products, which generally are

not considered luxury products.23 In other words, the consumers of sake, such as those offered

wine into separate categories and examining the characteristics of each, noting that “[clompared
to wine and beer, sake 1s richer 1 armino acids and peptides” (also noted on page 19), and that
“[t]he mild flavor of sake [] goes well with [certain] cuisines and [as such] it is gaining a following
as a new alcoholic beverage that is distinct from wine and beer”. (i1) page 51, the fact that sake
has a higher alcohol content than wine and beer); and (iii) pages 69-70, giving a reading
comprehension test wherein some questions ask about differences between sake and wine).

23 Wwhihit P (“Qala Qnare” Qallv Kral, Market Watch Magazine, Sep. 0, 2017,

accessed Sep. 12, 2019 [noting that “[a]s U.S.
COTISUITIETS Hiave steauly vecoine more selective in their food and beverage choices,
premium products have grown exponentially,” with sake consumption, despite it being,
unlike beer, a “small [] category” in the greater alcoholic beverage market compared to the
“larger spirits and wine categories”, having “teached an all-time hagh in 2016 as a result of
(1) “[t]he discerning drinker [] turning to sake like they do wine” [but not beer], (ii)

22
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under Applicant’s Mark, differ from the consumers of beer, such as the beer offered under Kobi.

Exhibit S (“Sake Environment - Top Ten Reasons Why Sake Should Be More Popular”, True
Sake, https://www.truesake. com/blogs/true-sake/9234929-sake-environment-top-ten-reasons-
why-sake-should-be-more-popular, accessed Sep. 12, 2019 {stating that “Sake Is Built Like Beer
But Drinks Like Wine™, “Sake tastes like sake[]” and is “incredibly unique”, making it, unlike
beer, the most common alecholic beverage in the US,?* ““a niche libation” that, despite being “made
in a fashion similar to beer, [] it has more of a wine drinking quality to it” and “tastes like sake”

such that one would “never confuse sake for a wine or a beer™). Thus, in light of the discrete

segmentation of beer (and wine) wholly separate and apart from sake as indicated in the proffered
evidence and the Trademark Office’s tacit recognition of this massive diversification of products
spread across three market segments or sectors (as evidenced by, inter alia, issuing registrations
to very similar marks in each of the three sectors), there is a material difference between the sake
of Kobe from the beer of Kébi that, when considered along with the other D Pont factors
discussed herein, support reconsideration of the final rejection of Kobe for sake in light of Kéb1

for beer.

c. Similar Marks In Use

“l|c]onsumers hav[ing] indeed becom[e] increasingly educated about sake”, (iii) “consumer
tastes hav[ing]| matured[, with] sake [] benefiting from this shift”, (iv) “consumers looking for
premium sakes [who] are willing to spend more for it,” (v) “cross marketing” with fine foods
in “upscale grocers that feature sushi counters like Whole Foods, Wegmans and Gelson’s”. ]

** Exhibit T [Chart of Most Consumed Alcoholic Beverage by Country found at
http://chartsbin.com/view/1017, accessed Sep. 12, 2019 {showing beer as the most consumed
alcoholic beverage in the United States}; and (ii) “Beer Remains the Preferred Alcoholic
Beverage in  the US.”,  Justin @ McCarthy, Gallup, July 19, 2017,
https://news.gallup.com/poll/214229/beer-remains-preferred-alcoholic-beverage.aspx,
accessed Sep. 12, 2019].
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The number of similar marks in use, another DiPont factor, 1s relevant to the registrability
of Applicant’s Kobe™ despite the cited registrations. There are numerous registered marks that
are comprised, in whole or in part, of the word “Kobe.” See Exhibit R attached hereto. These
“third-party marks are probative with respect to the suggestive meaning of the word” Kobe,
wherein a connection with Japan where Kobe 1s located is suggested. [nca Tea, supra, at 13
(“registrations of Inca demonstrates that Inca suggests a connection with Peru or South America
where the Inca civilization once flourished™) (citing Juice Generation v. GS Enters., 794 F.3d
1334, 115 U.S.P.Q.2d 1671, 1675 (Fed. Cir. 2015)). Thus, in contrast to the Examining Attorney’s
conclusion in light of the presence of the word “Kobe” in Applicant’s mark but similar to the
conclusion of the Board in reversing the refusal to register Inca Tea in the eponymous proceeding
cited supra, the suggestive nature of the word Kobe, as established by the third party marks
submitted herewith, demonstrates that the Kobe design mark and Kébi registration are “not entitled
to such a broad scope of protection that it will bar the registration of every mark comprising, in
whole or in part, the word” Kobe. Inca Tea, supra, at ¥13. The (1) design element of the Kobe
design mark and the stylized font of the word “Kobe” in such mark and (ii) the umlauted o (“6™)
and ending “1” in of Kébi® are sufficiently different aurally and visually from Applicant’s Kobe™
and the resemblance between the marks, or rather the absence of any such resemblance, is not so
“striking enough to cause one seeing [them| to assume that there is some connection, association,
or sponsorship between the[m] [.]7 [d. (citing Anthony’s Pizza & Pasta Int’l Inc. v. Anthony’s
Pizza Holding Co., 95 U.S.P.Q.2d 1271, 1278 (T.T.A.B. 2009), aff’d 415 Fed. Appx. 222 (Fed.
Cir. 2010) (in turn quoting Pizza Inn, Inc. v. Russo, 221 U.S.P.Q. 281, 283 (T.T.A.B. 1983))).
Thus, the differences between the registered marks and Applicant’s mark, when viewed through

the lens of third party usage of marks bearing Kobe and the dictionary evidence submitted with
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9/12/2019 Beer in Germany - Wikipedia

WIKIPEDIA

Beer in Germany

Beer is a major part of German culture. German beer is

brewed according to the Reinheitsgebot, which permits
only water, hops, and malt as ingredients and stipulates
that beers not exclusively using barley-malt such as

wheat beer must be top-fermented.[213]

In 2012, Germany ranked third in Europe in terms of
per-capita beer consumption, behind the Czech Republic
and Austria.[4]

Contents
Reinheitsgebot
A Kranz (wreath) of tresh Kolsch beer that is typically

Styles . e " o o

Wheat beers carried by a server ("Kobes"), containing traditional Stange

in th iy
Pale beers glasses and, in the center, larger modern glasses
Dark beers

Unfiltered beer
Brands and breweries
Alcohol content

Drinkware
Weizen glass
Beer stein
Man
Stange and Becher
Pilstulpe
Beer boot

Beer festivals

See also

References

Further reading

External links

Reinheitsgebot

The Reinheitsgebot ("purity decree"), sometimes called the "German Beer Purity Law" or the "Bavarian Purity Law" in
English, was a regulation concerning the production of beer in Germany.

In the original text, the only ingredients that could be used in the production of beer were water, barley, and hops, which
had to be added only while the wort was boiling. After its discovery, yeast became the fourth legal ingredient. (For top
fermenting beers, the use of sugar is also permitted.)

https://en.wikipedia.org/wiki/Beer_in_Germany 179



























EXHIBIT B




















































































EXHIBIT D



9/12/2019

SINCE 1828
Menu

L viv rnua'.

o

dictionary thesaurus

Kobe

hitps://www.merriam-webster.com/dictionary/Kobe

Kobe | Definition of Kobe by Merriam-Webster
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geographical nam~
Ko-be |\ 'kd-b - ba\

Definition of Kobe

city and port on Osaka Bay in southern Honshu, Japan population 1,544,200

Note: Kobe sufTered a severe earthquake on January 17, 1995.

Learn More about Kobe

Share Kobe

Resources for Kobe

Dictionary Entries near Kobe

Statistics for Kobe

Look-up Popularity
Bottom 10% of words
More from Merriam-Webster on Kobe

Rhyming Dictionary
Comments on Kobe
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2/8









9/12/2019 Kobe | Definition of Kobe by Merriam-Webster

‘Appraise’ or 'Apprise’

You can't put a price on usage

Scratching the Surface of
‘From Scratch’

Qut of nothing comes something.

'Adverse' or 'Averse'?

Don't be opposed to using either

one

Calling In a New ‘Brigade’

A dark tactic in internet democracy

On Contractions of Multiple
Words
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You all would not have guessed
some of these

A Look at Uncommon
Onomatopoeia

Some imitative words are more

surprising than others

Literally

How to use a word that (literally)
drives some people nuts.

Is Singular "They' a Better
Choice?

The awkward case of 'his or her’

hitps://www.merriam-webster.com/dictionary/Kobe 6/8
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Summer 2019 Words of the
Day_Quiz

The Word of the Day takes no

vacation.

True or False?

Test your knowledge - and maybe

learn something along the way.

SCRABBLE® Sprint

SCRABBLE® fans, sharpen your

skills!

Leln a new word every dayj}livered to your inbox!

Your email address

ORDCENTRAL FOR KIDS
VISUAPICTIONARY
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9/12/2019 Kobe Beef | Definition of Kobe Beef by Merriam-Webster

Ko-be beef | \ 'kd-be - ba-
variants: or less commomy Kobe

Definition of Kobe beef

: highly marbled premium beef from Japanes: attle of the Kobe region of southerr hat is noted
for exceptional tenderness and flavor

First Known Use of Kobe beef

1889, in the meaning definec

History and Etymology for Kobe beef

Kobe, Japan

Keep scrolling for more

Learn More about Kobe beef

Share Kobe beef

Resources for Kobe beef

Dictionary Entries near Kobe beef

Statistics for Kobe beef

Look-up Popularity
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Back to School Quiz

* Which of the following is
. considered a plural form of
syllabus?

Test your knowledge - and
maybe learn something along
the way.

Test Your Knowledge - and
learn some interesting things
along the way.
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The entire process of making sake can range from 60-90 days (2-3 months), while the fermentation alone can take two
weeks.[22]

Maturation

Like other brewed beverages, sake tends to benefit from a period of storage. Nine to twelve months are required for sake to
mature. Maturation is caused by physical and chemical factors such as oxygen supply, the broad application of external
heat, nitrogen oxides, aldehydes and amino acids, among other unknown factors.[23

Toji

Toji (4 EX) is the job title of the sake brewer, named after Du Kang. It is a highly respected job in the Japanese society,
with t0ji being regarded like musicians or painters. The title of tdji was historically passed on from father to son; today
new t0ji are either veteran brewery workers or are trained at universities. While modern breweries with refrigeration and
cooling tanks operate year-round, most old-fashioned sake breweries are seasonal, operating only in the cool winter
months. During the summer and fall most t6ji work elsewhere, and are commonly found on farms, only periodically

returning to the brewery to supervise storage conditions or bottling operations.[24]

Varieties

Special-designation sake

There are two basic types of sake: Futsii-shu (&8 /8, ordinary sake) and Tokutei meisho-shu (57 £ #1138, special-
designation sake). Fulsu-shu is the equivalent of table wine and accounts for the majority of sake produced. Tokutei
meisho-shu refers to premium sake distinguished by the degree to which the rice has been polished and the added

percentage of brewer's alcohol or the absence of such additives. There are eight varieties of special-designation sake.[25]

The four main grades of sake are junmai, honjozo, ginjo and daiginjo. Generally junmai (#K) is a term used for sake that
is made of pure rice wine without any additional alcohol.[20] The listing below has the highest quality at the top:
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Seishu (;5iB), "clear/clean sake”, is the Japanese legal definition of sake
and refers to sake in which the solids have been strained out, leaving
clear liquid. Thus nigorizake and doburoku (see below) are not seishu and
therefore are not actually sake under Japanese law. However, nigorizake
can receive the seishu status by being strained clear and having the lees
put back in afterward.

Koshu (7778) is "aged sake". Most sake does not age well, but this
specially made type can age for decades, turning yellow and acquiring a
honeyed flavor,

Taruzake (#8;&) is sake aged in wooden barrels or bottled in wooden

casks. The wood used is Cryptomeria (2, sugi), which is also known as

Japanese cedar. Sake casks are often tapped ceremonially for the

opening of buildings, businesses, parties, etc. Because the wood imparts Nigori, or unfiitered sake

a strong flavor, premium sake is rarely used for this type.

Shiboritate (##17 7), "freshly pressed”, refers to sake that has been

shipped without the traditional six-month aging/maturation period. The result is usually a more acidic, "greener" sake.

Fukurozuri (£ ) ) is a method of separating sake from the lees without external pressure by hanging the mash in
bags and allowing the liquid to drip out under its own weight. Sake produced this way is sometimes called
shizukuzake (5% ), meaning "drip sake".

Tobingakoi (- #5FL") is sake pressed into 18-liter (4.0 imp gal; 4.8 U.S. gal) bottles (“tobin") with the brewer
selecting the best sake of the batch for shipping.

Others

Amazake (H &) is a traditicnal sweet, low-alcohclic Japanese drink made from fermented rice.

Doburoku (;5E) is the classic home-brew style of sake (although home brewing is illegal in Japan). It is created by
simply adding k&ji mold to steamed rice and water and letting the mixture ferment. The resulting sake is somewhat
like a chunkier version of nigorizake.

Jizake (#8) is locally brewed sake, the equivalent of microbrewing beer.
Kuroshu () is sake made from unpolished rice (i.e., brown rice), and is more like Chinese rice wine.

Teiseihaku-shu ({£}5 £ /E) is sake with a deliberately high rice-polishing ratio. It is generally held that the lower the
rice polishing ratio (the percent weight after polishing), the better the potential of the sake. However, beginning around
2005, teiseihaku-shu has been produced as a specialty sake made with high rice-polishing ratios, usually around
80%, to produce sake with the characteristic flavor of rice itself.

Some other terms commoaonly used in connection with sake:

Nihonshu-do (A 2B ), also called the Sake Meter Value, or SMV

1
specific gravity

o

‘— 1) x 1443

Specific gravity is measured on a scale weighing the same volume of water at 4 °C (39 °F) and
sake at 15 °C (59 °F). The sweeter the sake, the lower the number. When the SMV was first
used, 0 was designated the point between sweet sake and dry sake. Now +3 is considered
neutral.

s Seimai-buai (15K 25 is the rice polishing ratio, the percentage of weight remaining after polishing. Generally, the

lower the number, the better the sake's potential. A lower percentage usually results in a fruitier sake, whereas a
higher percentage will taste more like rice.

= Kasu (18) are pressed sake lees, the solids left after pressing and filtering. These are used for making pickles,

livestock feed, and shdchd, and as an ingredient in dishes like kasu soup.
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Saucer-like cups called sakaziki are also used, most commonly at weddings and other ceremonial occasions, such as the
start of the year or at the beginning of a kaiseki meal. In cheap bars, sake is often served room temperature in glass
tumblers and called koppu-zake (2 < 738), In more modern restaurants wine glasses are also used, and recently footed

glasses made specifically for premium sake have also come into use.

Sake is traditionally served in units of 180 ml (6.3 imp fl oz; 6.1 US fl oz) (one go), and this is still common, but other sizes
are sometimes also available.

Traditionally sake is heated immediately before serving, but today restaurants may buy sake in boxes which can be heated
in a specialized hot sake dispenser, thus allowing hot sake to be served immediately, though this is detrimental to the

flavor. There are also a variety of devices for heating sake and keeping it warm, beyond the traditional tokkuri.

Aside from being served straight, sake can be used as a mixer for cocktails, such as tamagozake, saketinis or nogasake.[29]
Qutside of Japan, the sake bomb, the origins of which are unclear,[3°] has become a popular drink in bars and Asia-
themed karaoke clubs.

The Japanese Sake Association encourages people to drink chaser water for their health, and the water is called Yawaragi-

mizu.[31

Seasonality

Traditionally sake was brewed only in the winter. While it can now be brewed year-
round, there is still seasonality associated with sake, particularly artisanal ones. The
most visible symbol of this is the sugitama (#2 E), a globe of cedar leaves traditionally
hung outside a brewery when the new sake is brewed. The leaves start green, but turn
brown over time, reflecting the maturation of the sake. These are now hung outside
many restaurants serving sake. The new year's sake is called shinshut 318 ("new sake"),
and when initially released in late winter or early spring, many brewers have a
celebration, known as kurabiraki B £ (warehouse opening). Traditionally sake was
best transported in the cool spring, to avoid spoilage in the summer heat, with a
secondary transport in autumn, once the weather had cooled, known as hiyaoroshi /=
1 L ("cold wholesale distribution™) — this autumn sake has matured over the summer.

There is not traditionally a notion of vintage of sake — it is generally drunk within the

vear, and if aged, it does not vary significantly from year to year. Today, with influence Sugitama (%2 %), globes of
from wine vintages, some breweries label sake intended for aging with a vintage, but cedar leaves, at a brewery
this is otherwise rare.

Storage

Sake is sold in volume units divisible by 180 ml (6.3 imp fl oz; 6.1 US fl 0z} (a go), the traditional Japanese unit for cup
size: sake is traditionally sold by the go-sized cup, or in a 1.8 1 (63 imp fl oz; 61 US {l 0z) (one sha, ten go) sized flask. Today
sake is also often sold in 720 ml (25 imp fl oz; 24 US 1l oz) (four go) bottles — note that this is almost the same as the
750 ml (26 imp fl oz; 25 US fl oz) standard for wine bottles, but is divisible into 4 go. Particularly in convenience stores,
sake may be sold in a 180 ml (6.3 imp fl oz; 6.1 US fl 0z) single serving glass with a pull-off top (# v 7 E kappu-zake) —
this is generally cheap sake — or in a small 360 ml (13 imp fl 0z; 12 US fl 0z) bottle.
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Sake

Sake, also spelled saki, Japanese alcohclic beverage made from fermented rice. Sake is light

in colour, is noncarbonated, has a sweet flavour, and contains up to 18 percent alcohol.

Sake is often mistakenly called a wine because of its
appearance and alcoholic content; however, it is made in
a two-step process similar to that for brewing beer.
Special strains of rice are precisely milled to remove the
outer layers, a process that reduces the grain to 50-70
percent of its original size. Production begins with koji, a
preparation of steamed rice and Aspergillus oryzae, a
mold that converts the rice starch to fermentable sugars.

ki .. . . . .
sake The koji, mixed with water and fresh steamed rice, is

Barrels of sake, Japan.
Dan Smith

kneaded (traditionally by hand) intc a smooth paste and

placed in a vat with more rice and water. This mixture,

allowed to ferment for about four weeks with sake yeast
(Saccharomyces cerevisiae), becomes moto, with an alcoholic content of about 11 percent.
More koji, steamed rice, and water are added to the vat, and a second fermentation begins,
lasting about seven days. After resting for another week, the sake is filtered, pasteurized, and
bottled. Alcohol may be added to the desired level.

In Japan, where it is the national beverage, sake is served with special ceremmony. Before
being served, it is warmed in a small earthenware cr porcelain bottle called a tokkuri; it is
usually sipped from a small porcelain cup called a sakazuki. Premium sake, of a delicate

flavour, is served cold or on ice. Sake is best when consumed less than a year after bottling.

The manufacture of sake began sometime after the introduction of wet rice cultivation in
Japan in the 3rd century BC. The first written record referring to sake dates from the 3rd
century AD, and the first reference to its manufacture dates from the 8th century. In ancient
Japan sake was produced primarily by the imperial court and by large temples and shrines,
but from the early 12th century the general population began to manufacture it. By the early
16th century the modern process for making sake had been nearly perfected.

Sake is the drink of the kami (gods) of Shintd, the indigenous Japanese religion. It is drunk at
festivals and is included in offerings to the kami. At a Shintd wedding the bridal couple

perform a ceremony of drinking sake from lacquer cups.

https://www.britannica.com/print/article/518665
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FRANCE LECLERC, BERND H. SCHMITT, and LAURETTE DUBE

With three experiments, the authors examine the notion that foreign brand-
ing—the strategy of pronouncing or spelling a brand name in a foreign lan-
guage—triggers cultural stereotypes and influences product perceptions
and attitudes. Cheosing French brands as one specific case, Experiment 1
shows that the French pronunciation of a brand name affects the perceived
hedenism of the products, attitudes toward the brand, and attitudes toward
the brand name. Experiment 2 shows that congruent country-of-origin infor-
mation, added to French branding, does not result in more hedonic percep-
tions; incongruence, however, diminishes the effect. in Experiment 3, an ac-
tual product taste test is performed. Despite the presence of direct sensory ex-
perience, consumer perceptions of a product change as a result of French

Foreign Branding and Its Effects on Product
Perceptions and Attitudes

branding.

What do Klarbrunn waters, Giorgio di St. Angelo de-
signer wear, and Hadgen Dazs ice cream have in common?
All three are successful brands, and all are not what they
seem. Klarbrunn is not the clear mountain-spring mineral
water from the German Alps that its brand name suggests;
it is American water bottled in Wisconsin. Giorgio di St.
Angelo designer wear is not the latest fashion from Milan
but the product of U.S. designer Martin Price. And Hadgen
Dazs is not Danish or Hungarian ice cream; it is American
ice cream made by Pillsbury, with headquarters in
Minneapolis.

To what degree the success of these and other brands
(e.g., Egoiste fragrance, Freusen Gladje ice cream, Alizé li-
quor, Yoplait yogurt) has been influenced by their foreign
brand names is difficult to determine. Yet, for most prod-
ucts—in particular, experiential products such as mineral
water, apparel, and ice cream—a name can make substan-
tial contributions to a brand’s equity (Aaker 1991; Charmas-
son 1988).

Brand equity has been defined in terms of the differential
effect—the *‘added valve’’—that brand knowledge has on
consumers’ responses to the marketing of a brand (Aaker

France Leclerc is an Assistant Professot of Marketing, Sloan School of
Management, Massachusetts Institute of Technology. Bernd H. Schmitt is
an Associate Professor of Business, Columbia University’s Graduate
School of Business. Laurette Dubé is an Assistant Professor of Marketing,
School of Medicine, Université de Montréal. The authors thank Jay
Russo, Nader Tavassoli, and three anonymous reviewers for their com-
ments on an earlier version of the article. They also thank Oliver Chow for
his help in conducting Experiment 2.
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1991; Farquhar 1989; Keller 1993). Brand knowledge con-
sists of two dimensions: brand awareness (i.e., brand recall
and recognition) and brand image (i.e., the perceptions of a
brand as reflected by a network of brand associations in con-
sumer memory) {Keller 1993). Thus, from a strategic per-
spective, the desirability of a brand name can be judged
along two dimensions: (1) the inherent ease with which the
name can be encoded into, retained in, and retrieved from
memory and (2) the extent to which the name supports or en-
hances the strategic positioning of the product (Park,
Jaworski, and MacInnis 1986; Robertson 1989).

Foreign branding—the strategy of spelling or pronounc-
ing a brand name in a foreign language—seems to be tar-
geted primarily toward influencing the brand image dimen-
sion of brand equity. Whereas foreign-sounding brand
names such as Klarbrunn, Giorgio di St.Angelo, and
Hadgen Dazs may be relatively unfamiliar, hard to pro-
nounce, and perhaps less memorable than names derived
from the English language, they nonetheless may carry pos-
itive associations that affect how consumers perceive and
evaluate the products. Klarbrunn, for example, may remind
consumers of the high quality standards applied to most Ger-
man products, and Giorgio di St. Angelo may bring to mind
images of high-style Italian fashion.

Indeed, numerous studies in psychology have demon-
strated the existence of stereotypes and their influence on
the perception and evaluation of individual behaviors
(Eagly et al. 1991; Eagly, Makhijani, and Klonsky 1992;
Gardner 1973; Katz 1981). National and cultural stereo-
types are broad, consensually shared beliefs and judgments
related to a country, its citizens, and their culture (Peabody

Journal of Marketing Research
Vol. XXXI (May 1994), 263~
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1985; Taylor and Moghaddam 1987). Like other stereo-
types, they should influence the perception and judgment of
any object, including consumer products, that are associ-
ated with a certain country or culture.

Consider, for example, the stereotype of France, the
French, and French culture. The concept of *‘Frenchness’
brings to mind a rich network of associations related to aes-
thetic sensitivity, refined taste, and sensory pleasure and, in
some instances, elegance, flair, and sophistication-—beliefs
that create a unified image of Frenchness as the culture of he-
donism (Peabody 1985; Peyrefitte 1976; Pitts 1963). Yet, he-
donism-utilitarianism is not only a basic dimension of cul-
ture; it is also a crucial factor in product perceptions (Batra
and Ahtola 1990; Holbrook and Hirschmann 1982). Certain
products, often called hedonic products, typically are
judged in terms of how much pleasure they provide,
whereas so-called utilitarian products are judged in terms of
how well they function. Therefore, one would expect that
products associated with France or Frenchness should be per-
ceived to be more hedonic than products that lack this
association.

Focusing on French brands, we report three experiments
to test the effects of foreign branding on product percep-
tions and evaluations. As a preliminary step, Experiment 1
was undertaken to demonstrate a foreign-branding effect.
The following two experiments form the core of our re-
search. In Experiment 2, we examine the joint impact of for-
eign branding and country-of-origin information. This ena-
bles us to address the issue of congruence of brand associa-
tions (Keller 1993), that is, how consumers perceive and
evaluate products whose country of origin is congruent or in-
congruent with the country image evoked by the brand
name. Finally, in Experiment 3, we investigate whether for-
eign-branding effects occur only when consumers have lit-
tle or no direct experience with the product or whether for-
eign brand names also affect product perceptions when con-
sumers have direct experience with a product.

EXPERIMENT I: DOES FOREIGN BRANDING
AFFECT BRAND IMAGE?

Leclerc, Schmitt, and Dubé-Rioux (1989) studied the ef-
fects of a French or English pronunciation of a brand name
on the perception of ‘‘hybrid products,’”” which possess a bal-
ance of hedonic and utilitarian features (i.e., shampoo, tooth-
paste, deodorant, and body lotion). The brands were per-
ceived as more hedonic when the name was pronounced in
French than when it was pronounced in English. However,
these results must be considered preliminary because the for-
eign-branding effect was demonstrated on only one paper-
and-pencil variable, for only one product category (beauty
aid products), and in a within-subject design that may have
accentuated the effect.

In Experiment 1, subjects judged six products—two prod-
ucts with primarily utilitarian features, two products with pri-
marily hedonic features, and two hybrids. Because products
typically have been viewed as a linear combination of fea-
tures to which brands contribute, one should expect that
French names generate more hedonic brand associations
and be perceived as more hedonic than brands with English
names. In tum, brand attitudes and brand name attitudes,

JOURNAL OF MARKETING RESEARCH, MAY 1994

conceptualized as general positive or negative evaluations
of a product (Ajzen and Fishbein 1980) or brand name,
should be determined by the fit between the name and prod-
uct category (Aaker and Keller 1990). Park, Milberg, and
Lawson (1991) show a brand with functional associations
to be evaluated more positively for extensions that are ori-
ented toward product functions, whereas an image brand
was more appropriate for prestige products. Thus, a French
name with hedonic associations should provide a better per-
ceptual fit for hedonic products than an English name and re-
sult in more positive brand attitudes. For utilitarian prod-
ucts, on the other hand, a product with a French brand
name should be liked less than a product with an English
brand name because of a poorer fit between the features trig-
gered by the cultural stereotype and the product features.
For hybrid products, which have a relative balance between
hedonic and utilitarian features, French and English names
should lead to equally positive brand attitudes.!

Method

Forty undergraduates were asked to form impressions of
six products whose brand names they heard on a tape. In a
pretest, 20 business school students had rated 18 products
on two 7-point scales measuring the degree to which the
product possessed utilitarian and hedonic features (1 = not
at all; 7 = very much). The two hedonic products selected
(fragrance and nail polish) had low ratings on the utilitarian
scale (both Ms < 3.1) but high ratings on the hedonic scale
(Ms > 5.4). The two utilitarian products (foil wrap and gas-
oline) had high ratings on the utilitarian scale (Ms > 6.6)
and low ratings on the hedonic scale (Ms < 1.5). The two hy-
brids (hair shampoo, deodorant) had relatively high ratings
on both scales (Ms > 6.0 and Ms > 3.9, respectively).

French branding was manipulated as a between-subjects
factor. Subjects listened to either English or French pronun-
ciations of the same fictitious brand names. Following the
syntactic and phonetic niles of the English and French lan-
guages, the six brand names (Varner, Randal, Massin,
Rimor, Orman, and Larient) were acceptable in both lan-
guages; they were pronounced by a bilingual person. The
order of presentation of the six brand names was identical
for all subjects, but their association with the six product cat-
egories was different across subjects to make sure that pos-
sible effects were not caused by the association of a partic-
ular name with a particular product category. In other
words, the order of the six products was different for differ-
ent subjects.

Subjects first listened to the brand name and then were
shown a card with the product category listed while they
heard the brand name two more times. Subjects were ex-
posed to the names three times so they would have suffi-
cient opportunity to process it (Krugman 1972). After-

'Batra and Ahtola (1990) find two factors for product attitudes: a he-
donic and a utilitarian factor. Therefore, we included an equal number of
hedonic (e.g., pleasant—unpleasant), utilitarian (e.g., useless—useful), and
general attitude scales (e.g., dislike-like). However, a factor analysis per-
formed on the nine attitude scales revealed a solution that was clearly uni-
dimensional. Factor 1 had an eigenvalue of 6.46 (explaining 72% of the var-
iance, with all variables loading > .7), followed by factors with eigenval-
ues of only .86 and 42.
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Table 1
MEAN RATINGS ON DEPENDENT VARIABLES OF
EXPERIMENT AS A FUNCTION OF PRONUNCIATION OF
THE BRAND NAME AND PRODUCT TYPE

Pronunciation of Brand Name

Type of Product English French
Perceived hedonism measure

Utititartan 2.81 333

Hybrid 3.55 4.11

Hedonic 4,25 538
Feature difference scores

Ulilitarian -2.23 -1.5

Hybrid -14 -.194

Hedonic -575 833
Attitude toward the brand

Utititarian 431 4.17

Hybrid 4.82 4.61

Hedonic 3.88 499

Attiude toward the brand name

Utilitarian 3.55 292

Hybrid 315 383

Hedonic 3.25 497

wards, subjects provided a one-minute ‘“‘testimonial,’’ in
which they were encouraged to *‘talk about anything that
comes to mind—positive or negative things—that are re-
lated to the usage of this specific brand.”” Subjects’ re-
sponses were recorded and transcribed, and a feature analy-
sis was performed to assess the type of associations gener-
ated in the two experimental conditions. Each piece of infor-
mation in subjects’ responses was categorized by two cod-
ers (intercoder reliability = .88) as (1) a feature related to
the utilitarian product category or (2} a feature related to the
hedonic product category. A difference score (number of he-
donic minus number of utilitarian features) was computed
for each subject.

After providing testimonials for all six products, subjects
rated each product on the following scales: (1) a brand
name attitude scale (**How much do you like the brand
name for this product category?’’ [I=not at all; 7=very
much]), (2) nine semantic-differential brand attitude scales,
which were summed to calculate an overall attitude meas-
ure {a = .95), and (3) a utilitarianism/hedonism scale (1 =
definitely utilitarian; 7 = definitely hedonic).

Results and Discussion

A 2 (pronunciation) X 3 (product type) ANOVA con-
ducted on the utilitaianism/hedonism scale revealed a main
effect of product type ( F[2, 64} =11.85, p < .001), which
served as a manipulation check, a main effect of pronuncia-
tion ( F[1, 32] =11.43, p < .01), and no significant interac-
tion. Hedonic products were rated significantly more he-
donic than hybrid products (ps < .01), and hybrid products
were rated as more hedonic than utilitarian products (ps <
.05). As seen in Table 1, products were perceived as more
hedonic when the brand name was pronounced in French
versus English (M = 8.55 versus M = 7.07).

Moreover, a 2 X 3 ANOVA cenducted on the coded fea-
tures difference score revealed significant main effects for
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pronunciation (F{2,72] = 15.41, p < .001) and product type
(F[1,36] = 7.85, p < .01). The interaction was not signifi-
cant (p > .5). As Table 1 shows, for all three product types,
more hedonic (and/or less utilitarian) features were elicited
when the brand name was proncunced in French than when
it was pronounced in English (M = -.287 versus M =
—1.40). This suggests that the cultural stereotypes triggered
by the French names change the cognitive representation of
the product and the level of fit between brand characteris-
tics and product category characleristics.2

Finally, a 2 X 3 ANOVA conducted on brand attitudes re-
vealed a significant interaction of pronunciation and type of
product (F[2, 58] = 5.14, p < .01). When the name was pro-
nounced in French rather than English, attitudes toward the
brand were significantly more positive for hedonic products
(p < .05). Brand attitudes for utilitarian products, on the
other hand, though in the predicted direction, did not differ
significantly. Also, as predicted, brand attitudes for hybrid
products did not differ significantly (see Table 1). Finally,
a2 X 3 ANOVA, performed on attitudes toward the brand
names, revealed an interaction of pronunciation with prod-
uct type (F[2,64] = 6.23, p < .01). As predicted, hedonic
products were liked better when the brand name was pro-
nounced in French than English (p < .05). An opposite, bor-
derline significant effect was observed for utilitarian prod-
ucts (p < .10) and there was no difference for hybrid prod-
ucts (see Table 1).

In sum, the results of Experiment 1 show that product per-
ceptions and evaluations change as a function of whether
the brand name is pronounced in French or English. In
terms of brand perceptions, French names produce a more
hedonic perception than English names. Predictions for at-
titudes toward the brands and brand names were confirmed
only partially. French names were preferred over English
names for hedonic products, and hedonic products were
more positively evaluated when they had French names as
opposed to English names. Also, attitudes did not differ sig-
nificantly for hybrid products. But for utilitarian products
we observe a weak detrimental effect of French names on at-
titudes toward the brand names and only a directional effect
for attitudes toward the brands. Thus, French names seem
to contribute more positive brand equity to hedonic prod-
ucts but not significantly diminish equity for utilitarian
products.

EXPERIMENT 2: DOES FOREIGN BRANDING
INTERACT WITH COUNTRY-OF-ORIGIN
INFORMATION?

In Experiment 2, we investigate consumers’ perceptions
and evaluations when they were presented with both for-
eign branding and country-of-origin information compared
with situations in which only one or none of the two types
of information was present.

2A qualitative analysis of the protocols further supported the main effect
of foreign branding across all product types. Subjects attached hedonic fea-
tures to all foreign-branded products, including utilitarian products (e.g.,
“‘a pas station where the pumps are green and yellow and the service is
probably friendly’’}. However, the brand names influenced not only sub-
jects® perceptions of features but also their inferences about product image,
usage situations, user types, packaging, distribution outlets, and price.
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Country-of-origin effects have been documented exten-
sively in the marketing literature (Bilkey and Nes 1982;
Erickson, Johansson, and Chao 1984; Han 1989, Hastak
and Hong 1991; Hong and Wyer 1989, 1990; Johansson,
Douglas, and Nonaka 1985). In general, a product is evalu-
ated more positively when consumers are informed that it
has been manufactured in a country known for high-quality
products compared with a country known for low-quality
products. As is the case for foreign branding, country im-
ages triggered by ‘‘made in’’ labels may not only trigger in-
ferences about quality but also access shared beliefs about
national ideology, geography, population, and race and
about citizens’ lifestyles, religious beliefs, and world view
(Kelman 1965). Therefore, country of origin and foreign
branding should influence consumer responses in a similar
manner. That is, consumers should have positive attitudes to-
ward hedonic products produced in France, and the pres-
ence of ‘*made in France’’ alone should produce a more he-
donic perception of the product. However, how do consum-
ers respond when there is congruence or incongruence be-
tween the brand associations activated by foreign branding
and those activated by country of origin? Congruence is the
extent to which a brand association shares content and mean-
ing with another brand association (Keller 1993). Accord-
ing to Keller {1993), incongruent brand associations resuit
in less cohesive and more diffuse brand images. Thus, incon-
gruent associations resulting from a mismatch between the
name and ‘‘made in’’ label should result in less hedonic per-
ceptions than French-sounding brand names cr “‘made in
France’’ labels alone, and, as a result, brand attitudes
should be less positive. Conversely, congruent associations
should produce more hedonic perceptions and more posi-
tive brand attitudes unless the name and “‘made in’’ label
convey merely redundant information.’

A new set of products was pretested and selected as he-
donic, utilitarian, and hybrid products. French branding was
manipulated via the spelling of the names (e.g., Rimor/
Rimoré). Subjects were presented with print advertisements
containing a picture of the product and brief copy.

Method

Subjects and design. Students (n = 184) enrolled in two
marketing classes rated nine advertisements, following a 3
(made in France, made in the U.S.A., no country-of-origin
information) X 3 (French spelling, English spelling, no
brand name) X 3 (product type) factorial design. ‘‘Country
of origin” and ‘‘foreign branding’’ were between-subjects
factors; ‘‘type of product’’ was a within-subjects variable.
The ad presentation order was randomized across subjects.
The responses of 7 subjects whose native language was not
English were discarded.

Products and stimuli. As in Experiment 1, stimuli (two
utilitarian, two hedonic, and two hybrid products) were se-
lected on the basis of a pretest. **Calculator’’ and *‘laundry
detergent’’—the utilitarian products selected for the actual
study—had high ratings on the 7-point utilitarian scale (M

*The postulated effect on brand attitude can be moderated further by prod-
uct type, producing a potential three-way interaction; however, using the
brand equity framework, we are not able to make precise predictions about
the nature of this interaction.
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=6.18 and M = 6.48, respectively) but low ratings on the he-
donic scale (M = 2.33 and M = 2.21, respectively). *“Crys-
tal glassware’’ and ‘‘stuffed animal toys’’—the hedonic
products—had low ratings on the utilitarian scale
(M =2.08 and M =1.90) but high ratings on the hedonic
scale (M = 5.63 and M = 6.90). ‘‘Cars’’ and ‘‘sun-
glasses’’-——the hybrids--had relatively high ratings on both
the utilitarian (M = 5.14 and M = 4.24) and hedonic scales
M =5.03 and M = 4.24).

Each ad consisted of a black and white picture or graphi-
cal display of the product. Undemneath the pictorial part of
the ad was a brief slogan accompanied by the product cate-
gory. Except in the control condition, the brand name and/
or country-of-origin information was provided in addition
to the copy line. The following slogans were shown under-
neath the pictorial display of each product: “*A New Addi-
tion”” (for calculators), ‘‘Just Add Water’’ (for detergent),
*“The Difference Is Clear’’ (for glassware), ‘‘Start Your
Own Zoo” (for toys), ““Going my Way?"’ (for cars), and
*‘Get a New Perspective’” (for sunglasses).

Experimental conditions. French branding was manipu-
lated by slightly changing the spelling of the names and add-
ing or canceling accents. In a no-brand-name condition, sub-
jects saw the ads without the names. Twelve novel brand
names were pretested. Half of the 28 subjects rated 6 of the
12 brand names with their intended French spelling and the
other 6 brand names with the intended U.S. spelling. The
other half of the subjects received the reverse language ver-
sion of each brand name. Those selected as ‘‘French”’
brand names for the study were identified as foreign names
by 75% of the respondents, and 75% of those who identi-
fied them as foreign indicated that the language was
French. Brand names selected as *‘U.S. brand names’’ were
identified by less than 20% of respondents as foreign. The
names included in the experiment, in their respective U.S./
French versions, are Rimor/Rimoré, Corle/Corlé, Nortic/
Nortique, Acqu/Acque, Dapon/Dapdne, and Mathis/
Mathisé.

To manipulate country-of-origin information, subjects
judged either ads that stated at the bottom of the ad *‘im-
ported from France™ or “‘produced in the U.S.A”* or ads
that contained no information about the country of origin of
the product.

Procedure and dependent variables. Subjects were told
that the researchers were interested in copy testing the ads
in terms of the impressions and images they conveyed.
They were asked to evaluate each ad on the following de-
pendent measures: (1) attitude toward the ad (four 9-point
scales with the endpoints ‘‘very good’'—*‘very bad,”” **very
negative very positive,”’ ‘‘very unpleasant’’—*‘very
pleasant,”” *“like very much’’~*‘do not like at all’"); (2) atti-
tude toward the brand using the same scales and endpoints;
(3) overall quality (‘‘poor quality’’-“‘excellent quality’’),
(4) purchase intention (“‘not at all likely’’—*“very likely’’);
and (5) utilitarianism and hedonism of the product (*‘not at
all”’-*‘very much’”).

In contrast to Experiment 1, utilitarianism/hedonism was
measured on two independent scales to allow for the possi-
bility that the scales could constitute two independent dimen-
sions. The correlation computed between the two scales
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across all products was substantial and highly significant
(r=.57, respectively, all ps <.001). Therefore, like the utili-
tarianism/hedonism measure and the coded features differ-
ence score used in Experiment 1, utilitarianism/hedonism
was treated as a unidimensional scale (1 = utilitarian; 7 = he-
donistic). Moreover, the four *‘attitude toward the ad’’ re-
sponses were added to form an overall measure, and the
four “‘attitude toward the product’ items and the purchase
intention measure were combined to form an overall atti-
tude toward the product scale (for both, a > .92). Finally, rat-
ings were averaged across products within each category (he-
donic, utilitarian, hybrid).

Two variables were of primary interest in the study: utili-
tarianism/hedonism and brand attitudes. Neither spelling
nor country of origin should affect attitudes toward the ad be-
cause the ads themselves were not manipulated to be “‘he-
donic,”’ ‘‘utilitarian,”’ or “*hybrid’’; the measure was in-
cluded for consistency with the cover story. Also, the most
common dependent variable of country-of-origin research,
quality, was included for exploratory purposes only. Fi-
nally, to avoid demand effects, brand name attitudes were
not measured in Experiment 2 because, within the context
of an advertising study, they may have drawn subjects’ at-
tention to the names.

Resuits

Separate 3 (country of origin) X 3 (spelling) X 3 (prod-
uct type) ANOVAs were conducted on the four dependent
variables: attitude toward the ads, brand attitudes, quality,
and the utilitarianism/hedonism scale. Main effects of *‘prod-
uct type’’ emerged for each of the four measures (all ps <
.001). Overall, hedonic products were rated more positively
with respect to attitudes toward advertisements in which
these products appeared and with respect to brand attitudes
and quality perception. The significant differences on the
utilitarianism/hedonism scale were used as a manipulation
check. Hedonic products received the highest ratings in
terms of hedonism (M = 6.78), followed by hybrid products
(M = 4.89) and utilitarian products (M = 2.80). All differ-
ences were highly significant (all ps < .001). Country of or-
igin and brand spelling did not affect attitudes toward the
ads and quality as a main effect or in any of the interac-
tions. This result is not surprising, considering that previous
country-of-origin research frequently contrasts developed
countries with less developed ones, whereas in the present
study, both the United States and France are Western indus-
trialized nations that produce products of similar quality.

On the utilitarianism/hedonism measure, the interaction
of brand spelling and country of origin was significant (F[4,
168] = 3.40, p < .05 ). The means in Table 2 suggest that
country of origin and foreign branding function similarly
when they are the single cues. Replicating Experiment 1, a
French brand name alone produced a more hedonic percep-
tion than an English brand name alone (M = 5.11 versus M
=456, p < .05). A French brand name alone also produced
a more hedonic perception compared with the no-brand-
name condition (M = 5.11 versus M = 4.44, p < .05). He-
donic perceptions of a product with an English name, how-
ever, did not differ from hedonic perceptions of a product
with no brand name (p > .5). In addition, ads that contained
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Table 2
MEAN RATINGS ON PERCEIVED HEDONISM AS A FUNCTION
OF BRAND NAME SPELLING AND COUNTRY OF ORIGIN

INFORMATION
Country-of-Origin Information
Brand Name Speiling  No Information Usa France
Ne brand name 4.44 4.88 529
English 4.56 4.83 476
French 5.11 4.69 4.88

“‘made in France’’ were rated as more hedonic than the ba-
seline/no country-of-origin condition (M = 5.29 versus M =
4.44, p < .05). The difference between ‘‘made in France”
and “‘made in the U.S.A”* (M = 5.29 versus M = 4.88) and
the difference between products ‘‘made in the U.S.A.”’
(M = 4.88) and the baseline condition (M = 4.44) ap-
proached significance (p = .11 and p = .10, respectively).

Did incongruent cues reduce the effect that we observed
for foreign branding when the latter was presented as a sin-
gle cue? It does not seem so. Products advertised as *‘made
in France’’ but with an English brand name (M = 4.76)
were judged to be significantly less hedonic than products
advertised as ‘‘made in France’” without a brand name
(M = 5.29; p < .05). Similarly, brands with French spelling
but ‘‘made in the U.S.A.”° (M = 4.69) were judged to be
less hedonic than brands with French spelling whose coun-
try of origin was not provided (M = 5.11; p < .05). Thus,
products associated with Frenchness seem to lose their he-
donic edge when other information is present in the ad that
results in incongruent associations.

Is congruency a significant advantage? Surprisingly, it is
not. Ads with both French brand names and ‘‘made in
France’’ were only borderline significantly different in
terms of perceptions of hedonism from advertisements with
“‘made in France’’ alone (M = 4.88 versus 5.29, p = .08)
and did not differ significantly from the French brand name
alone (M = 4.88 versus 5.11, p > .25). Congruent ads also
did not differ from the incongruent conditions discussed pre-
viously (ps > .35).

On attitudes toward the brand, a significant interaction of
brand spelling and product type was revealed (F[4,338] =
2.50, p < .05). Surprisingly, country of origin did not influ-
ence brand attitudes. Subsequent tests indicated that brand
attitudes for both the utilitarian and hybrid product catego-
ries did not significantly differ for French, English, and no
brand names. However, attitudes toward hedonic products
were more positive for brands whose names were spelled in
French than when no brand name was present (M = 6.20 ver-
sus M = 5.70, p < .05). There were no significant differ-
ences between names spelled in English and no brand name
present (M = 5.98 versus M = 5.70). The difference in atti-
tudes between French and English brand names did not
reach significance (p > .25).

Discussion

As in Experiment 1, we show that hedonic perception of
a product can be enhanced by giving it a French rather than
an English name. Also, an English name does not seem to
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trigger any distinct hedonic/utilitarian associations because
it did not differ in hedonic perceptions from the baseline con-
dition. Turning to country-of-origin effects, though a prod-
uct ‘‘made in France’’ enhanced perceptions of hedonism
above the baseline condition, it was not rated as more he-
donic than a product ‘“made in the U.S.A.,”> which itself
was not perceived differently than the baseline condition.

Thus, compared with foreign branding, country-of-origin
information may be a less differentiated cue for hedonic per-
ceptions. This may be because foreign branding and coun-
try of origin trigger different associations. For example,
when hearing or reading a French name, subjects may con-
centrate on the mellifluous qualities of the French language
and infer that the product possesses hedonic qualities. Con-
versely, a country-of-origin cue may trigger a more diversi-
fied set of associations. For example, part of the associa-
tions triggered by a country-of-origin cue may be the types
of goods produced by the particular country. In the case of
France, like the United States, these goods may not all be he-
donic products but also may include some utilitarian prod-
ucts. In other words, consumers may have stored in mem-
ory certain associations related to the French language in
terms of hedonism—associations that could be different
from and stronger than associations stored for *‘made in’’ in-
formation. This potential difference in the cohesiveness and/
or strength of hedonic associations triggered by foreign
branding and country-of-origin information also may ex-
plain the results of the congruence and incongruence condi-
tions. That is, we may have observed, for example, in the
French congruence condition, no enhancement of the percep-
tions of hedonism and, directionally, even a deterioration be-
cause foreign branding and country-of-origin information
are not entirely congruent. To test this post hoc explanation,
researchers in the future should incorporate cognitive re-
sponse measures to determine which stereotypical associa-
tions result from country images and which ones from for-
eign branding.

Finally, as in Expetiment 1, brand attitudes for hedonic
products were influenced by the presence of a French brand
name; attitudes toward hedonic products were significantly
higher than the baseline condition for French brand names
and directionally higher than the English brand names. Coun-
try of origin, however, did not affect attitudes toward the
brand. As suggested by Mandler (1982), attitudes may re-
quire the integration of one’s associations to the many dif-
ferent aspects of the product and be more cognitively de-
manding than perceptual judgments. As a result, they may
be influenced primarily by strong, unambiguous cues. Re-
call that our results on perceived hedonism suggest that
French names may be more likely to possess exclusive as-
sociations with hedonism than the country of France. This
may explain why the effect on attitudes was more pro-
nounced for foreign branding than for country-of-origin
information.

EXPERIMENT 3: CAN FOREIGN BRANDING AFFECT
PERCEPTIONS AFTER PRODUCT TRIALS?

Does foreign branding affect product perceptions only
when consumers lack direct experience with the product, or
does it also influence product perceptions after a product

JOURNAL OF MARKETING RESEARCH, MAY 1994

trial? From an information theoretic perspective (McGuire
1976), products consist of intrinsic cues (e.g., taste, design,
fit) and extrinsic cues (e.g., price, brand name, warranties).
Intrinsic cues typically have a greater effect on consumer
judgments than extrinsic cues (Olson and Jacoby 1972).
Also, direct experiences have been shown to result in more
stable attitudes that are more predictive of behavior than in-
direct experiences (Fazio and Zanna 1981). On the other
hand, even direct sensory experience may be ambiguous,
that is, subject to muitiple interpretations (Ha and Hoch
1989). For example, advertising claims have been shown to
influence quality judgments by affecting the encoding of
product experience of ambiguous stimuli such as polo
shirts (Hoch and Ha 1986). In Experiment 3, we test the ef-
fect of a French-sounding versus an English-sounding
brand name on perceptions and evaluations in the presence
and absence of direct, sensory experience with the product.

Method

Forty-two subjects were assigned randomly to the four
cells according to a 2 (French/English) X 2 (taste test/no
taste test) between-subjects experimental design. The data
of five subjects whose native language was not English
were discarded. As in Experiment 1, subjects first listened
to the French or English pronunciation of the brand name,
“‘Orman,”” a brand of yogurt. According to a pretest, yogurt
qualified as a hybrid (M = 4.5 on the utilitarian scale; M =
5.6 on the hedonistic scale) and thus a potentially ambigu-
ous product, open to be construed in terms of hedonism or
utilitarianism. Half the subjects tasted the product; the other
half rated the product without tasting it. Specific attributes
related to hedonism and utilitarianism were selected as rele-
vant perceptual scales. The items related to hedonic quali-
ties included ‘*pleasantly sweet,”’ *‘palatable,”” *‘deli-
cious,”” and ‘‘creamy’’; the utilitarian scales included
“‘healthy,”” “‘energetic,”” ‘‘wholesome,”’ and ‘‘nutritious.”
Subjects provided their ratings on 7-point scales (1 = not at
all; 7 = very much). In addition, subjects provided ratings
of their brand name attitudes.

Results and Discussion

No significant effect of foreign pronunciation or product
experience was observed on brand name attitudes (ps >
.15), replicating the null effects on this measure for hybrid
products in Experiment 1. A factor analysis performed on
the perceptual scales revealed two factors with eigenvalues
of 4.2 and 1.6, which explained 72% of the variance. After
varimax rotation, the hedonic items had high loadings on fac-
tor 1 (all > .68) and low loadings on factor 2 (all < .32 ). Re-
verse loadings were obtained for all the utilitarian items ex-
cept ‘‘energetic’’ (> .89 on factor 1; <.23 on factor 2 ). “‘En-
ergetic’’ had substantial loadings (> .34) on both factors.
The first factor was interpreted as a hedonic factor. The sec-
ond factor was interpreted as a specific utilitarian factor that
measures the utilitarian dimension of health concern. To
take into account the total factor structure and, in particular,
the role of ‘‘energetic,”’ subsequent analyses were per-
formed on subjects’ factor scores. A 2 X 2 ANOVA per-
formed on the factor scores of the hedonism factor revealed
a borderline significant main effects for the taste test condi-
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tion (F[1,33] =2.78, p =.10) and for pronunciation (F[1,33]
= 3.54, p < .10). The interaction was not significant (F < 1).
Independent of whether subjects tasted the product, it was
rated as more hedonic when the name was pronounced in
French than in English (M = .29 versus M = —.30, respec-
tively). In addition, the product was rated as more hedonic
when subjects tasted it than when they did not (M = .29 ver-
sus M =-.27, respectively), which suggests that the product
was more hedonic than subjects had expected. Nonetheless,
the French pronunciation further contributed to the hedonic
image even when a sensory cue had been provided.

A 2 X 2 ANOVA performed on the specific utilitarian-
ism factor revealed a significant interaction (F[1, 33] =
4.20, p < .05) and no main effects (both Fs < 1). When no
taste information was provided, the product was rated as
more utilitarian for English rather than French pronuncia-
tion (M = .52 versus M = -.35; F[1,33]1=3.67, p< .07). In
the taste test condition, the difference was not significant (p
> .22).

Experiment 3 replicates our previous findings: When
there was no taste test, a French brand name generated
higher ratings on the hedonic dimension and lower ratings
on the utilitarian dimension. Moreover, French-sounding
brand names affected product perceptions and evaluations
even after a taste test but only on the hedonic dimension.
The lack of a difference on the utilitarian factor after the
taste test suggests that naming affects the utilitarian percep-
tions less than the hedonic perceptions. Perhaps utilitarian
perceptions are less ambiguous than hedonic judgments
(Hoch and Ha 1986). Alternatively, utilitarian perceptions,
especially those related to health concerns, may be more in-
volving and induce more attention to central cues such as
taste rather than peripheral cues such as brand names
(Petty, Cacioppo, and Schumann 1983).

Experiment 3 also indicates that hedonism and utilitarian-
ism can be perceived as two independent dimensions. The
type of mental representation of the concepts *‘utilitarian-
ism”’ and ‘‘hedonism’’ thus may depend on the level of
specificity of measurement (Johnson and Fornell 1987). Util-
itarianism/hedonism may be seen as perceptual poles unless
they are linked, as they were in Experiment 3, to specific
pleasurable experiences or specific functional benefits.

GENERAL DISCUSSION

Choosing French brands as a specific case, the three
experiments demonstrate that foreign branding can be an
effective means of influencing consumers’ perceptions and
attitudes. First, effects of foreign branding are shown for
brand names pronounced and spelled in a foreign language.
Second, French branding influences consumers’ percep-
tions of a product’s hedonism under conditions of both in-
direct and direct experience with the product. Third, Exper-
iment 2 demonstrates that foreign branding as a single cue
is sufficient for changing hedonic perceptions. In fact, for-
eign branding in conjunction with country-of-origin informa-
tion may diminish, or even counteract, the influence of for-
eign branding. Finally, with respect to attitudes, French
brand names are an asset primarily for hedonic products
and more effective in this respect than country-of-origin
information.
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One possible limitation of our studies is that foreign
branding was operationalized exclusively as French brand-
ing. Therefore, to generalize the findings presented here
and provide further support to the general phenomenon of
foreign branding, further research should employ other lan-
guages associated with the same cultural dimensions (per-
haps Spanish for hedonic characteristics and German for util-
itarian characteristics). Other general dimensions that are rel-
evant for product positioning also should be investigated.
For example, extroversion/introversion (Eysenck 1953), an
important dimension in personality research, may be a di-
mension that is associated with various cultures and nations
(e.g., South Americans are extroverted, Asians are intro-
verted) and therefore could affect a *‘brand’s personality’’
(Plummer 1984/85) via these associations.

Another possible limitation of our studies is that, in Ex-
periment 1 and in some of the ads in Experiment 2, foreign
branding was practically the only cue on which subjects
could rely, and it was repeated three times in Experiment 1.
As a result, the name may have attracted more attention
than would be the case in real-life situations and may have
resulted in demand effects. On the other hand, the foreign-
branding effect was replicated in Experiment 3 with one
only auditory presentation. Furthermore, if the results of Ex-
periment ! were due to demand effects, one might have ex-
pected a significant order effect, which was not found. More-
over, consumer decisions about the products we employed
in Experiment 1 (e.g., fragrance, foil wrap, nail polish) are
often based on the brand name alone, and ads for detergent,
glassware, and sunglasses often show only the product. In
summary, although it is difficult to rule out a demand ef-
fects explanation, especially in Experiment 1, we believe it
unlikely that our results are entirely due to such effects.

Research on foreign branding should explore further how
foreign branding is integrated with other product informa-
tion. Recent research has shown that country-of-origin cues
may serve as heuristics when there is no other or too much
information, but it is processed like any other attribute
when the right amount of information is presented
(Erickson, Johansson, and Chac 1984; Han 1989; Hong and
Wyer 1990; Johansson, Douglas, and Nohaka 1985). Re-
searchers should investigate whether foreign branding func-
tions in a similar way.

Further research also should investigate how consumers
process and combine information from two different ‘ ‘brand-
ing’’ cues. For example, researchers could examine
whether, as suggested previously, different types of “‘brand-
ing”” information such as foreign branding and country of or-
igin trigger different associations that may be more or less
congruent with one another. In addition, our results empha-
size the need to understand what is driving the weights as-
signed to one cue versus another on product perceptions or
evaluations. In other words, is foreign branding always a
stronger cue than country of origin, as our results seem to
suggest, or are there factors that are likely to influence the
relative strength of these cues?

In terms of managerial applications, our studies suggest
that foreign branding may be a subtle way to position or re-
position a product. In fact, foreign branding may be a more
flexible and effective means than country-of-origin informa-
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tion because brand names can be changed more easily and
are typically more salient than “‘made in’’ information. How-
ever, in a global environment with fewer trade barriers and
increasing opportunities for direct foreign investment, one
must ask to what degree consumers’ brand perceptions are
affected by the practice of multinational companies, which
often have their suppliers in one country, manufacturing
and production in another, and marketing in yet another.
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9/12/2019 Handout on Product Naming and Foreign Branding

Product Naming: The Notion of Foreign Branding
and its use in Advertising and Marketing

Handout for LING 057, Language and Popular Culture
H. Schiffman, Instructor

1 s a strategy that marketing and advertising people use to give their product a distinctive
cucne war win wouvinee consumers that their product has some value that others don't have. It often
involves 'foreign branding' (see below) but may also be used in other, non-foreign branding, such as in
pharaceutical product naming. Here is a quote from a recent article about pharmaceutical brand-naming
that is instructive in this regard. The quote is from an article about the common cold and various attempts
to deal with it, including 'capsid-binding agents', which are designed to attach to rhinoviruses in your nose.

"There have been promising preliminary resy*~ i~ ~li~i~~T+g]s of one such agent, which has
now been given the ronounceable nami Manufacturers like to give drugs
unpronounceable guuoic names because theu wie viny wng you'll remember is whatever

brand name they eventually choose.") New Yorker, 3/11/2002, pg. 46. [Emphasis mine, HFS. ]

For examples of this kind of product naming, see:
1. This discussion of the choices involved in the naming of the allergy medicin

2. Another 'neato’ name is this one, for an anti-schizophrenia dru, Note the 'blending' of the
word ability and the suffix -ify which usually means 'make (possivic). )

Note also the visual imagery that accompanies these products--light, blue, airy images, balloons floating
up into the wild blue yonder, the "A" of Abilify straddling a road that winds off along the path toward
vrallunana Frmntinmime Alilitcr Ftlin 0 fe amds naldsawhosmin Ao And _]uSt to tOp lf Off, here iS :

:na, and makes fun of them.

1d the effect of certain names on

lJ\./l LI VUL YAl Ul Lw DLULVA.

2. Psychology and Physiology. Another interesting issue is tha as shown that subjects, in
blind taste-tests, can be influenced to believe that they are tasiuy suwcuny wise than they are in fact
tasting, and that 'brand loyalty’ can override their actual perceptions.

3. Foreign Branding. Probably the meost important product-naming strategy i concept
from advertising, meaning the technique of giving a product a 'foreign' namec ui viauu 1w viuer w LICTEaSE
its desirability or 'perceived value'. (Seme of the researchers refer to this kind of symbolic, abstract value
as hedonic (think "hedonism") because consumers seem to think it gives them some kind of pleasure or
satisfaction which they value (and are therefore willing to pay more for), even if the actual quality of the
preduct is the same as another one, ¢.g. a domestic one.)

Americans aren't the only people who like foreign +~~--- “h¢ Japanese have many “foreign’ bre=-~ «hrt +9
us might be nonsensical, such as a soft-drink callec sic). (To say nothing of the deliciou
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9/12/2019 Handout on Product Naming and Foreign Branding
1 France once | saw someone wearing a jacket labeled (nonsensically):

In the US, different kinds of 'foreignness’ are associated with different kinds of products. Foreign-branding
of an indiscriminate kind is not found; Rather, certain kinds of foreignness are associated with desirability
in various products.

1. In Europe, various governments control the use even of names of kinds of products such as wines
from certain regions (e.g. champagne), brandv ¢ ~nonar must come from the Cognac region of
France etc.), Champagne must come from th zgion of France, and so on. The
European Union's executive body recently ruicu wiaw wie vinese called fefa had to come from
Greece, and that all non-Greek producers (such as the Danes) have to switch to another name. The
Danes have vowed tn an ta the Enranean Court of Justice to get this overruled. In France this
technique is callec nd is applied to many different types of products the
French want to couuur wie tigus w. wuise people think that “France's principal and much-imitated
quality designation system, [is] devised to protect producers from imitators and to guarantee
authenticity to consumers. Well over a third of all French wine and all of its best wine is AOC, [...]'
but others think this is just a ploy to protect French products.

But not to be outdone. now even Nana Valley wineries in California are trying to protect their
brands by usin

2. Here (for your edification) are a couple of websites o 1at create brand names for
products, using different kinds of research techniques uiar wivy nave determinad ara neafinl gngd
scientific . When you look at this, notice a couple of ‘foreign' brands, i.e. ¢ vhich
means 'winter' in some Slavic languages (1). Would that be to emphasize it 8
'coldness'? (Note also use of dark blue bottle, blue being associated with 1¢ v vi wrnpus vaens...) To
find out, click on the zima home page and see all the cool people, described there as 'a little wild.")
As Lexicon-branding puts it

Our philosophy is that a great name is a "vessel” that allows you to tell a story, deliver
an idea, or make a promise. A great name uses semantics, sound symbolics, and
phonetics to deliver a message and a personality--in less than a second.

The other company, keenbranding.com, claims to create ‘identity’ for products. They advertise jobs
for linguists to help with this.

3. French and French-ness

The French language and French-ness is clearly associated with a number of notions, and as a
foreign-branding technique, is closely associated with food, wine, certain alcoholic beverages,
clothing, especially women's clothing (style, couture, esp. high quality), perfume, sexuality, sexual
desirability, sophistication, and various combinations of these. Giving something a French brand
may be done irrespective of the actual authenticitv nf the name The name itself may be unheard of
in France, or the brand may be ungrammatical ¢ 1 French, but it doesn't matter,
because the market audience for these is Americaus wuu vui suseigners, who aren't picky about
such things.

Look at some o * this.
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4. Italian and Italian-ness

"Italian" is une kind of food as French fond"), with coffee, with
high-fashio and with fancy, expensiv talian branding is
usually MOIC AULLICIILIC LHAL FIEUUH DIALUIIY, the names aren't faked as .o w3 with French names
and brands (e.g. Esprit, Fagonnable, etc.) (althoug certainly a made-up term Y
Italianness is also associated with pure, unadultere.. ....ccomueey . .v.1€88, as exemplified b

for "Baci", which means 'kisses' in Italian. The woman is not wearing much; she is offeriuy xssos
(both of the candy sort and other kinds.) She tells us that Baci are Italy's most delicious and
romantic chocolates.

TT~nte ~ Tyonesbury cartoon that makes fun of all the Italian terms for various kinds o

In the food lin: 1at makes fun of the Ttalian (gangster?) pronunciation of
English, especiauy wiv prununuauun i th' sounds as [d], and of the schwa following 'th' as [a], i.e.
[da]. Also 'free dalivery.'

See alsc ‘om the New York Times about Italians' tendency to stereotype themselves
about sex ana sexuaiity.

Here's a combination of sexiness anc n ad for an upscale (Not Olive Garden!) Philadelphia
Italian Restaurant ( Pompeii. ) Do we uccu 10 know what this woman is saying?

Here's another send-up o specially (what else?) pasta.
5. Mixed French and Ttalian or other languages:

One interesting development in this area is the combination of Swiss-French watch manufacturing
with Italian {or other language) brand names. Almost all watch manufacturers want you te think
they are made in Switzerland (with the words Swiss made or Swiss Movement or Fabrication Suisse
somewhere in the ad) but to get away from the perception that Switzerland is stodgy the product
may carry an Italian (sic!) brand-name, especially if the watch in question is very high-tech in
design (or even if not).

= An ad for a Swiss watch (Kriéger) with the French waords haute performance prominently
displayed; the actual model is calle talian for 'speed.’ (Note that Kriéger
isn't exactly a French name, either, y putting an umlaut over the "e",
which, as we all know, makes it very rreuon.) ana wmen they've added chronometres suisses ,
and just to make sure, "made in Switzerland."

= A page from th ratch company, which tells you that the model called Fizio is
Esperanto for 'visiun. (1w ai80 says Movado is Esperanto for 'always in motion.")

= Anad fc slogne, with the additional French text pour Aomme ('for men')
added.

6. German branding is nsually associated with expensive, powerful automobiles, such as the
Mercedes, the ad = fewr nthere Hera'e nne that is made by Mercedes, but uses a sort of
Italian sounding narue, th name be a blend of 'excel’ and 'accelerate'? This
puppy is supposed to be a ste also the visual metaphors associated with the
BMW: the hot nepper ("T th "This vehicle represents a new wave"),
an
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Just for contrast, here's an article about Americar 5 seen in some new "dumb"

GM names.

Tl sne ~£0 a1 in advertising may sometimes actually use German words in the ad, such as
'the pleasure of driving") used in a Volkswagen ad some time ago. (But now if you
uu a wuru-swarud for this term, you find it has been appropriated by skateboarders, wh~ -~ ** «~
refer to some of the kinds of wild things they do on their skateboards, and even provic
of themselves skating off the roofs of houses, etc.) German language and brands are o
need elsewhere, e.g. for food, clothing, sexuality etc., but here's an ad campaign for th
‘hich uses fake German!

Another usage is this same preposition, ueber usc

7. Russian langua~a masr ha nead in cama hegnds o :ss you count 'fake’
Russian, such a Red Square recenuy. (raxe Kussian typically
MiSINLEIPIELS CY v v arvivis o 11, v.g. & Dackwards R has the phonetic value of [r], whereas it
really has the value [ya].

8. Japanese, Chinese, other languages and non-roman scripts?

= Occasionally some Chinese or Japanese writing may ap~~~ = ~1 ad, to suggest exotic
foreignness (7) Another trend is to use Chinese/Japanes: ‘haracters) on clothing, as
tattoos, on jewelry. This is particularly popular among suiue aunctes, entertainers, hip-hop
artists.

= Here's a recen he caption over the photograph originally said "Swinging to

Shanghai and puLL Ladt.

n This sit :xposes the usage of many characters as just 'jibberish'; one must take
pity 0n a puisuu wuu uaS eunuch tattooed on his arm, especially if he thinks he's a big macho
guy.

= More often imagery is used, i.e. pictures, especially of Asiar

Or, a faked Chines: . created with a fancy umlaut over the "y" for exotic
effects. In actuality, uv Cinnvse uansuteration scheme (PinYin, Wade-Giles) ever puts
umlauts on consonants; maybe on vowels, e.g. ii , but not like this. But then this is just
Chinese fused Asian cookery...

= Another kind is this representation of a pop-star name /ho has some interesting
fake characters running down the side of her image.

9. Mixed Language Another technique is to use some 'foreign' language along with some English or
other well-known language.

] ses English and French in the same sentence to convey to convey the rapidity
wiws veunen yOU can be whisked from London to Paris.

s Th 1 uses both Italian and French; in tiny print on the bottle it says Pour

Horume \ion ey, while v~~~ though it isn't particularly an issue of language, but more

of masculinity, look also a thich, like the previous one for Acqua di Gio, uses an
image of a man that is provuc:y uuw aimed at men so much, but probably more toward the
'metrosexual.’

= Another example is the advert for th ‘hich uses French derriere instead
of the Anglo-Saxon term, to imply a viasoicr pruuut,

hitps://www.sas.upenn.edu/~haroldfs/popcult/handouts/adverts/forbrand.html
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= Another is the Maxwell House coffee advertisement, which use: English,
French, Italian, Spanish) in one ad to say 'Good to the last drop.

= Here's an example of an American product that calls itsel

= And along with mixed English-Japanese, ("Ingrish" or "Japlish") there 1s also mixed French-
Japanese, known a

4, Really really foreign branding Another technique is to create a brand name so exotic, nobody has a clue
what lTanmraae it ic fram (Rt it doesn't matter: we're so cool and sophisticated, we don't need to know

tha nglish, it's actually in IPA phonetic transcription.) In case this isn't clear, here
are ‘this brand.
5. Here's another product (for hair care) witl Apparently at one point this was more of a

'gOt to be me' kind of pIOdUCt, but now Unuauws nave wivaucu...

And here's a cartoon that makes fun of the supposedly foreign by referring Notice
how many of the 'hoax foreign' foods have umlauts and/or other kinds of accent marks--a true sign of
foreignness! (Notice also that the vender in the cartoon has a bushy moustache--clearly a foreigner.)

6. Not to be outdone, the on-line humor mag "The Onion" posted this little story recently:
United Stites Toughens Image With Umlauts,. WASHINGTON, DC.

In a move designed to make the United States seem more "bad-assed and scary in a quasi-
heavy-metal manner,” Congress passed a bill Monday changing the nation's name to the
United Stites of America. "Much like Métley Criie and Motorhead, the United Stiites is not to
be messed with," said Sen. James Inhofe (R-OK). An upcoming redesign of the American
flag will feature the new name in burnished silver wrought in a jagged, gothic font and bolted
to a black background. A new national anthem is also in the works, to be written by composer
Glenn Danzig and tentatively titled "Howl Of The She-Demon."”

The conclusion, apparently, is that umlauts over vowels, being associated with German, contributes an
impression of 'toughness' (since we know how tough and disciplined those Germans can be, nicht wahr?)

Another possibility is to create a totally fake language (or try to create the impression that there is some
language out there with these forms). This seems to be particularly common with names of ice creams
and/or (frozen) yogurt; the trick is to use umlauted vowels as freely as possible, even where no known
language so uscs them:

o ‘he premium yogurt'

o Friisen Gladjé :e cream)
Incideniauy, wic 11aagen-Dazs people didn't like the fact that the Friisen Gladjé people were
capitalizing on their 'Scandinavian' {raal fresh) theme by using lots of umlauts and stuff, so
they brought suit. Details of thic ut note that they lost. This particular kind of
lawsuit is called a "trade dress" .......

o ce cream)

7. Liquor advertising (especially high-priced or exotic liquors: Mexican Kahlua? Tecate beer? German
beers?) is an interesting example of having to deal with foreign brandine acneciallv if the hrand namg jg
too strange sounding. See the example of an attempt to deal witt

Contrast this with the ad fo. Iso a Polish vodka, which hides this fact almost
completely, except for the tuwy uwauovn nu zurowie ("To your health") under the bottle. Otherwise, the ad

hitps://www.sas.upenn.edu/~haroldfs/popcult/handouts/adverts/forbrand.html 5/6
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Spirit brands continue to diversify

while — to deviate from the status quo of any given category carries its own unique advantages
and pitfalls.

Alcohol market remains competitive
and fast moving

Th 3 capturing millennial tastes and imaginations through new offerings and
product innovations, such as flavoured spirits ranges. Meeting demands for crafted products and
growing wholly new segments and experience for whatever your tipple, the alcoholic beverage
market remains a competitive and fast-moving space. With gin, vodka and latterly rum seeming
1o continue to benefit from the craft maovement, companies are promoting their regional origins to
atiract consumer attention.

A generation thats interested in new
tastes

Many alcohol companies and brands are reorienting their personas and their progducts for a
generation that is interested in new lastes, as well as brands with legacy and relevance,
Research conducted by Mintel has reported that 81% of consumers say they would try a new
flavour if a iriend, relative or bartender recommended it! Flavour innovation has been extremely
successful in many alcohoelic drinks categories. Keep upto date with the alcohol trends &
innovations in the industry by downloading our report to find out the 7 spint brands that innovate
with diverse flavours.

Download our complimentary 14 page report to gain some interesting insights
and learn about 7 spirit brands that innovate with diverse flavours.

There's much opportunity for innovation in alcohol this year. Qur experts here at Simpsons
Beverages would value a discussion about how these trends may inspire your business,
aday, we'd love to hear from you.

LEAVE A REPLY...

There are no comments yet. Be the first one:

First Name*
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ICAP REPORTS 17 MARCH 2006

This Report provides a summary description of the beverage alcohol industry, its nature and scope. It
offers a basic overview of economic, trade, and development aspects, as well as how some of these
relate to public health issues. It presents an analysis of current trends. such as industry consolidation,
and possible future developments. It concludes by identifying a range of industry bodies and industry-
supported bodies, such as trade associations and social aspects organizations (SAQOs), which contrib-
ute to addressing social and public health aspects of alcohol.

‘om Arabic al~kuhul and is applied to the many members of the family of

everage alcohol is called ethanol or ethy! alcohol and is the result of the

n of fruits, grains, vegetables, plant matter, and even dairy products. Its
three main classifications are wine, beer, and distilled spirits. Other classifications abound and are
often related to culture, content, production method, and legality.!

The relationship between beverage alcohol and public health has been studied extensively for more
than a century, and continues to be of interest to governments, public health professionals, the public at
large, as well as a central issue for the beverage alcohol industry. Indeed, over the past two decades,
major international beverage alcohol producers have taken a broader look at the way in which they
respond to alcohol issues. With attention to corporate social responsibility, they actively incorporate
concern for health-related aspects of alcohol consumption and social issues, such as under-age drink-
ing or alcohol-impaired driving, into their operations and dialogue with stakeholders.

The World Health Organization (WHO) recognizes the “existence of a wide range of alcohol policies™
and notes that these “policies are enforced and combined differently in different countries to meet the
needs of that particular country.... The goal of a comprehensive, effective and sustainable alcohol
policy can only be attained by ensuring the active and committed involvement of all relevant stake-
holders.”” Having a global perspective on the structure of the beverage alcohol industry should assist
all stakeholders engaged in reaching the goal articulated in the World Health Assembly 2005 resolu-
tion on “reducing the negative health and social consequences of harmful use of alcohol.™

erogeneous and includes a wide range of different
beverage alcohol production from the perspective of
ien reviews each sector: beer, wine and spirit, in turn.

Information is available on recorded beverage alcohol production from a diversity of sources includ-
ing official sources {e.g., the United Nations Food and Agriculture Organization (FAQO) and national
govemment reports), and from industry or private sector analysts. Unrecorded beverage alcohol is
based on estimates of the amount of alcohol which is not officially recorded in national or interna-
tional statistics. It includes home production (which may be licit or illicit), travelers” imports and
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cross-border shopping, smuggling (either organized criminal activity or individuals importing amounts
exceeding legal allowance), surrogate alcohol intended for other purposes, tourist consumption. and
beverages with alcohol content below the legally defined limit for beverage alcohol.*

L LIAULY JUWSHHICULIG COUILLICD Oy uLipudil ofcommercially produced beverage alcohol is generally
confined to wealthier urban populations. In such countries, the more significant public health concern
has to do with the drinking patterns and consumption of unrecorded and non-commercial alcohol.?

There is a huge volume of unrecorded alcohol production, which is found in virtually every country
around the world and includes both traditional home-brews and the illegal production and trade of
alcohol. In some parts of the world, particularly in low and middle-income countries, it may account
for up to 50% of total alcohol consumption, but this varies widely from country to country. According
to WHO estimates, “[o]n a regional basis, unrecorded alcohol consumption is estimated to be at least
two-thirds of all alcohol consumption in the Indian subcontinent, about half of consumption in Africa,
and about one-third in Eastern Europe and Latin America.” Examples included beverages that are
distilled (e.g., samogon in Russia), fermented (e.g., toddy in India), or brewed (e.g., opaque beer in
Africa) from a wide range of different ingredients. The overwhelming share of unrecorded consump-
tion appears to be accounted for by local, low volume, products.

Figure 1 Unrecorded alcohol consumption as % of total alcohol consumption in selected countries’
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Harvey’s in 1964. while International Distillers and Vintners was the outcome of a merger between
Gilbey’s and United Wine Traders in 1962.

A second merger wave took place between 1968 and 1972, and its characteristics resembled the first
wave, with one main difference: it involved leading brewers from other European countries. For
example, Amstel, in Holland, was acquired by Heineken, and Tuborg, in Denmark, by Carlsberg, in
1968 and 1970, respectively. Spirits and processed-wine firms also began to merge and to acquire
other firms. In 1971, for example, the French champagne producers Moét & Chandon merged with the
cognac firm Hennessy.

The third merger wave, which lasted from 1985 to 1988, was motivated by the globalization of mar-
kets. Firms that owned spirits brands with the potential to become global were targets for acquisition.
In this period, firms also tried to acquire distribution channels, believing that this step would enable
them to appropriate more value in the value-added chain. An illustration of this strategy was Grand
Metropolitan’s acquisition of major U.S. alcohol beverage distributors, including Heublein in 1987.

The most recent merger wave, which started in 1998, has been part of a trend in which firms restricted
their businesses to a limited number of global brands, applying similar marketing strategies. This
wave involves not only spirits firms but also brewers and wine producers. which had remained
essentially domestic. Nonetheless, to date the scope of activity of spirits firms and breweries has
been far more extensive than that achieved in wines. Several major mergers and acquisitions have
taken place: merger of the U.K. firms Guinness and Grand Metropolitan in 1997; acquisition by
Diageo and Pernod Ricard of Seagram spirits and wine business in 2001; merger of South African
Breweries and the U.S. firm Miller in 2002; and the merger of Ambev from Brazil and Interbrew from
Belgium in 2003. More recent developments include consolidations in each of the three major sec-
tors: in the wine sector, Foster’s Group takeover of fellow Australian Southcorp; in the spirits sector,
the acquisition of Allied Domecq by Pernod Ricard; in the beer sector, SABMiller’s acquisition of
Latin America’s number two brewer Bavaria.

e now estimated to account for about 48% of the global premium spirits

“players for 46% of the global branded beer market,” some industry

ustry consolidation is set to slow as there are few beverage alcohol
producers of size left to acquire *

There are still smaller companies in unconsolidated markets such as Germany or China, but even there
many companies are already linked to larger concerns. have structures prohibiting change of control,
or lack any real brand or asset value to an international player. Any scope for further industry consoli-
dation lies in individual sub-sectors, as well as, with a longer-term view, on cross-sector investments
aiming to extract economic synergies from link-ups between beer and spirits or beer and soft

drinks bottlers.

While BRIC (Brazil, Russia, India, China) economies will remain a critical growth driver for the
drinks industry in the coming years or even decades, there is a wider opportunity in emerging econo-
mies, ranging from Colombia, Peru, and Mexico to the former CIS states in Central Asia, Turkey, the
Balkans, the Czech Republic, Poland, as well as selected countries in Africa (e.g.. Nigeria and
South Africa).
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ages 1nclude supply chain of agricultural and raw materials, capital equipment, transportation, and
energy, while the forward linkages relate to access to markets, transportation, distribution via retail-
ers, wholesalers and hotels, restaurants and cafes {HORECA). The significant economic activities
involved in the production and distribution of beer, wine and spirits generate considerable employ-
ment and provide an important source of tax revenue for many governments.

The effect of alcohol producers on the economy 1s even more pronounced in developing countries.
They provide jobs, generate revenue for governments, create a market for the goods and services of
local suppliers. support the hospitality and retail industries. and invest in capital projects and the
skills of their employees. Many of their suppliers and distributors are privately-owned small and
medium enterprises, employing 20-50 people, and the support provided by alcohol producers not only
creates employment, but empowers communities where they operate.

Annvugn wore ae 1o global estimates for direct employment by beverage alcohol producers, there are
estimates from various regions. In 1990, in the countries making up the then European Community
(EC), direct employment by beverage alcohol manufacturers was roughly equivalent to direct EC
employment in the insurance industry, was more than 75% of direct employment in the timber and
wooden furniture industry, and 65% of direct employment in the footwear and clothing industry.™

Today, in the European Union (EU), the spirits sector directly employs about 50,000 people and
indirectly 250,000 people.® On the brewing side, the 2,800 European breweries provide jobs for
around 164,000 employees and indirectly 2.6 million jobs {comparable to the total workforce of
countries such as Slovakia, Finland or Denmark). For each job offered in the brewing sector, it is
estimated that one job is generated in retail, two in the supplying sectors and almost twelve in the
hospitality sector.” Among the ICAP sponsoring companies in 2005, over 177,000 direct employees
were identified through an analysis of global corporate annual reports.>

By far the most important source of indirect employment is in distribution activities. The retail,
wholesale and HORECA sectors of the economy are the most important in terms of total employment
provided. About 22 million people work in the major distribution trades in the EU, and one-tenth of
them are related to the beverage alcohol industry. Seventy-five percent of these jobs are in the
HORECA sector, where the sale of alcohol beverages is fundamental to many establishments, 7% of
jobs are in wholesaling and 18% in retailing. Some of the jobs, especially in the HORECA sector, are
part-time (e.g. in Germany one third of HORECA jobs are not full time).

Furthermore, jobs in EU industries serving the beverage alcohol sector are not insignificant, for

example:

» Advertising: 3.000 people work on beverage alcohol accounts

+ Packaging: 38,000 people are employed in manufacturing bottles, cans and fiberboard boxes for the
alcohol drinks sector.

= Capital equipment: 15,000 people in 1,000 firms produce capital equipment for the beverage
alcohol industry.

+ Agriculture: for example, 3.9 billion euros spent by brewers in the agriculture sector generates
around 147,000 agriculture related jobs.”
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Direct and indirect employment combines to give almost 3 million jobs, or 2% of total EU
civilian employment.

In the U.S., the beer industry alone employs approximately 1.78 million Americans, paying them $54
billion in wages and benefits.”® The U.S. brewing industry today includes more than 2,400 brewers

and beer importers, 1,908 beer wholesalers, and 551,000 retail establishments. The beer industry’s
economic ripple effect benefits packaging manufacturers, shipping companies, agriculture, and other
businesses whose livelihood depends on a healthy beer industry.

There are other industries affected by the performance of beverage alcohol companies: transport /
haulage companies, government employees involved in the regulation and oversight of the beverage
alcohol industry, consulting firms, firms that construct and decorate the various places where alcohol
is served, agricultural fertilizer suppliers, etc. Many of these are small, independent, or
family-owned businesses.

lax revenues from excise and other taxes on the production and sale of beverage alcohol can be an
important source of government revenue in many countries. For example in the former Soviet Union,
excise taxes on beverage alcohol accounted for between 12-14% of all state revenue.”® The beverage
alcohol industry contributes to local and central government revenue in many ways: excise duties,
sales tax / VAT, corporation tax, income tax and social security.

In the EU, beverage alcohol generates about 24 billion euros per year in excise duties alone for
national administrations.* The financial revenues for European governments arising from the produc-
tion and sale of beer, i.e.. taxes paid by breweries. beer consumers and employees together. total
around 38 billion euros a year, including 19 billion euros in VAT and 10.5 billion euros in excise
duties. This represents more than the total annual government expenditure of countries such as Finland
or Poland (estimated at around 34 billion euros).>!

In the U.S., the beer industry alone pays over $30 billion in business, personal and consumption taxes,
including $9.2 billion in excise taxes.

ned worldwide 1s not advertised. This is especially

many beverages are home-brewed, produced illicitly,

mtries, commercially produced and advertised bever-
age types are generally more expensive, premium brands and therefore inaccessible to the majority of
the population. The price differential between commercially produced, branded products and home-
brewed beverages is often prohibitive. In addition. import tarifts and excise taxes can at times in-
crease the price of a product to several times its original value. The price of branded products also
reflects higher costs of production. Such costs are clearly not associated with illicit and home-
produced alcohol, thus making them overwhelmingly the beverages of choice for low and middle-
income countries. It should be noted, however, that many home-produced and illicit products, particu-
larly in developing countries, use low-quality raw materials and may be contaminated, thus carrying
health risks not associated with branded products.

The producers of alcohol beverage brands (e.g., Heineken or Guinness beer, Jack Daniel’s whiskey or
Smirnoft vodka, Penfold wine or Mumim champagne) use advertising and promotional activities in a
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In 1989, there were just four SAOs: one in the Netherlands (founded in 1959), another in South Africa
(founded in 1986), and the other two in the United Kingdom and in Canada (both founded in 1989).
Today, over 30 SAOs exist, based mainly in Europe, North America, Australia / New Zealand, but
also in Asia and Africa.*

An important component of SAOs” activities lies in the establishment of partnerships. Those that have
developed over the years are a testament to how seriously these organizations and, indeed, the alcohol
beverage industry more generally, have been taken. The activities of SAOs have developed consider-
ably over the past decade, reaching out to more stakeholders in their efforts to prevent alcohol abuse.
Many of their activities have focused on three core areas: young people and drinking, alcohol-im-
paired driving, and responsible hospitality and server training.®

ry and are present at national, regional and international

embers from the same trade or industry organized for

representing industry issues before government, advo-
cacy of public policy, economic development both of the industry and of society, public relations,
relations with employees, sales development, and production and environmental standards. Some
associations publish official journals and organize industry and public conferences and seminars.

Within the beverage alcohol industry, trade associations are often groups consisting of industry mem-
bers from the same beverage sector, such as an association of brewers, vintners or sake producers.
These are often active at the national level and join together either formally or informally at the re-
gional {e.g.. for the EU) or global level. Other classifications include more than one sector and focus
on the interests of beverage alcohol producers generally, or are comprised of industry groups spanning
the entire value chain-from the backward linkages in agricultural {e.g., groups of malt producers) to
the forward linkages involved in the distribution, retail and HORECA sectors.

Beverage alcohol industry trade associations are characterized by activities that aim to ensure
compliance with fair trade, competition and other laws, facilitate sound economic development of the
sector, promote the sector, set industry technical standards, and coordinate research in industry
techniques, materials, and environmental norms. Many of these activities involve representing indus-
try views before government legislators and regulators, as well as other governmental and
non-governmental organizations.

Furthermore, many beverage alcohol trade associations also engage in activities that promote respon-
sible drinking. They aim to create a social environment that encourages responsible drinking. These
activities often focus on young people and preventing underage drinking, promoting moderate con-
sumption of alcohol, addressing alcohol-impaired driving, and responding to environmental concerns
such as disposal and recycling. In these areas, they are often similar to SAOs.

1as attempted to illustrate, there have been considerable changes in the beverage

s over the past 25 years, particularly with developments in commercial versus non-

roduction, in the internationalization of brands, and the consolidation of several
multinational producers. These trends are not unique to the beverage alcohol industry, but have
significantly affected all areas of domestic and international trade throughout this period.*
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Yet despite these changes, most of the alcohol that is produced and consumed around the world contin-
ues to be non-commercial and largely unrecorded. While this overview of the beverage alcohol
industry and its structure may help in understanding the commercial sector, it is important to bear in
mind the huge diversity of the market when addressing public health, social and trade issues around
the world.
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10l Policies (ICAP) is dedicated to promoting understanding of the

2lping reduce the abuse of alcohol worldwide through dialogue and

se alcohol industry, the public health community and others inter-
€s1ed 11 a1eonol poucy. 1L Ar 18 a not-for-profit organization supported by major international

beverage alcohol companies.
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= Issue 7. Estimating Costs Associated with Alcohiol Abuse: Towards a Patterns Approach
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= Issue 9: Self-Regulation of Beverage Alcohol Advertising
= lIssue 10: Alcohol and “Special Populations™ Biological Vulnerability
= lIssue 11: Blood Alcoliol Concentration Limits Worldwide
= Issue 12: Violence and Licensed Premises
= Issue 13: Alcohol and the Workplace
= lIssue 14: International Drinking Guidelines
= lIssue 15: Drinking Pattems: From Theory to Practice
= Issue 16: Alcohol Education and Its Effectiveness
Please direct all request to reproduce or publish this report in part or in its entirety to:
International Center for Alcohol Policies

1519 New Hampshire Avenue, NW
Washington, DC 20036, USA

Phone: 202-986-1159

Fax: 202-986-2080
Web site: http:/www.icap.org
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Introduction

1.1 Characteristics of sake

Sake is an alcoholic beverage brewed primarily from rice and water. It resembles
white wine in appearance, ranging from almost transparent to slightly yellow.
The 139%-17% alcohol content of many sake varieties is slightly higher than that of
wine, but sake also has a mild taste with little acidity, bitterness or astringency. In
terms of chemical composition, sake extract {consisting mostly of residual sugars)
contains a comparatively high percentage of glucose and significant levels of
nitregencus components and amino acids, but little organic acid.

Table 1.1 Composition of sake, beer and wine compared
w

Alcohol (%)

Extract (g/100ml)

Glucose {g/100ml)

Nitrogen (mg/l)

Glutamic acid (mg/l)

Titratable acidity (g/100ml)

Succinic acid {(mg/1)
Malic acid {mag/l)

Tartaric acid (mg/l)
(total) (mg/l)

Careful tasting of sake reveals a pleasant taste that cannot be characterized as
sweet, acid, bitter or astringent. This is umami. Umami is sometimes described
as “savoriness.” Compared to wine and beer, sake is richer in amino acids and
peptides that produce umami. The type of sake known as ginjo has a wonderfully
fruity aroma.

Sake, made from Japanese rice and clear water, is the crystallization of
exquisite brewing technology designed to produce umami and fruity aroma from
rice.

The growing popularity of sushi and other Japanese cuisine overseas has
helped to popularize sake in the rest of the world. The mild flavor of sake also
goes well with French, Italian and Chinese cuising, and it is gaining a following as
a new alcoholic beverage that is distinct from wine and beer.
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1.2 Cultural background

The term “sake” is often used in Japan to denote alcoholic beverages in general,
including wine, beer and whisky. Sake itself is also called “Nihon-shu” or "sei-shu.”
The element “shu” in these words is written with the same Chinese character as
"sake” £A). This character has the readings “sake,” “zake” or "shu.” “Nihon” means
Japan, so “Nihon-shu” refers to the traditional alcoholic beverage of Japan. The
“sei” in “sei-shu” means clear.

Rice, the grain from which sake is made, has been cultivated for more
than 7,000 years in China and has long been used in Asia to produce alcoholic
beverages. One of the features of Asian brewing techniques is the use of molds
instead of malt to turn starch into sugar (saccharification). China is also the
birthplace of this technology. The rice and brewing technology used to make sake
are thought to have originated in China. However, Japan is now the only Asian
country that produces a clear alcoholic beverage with a refined flavor like sake.
Japanese sake has a history going back more than 2,000 years, during which time
the Japanese have continuously improved the brewing technique.

Historically, sake has also had a close relationship with agriculture and Shinto
rituals. In ancient times, people would make sake and offer it to the gods along
with agricultural produce and prepared foods, which they would then all drink
and eat together. Offerings of sake are still made at Shinto shrines today and it
plays an essential role as a gift at festivals and weddings. On the morning of New
Year's Day, families gather and join in drinking sake as they wish each other a long
life.

Japan has four distinct seasons and several customs involving sake are
associated with these. In spring, people enjoy sake while viewing the cherry
blossoms. In autumn, they place chrysanthemum petals in sake cups and drink
the sake while admiring the moon. Winter is a time for appreciating snow scenes
while enjoying sake. Food ingredients also change with the seasons and sakana
(dishes to accompany sake) are served to match the season.

Sake can also be drunk heated, a practice that originated in the ninth century
when aristocrats would warm sake to entertain guests. By the 18th century,
people were drinking warmed sake throughout the year. It was around this time
that Kaibara Ekiken, a physician, wrote a book stating that drinking warmed sake
improves the circulation of chi {energy flow). Going back 1,300 years, there are
reports of the emperor and aristocrats drinking chilled sake in the summer by
adding ice that had been stored during the wintertime, a very extravagant way to
enjoy it. Since the 1980s, a larger number of sake varieties with a light, fresh flavor
have appeared, encouraging the serving of sake chilled.
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Outline of sake brewing

Mash filtration N Sakekasu
(Pressing) v Filtered cake
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packaging

Figure 2.1 Outline of sake-brewing process
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2.1 Rice

There are broadly two varieties of rice: indica, a long-grained variety, and japonica,
a short-grained variety. Each of these can further be subdivided into sticky and
non-sticky rice. Non-sticky japonica rice grown in Japan is used to brew sake in
Japan. This is the same type of rice that Japanese people normally consume as
food. Many types of premium sake are made with sake rice, which is especially
suited to sake brewing. Features of sake rice are large grains, low protein content,
and high solubility during the brewing process (Sec. 8.1).

2.2 Water

Japan receives abundant rainfall. Forests occupy 60% of the land surface and
water is plentiful. Historically, sake makers erected breweries in locations with
access to good-qguality water.

The water used to make sake must comply with standards applying to water
for use in the manufacture of food products. Importantly, it must contain no more
than 0.02 ppm of iron. Too much iron gives sake a reddish-brown color and spoils
the aroma and taste.

2.3 Rice polishing {(milling}

The outer layers of unpolished rice contain large amounts of fats, minerals and
proteins that spoil the flavor of sake, therefore the rice is polished using a high-
speed rotating roller (Fig. 2.2). Normally, the outer 30% of the grain is removed,
leaving the central 70%. This polished rice is known as 709%-polished rice or is
said to have a seimai-buai {polishing ratio} of 70%. For ginjo-shu, the outer 40% or
more of the grain may be removed (Fig. 8.3).

2.4 Washing, steeping and steaming

After milling, the polished rice is washed in water to remove the bran and is left
to steep in water. When the grain has absorbed 30% of its weight in water, it is
removed from the water and steamed for about one hour. Steamed rice is less
moist and sticky than boiled rice, making it ideal for use in sake production.

2.5 Kome-koji (Koji rice) making

Grape juice contains sugars, which ferment in the presence of yeast, but with
beverages made from grains, such as sake and beer, it is first necessary to use
enzymes to break down the starch in the grain to convert it to sugar before yeast
fermentation. The enzymes play a number of roles, finely shredding the starch to
convert it into sugar, breaking down protein, and producing peptides and amino
acids.

In beer brewing, malt is used as the source of these enzymes, but for making
sake, a substance called kome-koji (koji rice) is used (Fig. 2.3). Koji rice is made by
cultivating koji-fungi on steamed rice. Koji rice may simply be called koji. The koji-
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2.9 Sedimentation and filtration

With the initial filtration, some turbidity remains. If the liquid is left to stand at a
low temperature, this precipitates out as sediment and the clear part is transferred
to another tank.

It is then filtered to produce a clear liquid. However, sake that has been
filtered to make it clear may lose its transparency during storage. This is due to
changes in the proteins dissolved in the sake, causing them to become insoluble.
The use of persimmon tannin or colloidal silica is approved for removing the
proteins that cause this cloudy appearance.

Use of active charcoal is also approved for decoloring, flavor adjustment and
control of the aging process (by removing substances that cause coloring and
flavor changes).

2.10 Pasteurization

After sedimentation and filtering, most sake undergoes pasteurization {fi-ire) at
a temperature of 60°-65°C before storing. The purpose of pasteurization is to
sterilize the liquid and at the same time to render any enzymes inactive. If the
action of enzymes is allowed to continue, it increases the sweetness through the
action of diastatic enzymes and alters the aroma through the action of oxidizing
enzymes. Many sake products are pasteurized again during bottling.

—
ecantat attling

\ Sediment

Pasteurization l
at 66° - 65°C

n bottle
iging
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2.11 Aging (maturation)

The heating of sake during the pasteurization process alters the aroma and leaves
it with an unrefined taste. For this reason, it is allowed to age for six months to
one year. Many sake products are brewed between autumn and winter following
the harvesting of the rice, allowed to age during spring and summer and then
shipped the following autumn.

2.12 Adjustment and packaging

The alcoholic content of sake aged in tanks is 17%-20%, the same as at the mash
filtration stage. As this level is too high for consumption with meals, brewers often
add water to reduce the level to around 15% before bottling. They may also filter
and pasteurize it again, if necessary.
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Types of sake and their features

Japan’'s Liquor Tax Act defines the ingredients and the manufacturing process
that must be used for sake production. The Act states that sake must be made
from rice, koji and water, as described in Chapter 2, or from these ingredients
plus neutral alcohol (ethyl alcohol of agricultural origin, called jozo-alcohol) or
sugars and certain other ingredients. It also provides special designations {called
tokutei-meisho) for sake that has a superior flavor and appearance and is produced
in accordance with certain criteria pertaining to the ingredients and polishing.
Special designations include ginjo, daiginjo, junmai ginjo, junmai daiginjo, junmai
and honjozo. These currently account for around 30% of total sake production
and can be considered premium sake (Fig. 3.7).

Premium sake labels include the special designation combined with other
descriptions, depending on the manufacturing process.

Labeling examples:
Junmai
Junmai nama genshu
Ginjo koshu

This chapter explains the definitions and flavor characteristics of specially
designated sake and sake made using other manufacturing processes. It should
be noted, however, that the flavor descriptions presented here are of a general
nature, as each brand has its own subtle characteristics.

3.1 Specially designated sake and characteristics of each type

The rice used to make specially designated sake must undergo inspection to
ensure that it complies with required standards. For each designation, there are
also standards regarding the polishing ratio and amount of neutral alcohol used.
Furthermare, the amount of koji-mai used in the production of koji rice must be
equal to at least 15% of the total weight of polished rice used (Table 7.1).

wiyo oo s ade with rice grains from which more than 40% of the outer layer
has been removed by milling. Fermentation occurs at lower temperatures and
takes longer (Sec. 8.5). Jozo-alcehol equivalent to up to 109 of the weight of the
polished rice may be added.

It has a fruity fragrance, called ginjo-ka, with a light, non-adidic taste. "Light”
does not simply mean “mild” or “diluted.” The sake should also have a smooth
texture {(mouthfeel) and a good aftertaste.

The specific characteristics of ginjo-shu vary by brewers, with the more
fragrant varieties designed to highlight ginjo-ka and others designed with more
emphasis on flavor and less on ginjo-ka.
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gy o o o fOrm of ginjo-shu made with even more highly polished rice
from which at least 50% of the outer layer of the grain has been removed. It has
an even more refined taste and stronger ginjo-ka than ginjo-shu.

st e s s e g 3huare made only from rice, koji and water,
highlighting the flavor of the rice and koji more than other varieties. There are no
requirements regarding polishing ratio.

Junmai-shu is typically high in acidity and umami, with relatively little
sweetness.

Levuuon g e ewen1g techniques are used in making junmai ginjo-shu, the
acidity and umami are toned down and there is a clear ginjo-ka.

e et g g e o o(J2rded as the highest-grade sake. The best products in
this class deliver a good blend of refined taste with acidity and umami.

wiee e o D@ emphasis is on flavor and there is little ginjo-ka or aging-
induced aroma. It has a reasonable level of acidity and umami and rather than
asserting the aroma and taste of the sake itself, it helps to bring out the taste of
food.

Seimai-buai

Junmai

Junmai

Junmai

Figure 3.1 Grades of sake
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3.2 Futsu-shu (ordinary or non-premium sake) and
its characteristics

The bulk of the sake produced in Japan is classified as futsu-shu. The rice used to
make futsu-shu is polished to an average of around 70% and the amount of jozo-
alcohol used is equivalent to around 20% of the weight of the polished rice.

The aroma of futsu-shu is less pronounced than in specially designated sake.
At most, it can be said to have a faint caramel aroma, a result of aging. The taste
profiles of futsu-shu also reflect regional taste preferences to a greater extent
than premium sake {Sec. 8.10).

3.3 Characteristics of sake made using other manufacturing
processes

rguicune s u weuuy wppgarance caused by yeast and fine particles of
steamed rice. It has a pronounced taste of rice.

Normally, when the moromi (main mash) is filtered, it is placed in a cloth bag,
so the filtered sake is almost clear and contains just traces of sediment. However,
for nigorizake a coarse meshed cloth or a net is used, and s0 some yeast and fine
particles of steamed rice remain as sediment in the filtered sake.

e at ettt s ot e ot e wans i memn e e oeene (D10 flAver Of freshly
brewed sake.

Normally, sake is pasteurized twice before being bottled. The purpose of
first pasteurization is not only to sterilize it but also to stabilize quality by halting
the action of enzymes. Sake is pasteurized a second time at the bottling stage for
sterilization. Namazake is not pasteurized at all. Nama-chozo-shu is sake that is
stored (chozo) at low temperature at the brewery in unpasteurized form and only
pasteurized at the bottling stage.

e varer e oeniae ageo JJOM yellow to amber. It has little ginjo-ka, but has a
caramel aroma (with hints of honey, dried fruits, molasses and soy sauce), similar
to sherry and madeira, as well as an aroma suggestive of nuts and spices. It has
a slightly bitter taste and a long finish. Bitterness is not normally considered a
desirable traitin sake, but it is one of the characteristics of long-aged sake.

Sake s usually allowed to age in storage for about six months to a year before
shipment. With koshu, the aging process lasts at least three years, during which
time the color and flavor change due to the Maillard reaction between the sugars
and amino acids presentin the sake.

e e £ s et o e e e --OQUCTiON, genshu has a high alcohol contentin
the 179-20% range. It normally has a strong taste.
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raiucane 15 swiew o a wine oo €asks made of Japanese cedar, giving it a pleasant
cedar aroma.

Until the beginning of the 20th century, sake was normally transported in
casks. The sake retailer would transfer the sake from the cask to an earthenware
vessel for sale. These days, nearly all sake is bottled, but some Japanese-style
pubs or soba restaurants still mainly serve taruzake. Taruzake is alsc used at
opening ceremonies and celebrations in a ritual called kagami-biraki in which the
cask’s round lid {(which resembles a traditional mirror or kagami) is opened using
a wooden mallet and the sake served to all of the guests.

incre are spannny van2ties in which the sake is carbonated by trapping carbon
dioxide produced from second yeast fermentation, or by injecting carbon
dioxide. These range widely from sweet products with an alcohol content in the
6%-8% range to those with a high alcohol content and dry taste. They also vary in
appearance from clear brews to cloudy nigorizake.

Namazake Nama-chozo-shu
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4.3 Appearance

wiuaL vaneties of sake are clear. Except for nigorizake and so-called unfiltered sake,
which are intended to have a cloudy appearance, any turbidity in bottled sake
indicates that it has not been properly filtered. Although not to the same extent
as wine, sediment may form in bottled sake that has been stored for a long time.

i5, transparent sake is filtered using active charcoal to stabilize the quality
(Sec. 2.9). This treatment removes impurities and color. Sake that is not treated
with active charcoal may retain a pale yellow color.

The color of koshu, or sake that has been aged for a long time, ranges from
gold to dark amber. This color results from the reaction of the sugars and amino
acids in the sake.

Sake also discolors if it is stored at high temperature or exposed to light for
a long period. These conditions also increase undesirable aromas and bitterness,
reducing the commercial value of the product. Determining whether there has
been quality degradation requires examining the full range of color, aroma and
taste attributes.

4.4 Aroma

In wine tasting, the taster first smells the aroma directly from the glass, then
swirls the wine to allow contact with air and smells it again. A tulip-shaped wine
glass is ideal for this purpose. The sides of a kikichoko, however, are straight, as
the tasting procedure usually does not include swirling. This is probably because
retronasal aroma is more important for sake than orthonasal aroma.

The sake aroma profiles shown in Figure 4.2 are used for describing aroma
classifications to the general public, while the sake flavor wheel shown in Figure
4.3 is used by professionals. For most practical purposes, it is good enough
to use the sake aroma profiles based on the names of familiar foods. Quality
deficiencies usually show up in the aroma, therefore it is important to have a good
understanding of off-odors (Sec. 4.7).

ey e e iy e = o le and pear, oF
tropical fruits like banana, melon and lychee. It is these aromas that are referred
to as ginjo-ka. The element “ka” means aroma. The aroma comes from the
esters produced by yeast in the fermentation process and is analogous to the
secondary aroma in wine. To make sake with ginjo-ka, it is necessary to use highly
polished rice and to employ painstaking care to create the right low-temperature
conditions for fermentation. This brewing technique is known as ginjo-zukuri (Sec.

. ..., ._ ., . 1sake, may have an aroma suggestive of
clove, cdinnamon or fenugreek.
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anowner type of aroma found in seme koshu varieties is reminiscent of almond or
walnut, while some forms of namazake may have a hazelnut aroma.

L msiney i sune tae as oo oworew o Jedar casks, has a wood aroma, called
kiga, which derives from the cedar used in the cask. Some sake varieties have an
aroma evocative of green grass or roses.

Lertain types of junmai-shu have a grainy aroma similar to that of the rice from
which sake is made.

nuy nas an aroma similar to mushroom. This comes through in certain types of
namazake and young sake varieties.

o dsugars, it acquires color
and a sweet burned aroma due to the Maillard reaction during aging. This ranges
from a honey-like aroma to one resembling soy sauce, brown sugar or dried fruit
in the case of koshu varieties that are allowed to age for several years.

et g wr ey v oy oJIME varieties of sake have an aroma
similar to butter or cheese, or a vinegar-like aroma.

Cereal
Fungi
| | | |
Apple Alcohol Cedar Rice Honey Vinegar
Pear Clove Grass Koji Dry fruits Yoghurt
Banana Cinnamon Rose Fungi Brown sugar Butter
Melon Fenugreek Soy sauce Cheese
Lychee Nuts
Strawberry
Citrus
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4,5 Taste and texture (mouthfeel)

The first tastes noticed after taking sake into the mouth are sweetness and
sourness, followed a little later by bitterness and/or umami, which are most
readily sensed at the back of the tongue. Also experienced are the texture
attributes of astringency and smoothness. The finish (aftertaste) is experienced
after swallowing or expectorating the sake.

! R _ Lastes sweet or dry.
Increasing the acidity will reduce the sake’s sweet taste even if the amount of
sugar remains the same (Sec. 7.4).

e wmga e e weensy wiood affect the sake’s body. Sake with a high sugar
and acid content is regarded as rich or heavy. Amino acids and peptides also
contribute and high levels of these result in full-bodied sake. A full-bodied variety
may be referred to as having koku or goku(mi)

Two Japanese terms used to denote the level of body are tanrei and nojun.
Tanrei conveys the notion of “light” as well as “clean” and “sophisticated.” Nojun,

on the other hand, conveys the meaning of “full (rich}" along with “complex” and
“graceful.”
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umar refers to “savoriness” or “deliciousness.” A key amino acid associated
with umami is glutamic acid. Sake is richer in amino acids than wine or beer, and
contains a large amount of glutamic acid (Table 1.1). Adding glutamic acid to sake,
however, does not boost the sensation of umami. This is probably because the
umami of sake derives from a harmonious blend of numerous amino acids and
peptides.

ettt e e e« wGirable trait in many varieties of sake, but it is one of the
characteristics that give long-aged sake its complexity.

A appiupnawe iever of aging reduces any roughness or pungency to produce a
smooth, mellow sake.

eigee ey omeems - w - AlEss of whether it is sweet or dry, heavy or light, the
taste is expected to vanish quickly after it leaves the mouth. This is referred to as
kire. Unlike wine, a long finish is not regarded as a desirable characteristic of sake.

4.6 Overall quality

Balance or harmony is an important feature of sake. Sake with a well-balanced
flavor is considered superior. The brewers of ginjo-shu aim to produce a light
body, but it should not be watery. Striking the right balance between aroma and
taste is also important. The aroma may be fruity, butif the sake has a monotonous
taste or an excessively complex taste, it will not be regarded highly. To use
somewhat abstract terminclogy, the type of sake that scores best on appeal and
perceived quality is that delivering “elegance” and “resonance.”

4.7 Faults

i et terenemrig g te e ey seagen e e OF the taste of sake. A disagreeable,
unbalanced taste that cannot easily be identified as bitterness, astringency or
umami is referred to as zatsumi. Sometimes zatsumi results from the use of
inferior ingredients or poor brewing technique, but it may also be caused by poor
control during distribution. If sake is exposed to light or high temperature during
the distribution stage, the level of zatsumi will increase along with changes in
color and aroma.

cigeee s o oMy of sake. The amine acids and vitamins that are plentiful in sake
degrade when exposed to light, giving the sake an unpleasant musky smell.

auuaun w acyuininyg a carantel-like smell, sake that is stored under high
temperature or conditions favoring oxidation develops an unpleasant smell
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like rotten cabbage or gas. This is caused by sulfur compounds in the sake. It is
believed to be emitted by substances resulting from the metabolism of amino
acids containing sulfur.

e ucaes wie e Z0TKed, but sake may on rare occasions acquire a corky
smell. As with wine, this is caused by 2,4,6-trichloroanisole (TCA). Traditionally,
sake brewing involves the use of many wooden items and the buildings at many
breweries are made of wood. If chlorine-based fungicide is used in the wood,
the lignin in the wood produces 2,4,6-trichlorophenol (TCP), which is converted
to TCA through contact with mold. This may contaminate the sake during the
production or storage process.

4.8 Flavor wheel for sake

The terminology used in sensory evaluation by professionals (Fig. 4.3) involved
in sake brewing is arranged in a flavor wheel, with reference standards for each
term.

4.9 Tasting sheet

Figure 4.4 shows the sake tasting sheet used in sensory evaluation of sake, while
Figure 4.5 shows the sake tasting sheet for the National New Sake Award (see Q&A
Q23). The aim of the National New Sake Award is to promote improvements by
having brewers refer to their tasting results, and is based on a detailed evaluation
using the terms in the sake flavor wheel.
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Name: Date:
Sample No.
Appearance  Color/hue Colorless  Pale yellow Gold Amber  Dark amber
-] o _ _ .
Clarity Clear Dull
- | _ _ -
Nose Intensity Undetectable Strong
-] o _ _ .
Characteristics Undetectable Strong
Fruity banana - _ — _ -
Fruity apple ~_ _l _ — —-
Grass/green - _ — _ -
Cereal - _ — — —
Caramel - _ — — —
- o _ _ -
Palate Sweetness Dry Medium Sweet
B R i L e -
Body Watery Medium Heavy
- e B e I -
Finish/aftertaste Lingering Fair Fine
- s B M e R -
Characteristics Undetectable Strong
Acidity - _ _ — -
Umami - _ — — -
Bitterness. - _ — — -
- o _ _ e
Conclusions  Quality Poar Acceptable Good Verygood  Excellent
- | _ o -
Figure 4.4 Sake tasting sheet
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Serving sake

5.1 Storage of sake

Light and high temperature spoil the quality of sake.

The reason sake is often packaged in brown or green bottles is to avoid
the effects of ultraviolet rays. The amino acids and vitamins that are plentiful in
sake degrade on exposure to light, causing the sake to discolor and to acquire
an unpleasant aroma and bitter taste. In terms of blocking out ultraviolet rays,
the most effective are brown-colored bottles, followed by green bottles, both of
which are much more effective than transparent bottles. Green or transparent
bottles packaged in boxes or wrapped in paper should be stored in their outer
packaging.

High temperatures hasten chemical reactions between sake ingredients. The
changes caused by high temperature vary depending on the type of sake, but in
general there is deterioration in aroma and taste compared to sake that is allowed
to age at low temperature. The ideal temperature for storing sake is around 15°C,
the same as for wine cellars. Since there is almost no use of cork in sake bottles,
humidity is not an issue. Sake that is stored in a wine cellar or other cool, dark
place will largely retain the quality it had at the time of purchase for about cne
year.

Because of its delicate flavor, ginjo-shu is more susceptible to temperature
and therefore should be stored in a refrigerator rather than in a cellar. Namazake
deteriorates especially rapidly and should be refrigerated at ne more than 5°C.
Storing namazake for too long results in a pungent aroma similar to the smell
of hazelnuts or other nuts due to enzymatic oxidation. Long-term storage also
increases the sweetness, umami and heaviness, destroying the taste balance.

Once opened, a sake bottle should be sealed and stored in a refrigerator to
retard oxidation.

5.2 Matching sake with food

Following are fourimportant roles that sake can play when matching with food.
(1) Striking a balance Sake with similarities to the food enhances both,
such as rich sake for rich food.
{2) Producing new taste  Sake consumed with food can create new tastes.

(3} Bringing out taste Sake can bring out hidden flavors in the foed.
{4) Cleansing the palate  Sake can wash away food aftertastes and refresh
the palate.

Sake is less acidic than wine and has little astringent taste, so it goes well with a
wide variety of dishes. Because it abounds in amino acids and peptides, sake is
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very effective in bringing out the taste of food ingredients. When consumed with
fish dishes, in particular, sake suppresses the fishy smell, moderates the salt taste
and allows umami to spread through the mouth.

Yeast, koji-fungi and lactic acid bacilli are involved in the production of
soy sauce and misg, which are used as seasonings in Japanese cuisine. Umami
is also the dominant taste in these seasonings. This means they share flavor
characteristics with sake, which is believed to be the reason they go well together.
Yeast, lactic acid badilli and molds are also involved in the production of cheese,
which is rich in umami resulting from the breakdown of proteins. Cheese,
therefore, goes well with some sake varieties, especially aged sake.

g
N
/i.o i J -
3,

Figure 5.1 Sakazuki produced at potteriesin Japan

i
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temperatures. However, it is hard to sense the taste of sake below 5°C, so it should
not be chilled too much. Kan (warm sake) is the traditional way to drink sake. "Kan
sake” is normally heated to around 42°-45°C. If the temperature is too high, the
alcohol will become too strong, masking the delicate aroma of the sake.

Various expressions are used in Japan to describe the temperature of sake.

Hinata-kan warmed in the sunshine 30°C
Hitohada-kan heated to body temperature  35°C
Nuru-kan heated to tepid temperature  40°C
Jo-kan heated fairly warm 45°C
Atsu-kan heated hot 50°C

Such expressions reflect the fact that it is possible to enjoy different flavors by
varying the temperature of sake. "Kan" causes the alcohol and aroma ingredients
with a low boiling point to vaporize. Temperature does not have much effect on
the ability of humans to sense acidity, but sweet tastes are sensed more strongly
at a temperature that is close to body temperature. For example, with junmai-shu,
which is low in sweetness and slightly high in acidity, heating the sake improves
the flavor balance. It is also thought that the warmth is transmitted as information
from the mouth to the brain and is perceived as one kind of pleasant taste.

5.6 How to warm sake

1. Pour the sake into a small container such as a tokkuri or chirori and warm it
in hot water (Fig. 5.5). It is recommended to boil the water first, turn off the
source of heat, then allow the container to stand in the water for about two or
three minutes. There is also a utensil called a kan-tokkuri, into which hot water
is poured and a sake-filled tokkuri is inserted. The hot water on the outside of
the tokkuri heats the sake inside. Because the sake expands when heated, care
should be taken not to fill the container to the brim.

2. A microwave oven can also be used. The traditional shape of a tokkuri can
result in uneven heat distribution when using a microwave oven, but one way
to avoid this is to place the sake in a heat-resistant tumbler or mug for heating
and then transfer it to a tokkuri. Figure 5.5 Kan sake

5.7 Sake cocktails

Sake can also be used as a cocktail base.

>ake 43 mi, nme juice 15 ml
Old-fashioned glass
Add ice, lime juice and sake, in that order, and stir.

e w1y MR 174, tONIC water

8 0z-10 oz tumbler

Pour in the sake and add three or four ice cubes. Fill the glass with tonic water,
squeeze in lime juice, then drop the lime into the glass.
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sake ou mi, nme 174, ginger ale

8 0z-10 oz tumbler

Pour in the sake and add three or four ice cubes. Fill the glass with ginger ale,
squeeze in lime juice, then drop the lime into the glass.

eeem om ey 5.~ mint liqueur 9 ml, lemon juice & ml, pineapple juice

Goblet

Put the sake, green mint, lemon juice and ice together and shake. Pour this into a
gtass containing ice and fill it with pineapple juice. Garnish with lemon.

sare yiainacake, nama-chozo-shu) 45 ml, grapefruit juice and soda 45 ml
Sour-style glass
Pour the sake into the glass, add grapefruit juice and soda, then stir.

-, — Al cranberry juice and ginger ale 45 ml, sliced lemon
Champagne flute

Pour the sake into the glass, add the cranberry juice and ginger ale, stir and
garnish with lemon.

e e e 45 Ml unsweetened yogurt drink 70 ml

Sour-style glass

Pour the chilled junmai-shu into a glass, add the unsweetened yogurt drink, stir
and garnish with lemon.

5.8 Sake requiring care when serving

Nigorizake in which yeast fermentation is still occurring is even more apt to froth
up than clear sparkling sake, therefore care must be exercised when serving it.
Follow the printed directions and gently place the bottle in a refrigerator to chill
for several hours before opening. The bottle must not be shaken. After opening
the bottle, pour the sake slowly and carefully.

5.9 Serve water with sake

Water that is served with sake is called yawaragi-mizu. The word yawaragi
means “easing off.” Drinking water slows the pace of intoxication. The water also
refreshes the mouth so that the taste of the food or the next cup of sake comes
through more clearly.
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Social responsibilities, health and safety

6.1 Cautions when selling or serving

National laws and regulations regarding the serving of sake to underage persons,
pregnant women and persons driving vehicles must be observed when serving
alcoholic beverages.

6.2 Alcohol metabolism and physical constitution

Alcohol is metabolized by the liver in a two-stage reaction. First, the alcohol is
metabolized into acetaldehyde. Acetaldehyde is highly toxic and is the cause
of fadial flushing, headache and nausea. The acetaldehyde formed in the liver is
then broken down intoe harmless acetic acid. An enzyme called ALDH2 is the main
substance involved in this process.

ALDH2 activation varies by individual. People can be classified into three
groups: ALDH2-active, ALDH2-inactive, and low-ALDH2-active. Many ALDH2-
inactive and low-ALDHZ-active people become sick after consuming a slight
amount of alcohol. This is believed to result from mutation of the ALDH2 gene,
a phenomenon that only occurs among people of Asian extraction. Between 30
and 50% of Japanese, Han Chinese and Korean people are either ALDH2-inactive
or have low ALDH2 activity.

ALDH2-active people, on the other hand, are less likely to experience
unpleasant feelings after drinking alcohol. However, this can lead to heavy alcohol
consumption and the risk of developing alcohol dependence or various types of
organ damage or neuropathies.

6.3 Drinking in moderation

Whether one type of alcoholic beverage is more beneficial or detrimental to the
health than others at identical volumes of alcohol consumed is unknown. It has
been demonstrated that the so-called French paradox, referring to the benefits of
red wine in inhibiting heart disease, applies to all alcoholic beverages, not just red
wine.

Research on drinking habits and mortality risk shows that there is no
increase in mortality risk when the amount of alcohol consumed weekly is 150 g
(equivalent to around two bottles of sake or wine). However, beyond 150 g, the
risk increases in proportion to the amount of alcohol consumed. Heavy drinking
involving consumption of more than 450 g of alcohol weekly sharply increases the
risk of stroke, cancer and other diseases as well as the mortality risk.

Serving a moderate amount of sake to enjoy along with meals is the essence
of good service.
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Sake labeling

7.1 Labeling of specially designated sake

Japanese law recognizes the following designations: ginjo-shu, daiginjo-shu,
junmai-shu, jJunmai ginjo-shu, henjozo-shu {Appendix ).

Table 7.1 Specially designated sake

designation |ingredients'™ i ji-mai other features

Ginjo-shu rice, koji, up 0 60% | 15% andover ginjo zuklurl method, characteristic flavor
jozo-alcohol color clarity
— rice, koji, " ginjo-zukuri method, characteristic flavor
Daiginjo-shu Jozo-alcohol up to 50% high color clarity
Junmai-shu | rice, koji good ﬂavAor
color clarity
Junmai . . ginjo-zukuri method, characteristic flavor
p ,
ginjo-shu rice, kojl | up 0 60% color clarity
Junmai . . " ginjo-zukuri method, characteristic flavor
daiginjo-shu rice, koji up to 50% high color clarity
Tekubetsu . . |upto60%or good flavor
. ) rice, koji ] ) .
junmai-shu special pracess high color clarity
Honjozo-shu rice, Kol up to 70% good ﬂaVAor
jozo-alcohel color clarity
Tokubetsu | rice, kaji, upto60%or good flavor
honjozeo-shu | jozo-alcohol | special process high coler clarity

#1 Rice quality should be certified as Grade 3 or higher during agricultural produce inspection.

*2 Amount of jozo-alcohol (ethyl alcohol of agricultural origin) should not exceed 10% of rice weight.

*3 Label must indicate that actual seimai-buai conforms with sake regulations.

%4 Koji-mai: pelished rice used in the productien of koji.

*5 Ginjo-zukuri: usually refers to the process of using rice with a low seimai-buai (highly polished rice and
cold-temperature fermentation to create the characteristic fragrance of ginjo-shu {Sec. 8.5).

7.2 Other labeling based on brewing process

—unae e weed during the current year.

wicwureu sake that has been stored for a long time.
Period of maturation can be authenticated.
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vnanuted sake. Many genshu have a high alcohol content and strong taste
because there is no addition of water after mash filtration.

Junmai-shu or henjozo-shu
Sake that has been brewed using certain traditional methods.

Usuany, sarnc 15> pasweuneced twice before being bottled.
Namazake {nama-shu} is unpasteurized.

arna-unueussnu s sake pasteurized once at bottling after maturation.

| asrtrmanr e e - S3Ke pasteurized once before maturation.

vins e derives from the ancient Japanese book Engishiki, which records a
unique mixing process, shiori, using sake instead of water in the brewing process.
There are some sub-varieties of kijoshu, such as koshu namazake, etc.

ce wwen. . 2fers to junmai-shu brewed at only one brewery.

uuuuuuuuuuu _ake that has been kept in a cedar cask has its own special aroma.

s oo d-style way of marketing namazume-shu. It refers to sake that has
been pasteurized once and aged from the winter until the following fall before
distribution.

MMMMM 5 wwnw. The moromi {main mash) is filtered through a coarse mesh which
leaves rice solids and yeast in the sake. In the past, it was unpasteurized and
contained living yeast. These days, however, much nigorizake is pasteurized to
stabilize the quality.

7.3 Labeling related to other brewing processes

Sake rice varieties Sec. 8.1
Shubo (seed mash) method Sec.8.4
Yeast varieties Sec. 84
Arabashiri, shizuku sake, muroka Sec. 8.7
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7.4 Labeling of technical information

Some types of sake have labels referring to technical specifications other than
alcohol content.

e s e e v e o0 SpECfic gravity, or relative weight compared
to water, of the sake. The standard of measurement is governed by the Japanese
Measurement Law.

If sake at 15°C weighs the same as water at 4°C, the sake meter value is 0. Sake
that is lighter compared to water is indicated with a positive meter value, such as
+2, and sake that is heavier than water is indicated by a negative meter value, like
-3. Higher sugar content is what makes some sake heavier than water, so negative
meter values can indicate sweeter sakes, and positive meter values can indicate
drier sakes (Fig. 7. 1).

However, the alcohol content also changes the specific gravity, so the alcohol
content of the sake should also be taken into consideration. Furthermore, some
sugars, such as oligosaccharide, are not sweet, and the acid level can also mask
the sweetness. Therefore, it is difficult to identify sake as sweet or dry relying
solely on the sake meter value.

AU anes sane @ste strong, masking its sweetness. This is an important element
of the taste of sake.

U S U U s

ANUAGIU TEIET W LIS SWECU IS5 U1 U1 Y1153 U1 2ARG. 1H15LEaU Wi LIS 3aRS 1S
value, the sweetness or dryness of sake can be expressed more accurately in
terms of the relationship between its glucose content and acidity.
This is expressed as:

Amakara value = Glucose (g/100ml) — Acidity

Dry: value of less than 0.3

Medium dry: value of between 0.3 and 1.0 inclusive

Medium sweet: value between 1.1 and 1.8 inclusive

Sweet: value greater than 1.8

Figure /.1 >ake meter
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Table 7.2 Average technical values (2009)

Ginjo-shy,
including junmai | Junmai-shu | Honjozo-shu | Futsu-shu

ginjo-shu
Alcohol (%) 15.94 15.52 15.54 15.41
Sake meter value 16 4.1 5.0 38
Glucose (g/100ml) 1.85 1.64 1.78 217
Acidity 1.30 1.47 1.25 1.18
Amino acid value 1.28 1.59 141 1.31
Amakara value 0.55 017 0.53 0.99
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Factors influencing types and varieties

iiainiaiaiel 4

8.1 Rice

nuuyiny £su vaneaes of Japonica rice are grown in Japan. These include certain
varieties, known as sake rice, which are suitable for use in sake brewing. Sake rice
grains are large and have a white core (shinpaku, the white, opague section at the
center of the rice kernel formed by a matrix of starch granules pocked with voids)
as well as a low protein content. The term “large grain” denotes any rice weighing
26 g or more per 1,000 grains of rice (Fig. 8.2). To be suitable for use in sake
brewing, rice should be water absorbent, resilient when steamed and, owing to its
ample shinpaku at the core, easy to turn into koji. It should also be readily soluble
in moromi {main mash), and contain little protein, which can result in zatsumi
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(unrefined taste) if too plentiful. Sake rice has all of these characteristics. Solubility
levels and other features of sake rice differ by variety, and these differences are
reflected in the flavor characteristics of sake. The price of sake rice is on average
more than 20% higher than that of table rice.

White core
shinpaku

26.5g/1000 grains 22.3g/1000 grains

Figure 8.2 Sake rice and table rice

In Japan, each region has its own designated varieties of sake rice. Well-known
varieties include Yamadanishiki, Gohyakumangoku, Miyamanishiki, and Omachi.
More recently, new varieties have been developed, including Senbonnishiki
{Hiroshima), Koshitanrei {Niigata) and Akitasakekomachi (Akita). In 2010, 95
varieties of sake rice were grown (Appendix I). Improvements in sake rice are
made using sibling cross techniques.

Certain varfeties that are mainly grown as table rice are also used. In 2008, a
total of 180,000 tons of polished rice were used in sake brewing, of which sake rice
accounted for 44,000 tons.

) n is starch, but apart from this, the outer
layers and germ of unpolished rice contain many nutrients, such as protein, fats,
minerals, and vitamins. These nutrients are important for the proliferation of
koji-fungi and yeast, but an overabundance speeds up the fermentation process
causing imbalanced fermentation, which is detrimental to the color, aroma, and
taste of sake. For this reason, not only is the germ removed, but also the outer
layers of the unpolished rice in order reduce the levels of protein, fat, minerals,
and vitamins. This is referred to as polishing or milling, but the amount of material
removed is much greater than with polished rice for table use (Fig. 8.3).

The term seimai-buai provides an indication of how much the grain has been
polished.

To be more precise, seimai-buai refers to the weight of the polished grain
as a percentage of the weight of the original unpolished grain. For example, in
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polished rice for table use, the germ and bran, representing 8% by weight of the
unpolished rice, are removed {resufting in a seimai-buai of 929), but with rice used
in sake brewing, between 309% and 70% of the outer layer is removed {resulting in
a seimai-buai of 70%-30%). The lower the seimai-buai figure, the higher the cost
of producing the sake, but the result is well-balanced sake with a pronounced
aroma, smooth mouthfeel and good aftertaste.

Compatison with unpolished rice

Unpolished
fice

Seimai-buai (%)

Seimai-buai

v

| Ginjo

Figure 8.3 Seimai-buai and changes in components

e gt e e e e e oo Of rice harvested from fields.
In years when temperatures are low and there is insufficient sunlight at the time of
panicle and grain formation, the rice grains that form are smaller in size and more
soluble, resulting in heavier-tasting sake than normal. In years when the weather
is too hot, by contrast, the starch acquires a less soluble structure. This reduces

the amount of rice that dissolves during brewing, resulting in weaker-tasting sake.
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8.4 Yeastand shubo

reast prays a uouearn role in determining sake quality. The practice of purely
isolating and selecting yeast from the moromi of a brewery that produces good
sake has a long history. Since 19086, yeast selected in this manner has been
distributed by the Brewing Society of Japan as Kyokai-kobo (Brewing Society
yeast). Kyokai-kobo is numbered, and currently, the most widely used yeasts are
#6, #7, #9 and #10. Each produces its own aroma and taste characteristics and the
specific choice depends on the desired sake quality. More recently, brewers have
been utilizing microbial technology to produce yeasts designed to increase the
amount of esters delivering a fruity aroma.

Table 8.1 Sake yeast varieties

Number Source Characteristics

Strong fermentation, mellow flavor,

Aramasa shuzo (Akita), 1935 suitable for creating light taste

Miyasaka jozo (Nagano), 1946 Vivacious flavor, suitable for ginjo and

futsu-shu
Kumamoto-ken shuzo Vivacious flavor and characteristic
kenkyujo {(Kumamoto), 1953 | aroma of ginjo
Tohoku area, 1952 Low acidity and characteristic aroma of ginjo
Hokuriku area, 1991 Low acidity, suitable for producing ginjo
Non-foaming yeast strains
Akita, 1990 Low acidity and characteristic aroma of ginjo
Breeding, 2006 Low acidity and notably fruity aroma of ginjo
...... e s pos e —rs < divided basically into those that use lactic

acid bacilli to create the required lactic acid for the seed mash, and processes
that add brewing grade lactic acid (30% solution) directly to the seed mash. The
processes that use lactic acid bacilli are called kimoto and yamahaimoto. The best-
known process that adds lactic acid directly is called sokujomoto

In kimoto and yamahaimoto, only steamed rice, koji and water are mixed
at about 8°C. The temperature is gradually raised and the amount of lactic
acid bacilli increased. About two weeks later, once enough acid has formed,
the yeast is added. As the temperature is further raised slowly to around 22°C,
the formation of alcohol and the increased acidity of the mix kill the lactic acid
bacilli, and only the yeast proliferates. It takes a month to make shubo using this
method. The length and complexity of the yamahaimoto and kimoto process led
a brewing scientist to develop the sokujomoto process, in which lactic acid itself
is added seed mash, which eliminates the need to grow a lactic acid bacilli culture
and reduces the shubo preparation time by about two weeks. The sokujomoto
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process is now the most widely used. Sake made with the yamahaimoto and
kimoto processes tends to have more complex flavor than sake made with
sokujomoto, because these two processes involve the use of complex microbial
interactions rather than the simple addition of pure lactic acid. The resulting sake
is said to be rich in peptides. {Fig. 8.5)

127 dave 2 weeks 3-4 weeks
p— —

Figure 8.5 Shubo styles

8.5 Ginjo-zukuri

The keys to making ginjo-shu with a pronounced aroma and light taste are as
follows and as shown in Figure 8.6:

{1} Use of good-quality ingredients: Preferably sake rice. This facilitates ginjo-
koji making. The rice is readily soluble even at low temperature.

{2) Low seimai-buai: This is to reduce the amount of fat, which inhibits the
formation of fruity esters. Reducing the protein content produces a light
taste. It also suppresses yeast activity, thereby reducing the acidity.

{3) Ginjo-koji making: The tsukihaze style with low seimai-buai rice is used to
make koji with an appropriate enzyme balance.

) Low-temperature fermentation: This suppresses yeast activity, reducing
the acidity. The activity of aroma-producing enzymes is maintained,
preventing aroma loss. Because less rice is dissolved, the taste does not
become too heavy.

{5) Moderate pressing during mash filtration: Limiting the amount of pressure
used in mash filtration results in a lighter taste. A similarity can be drawn
with free-run wine.
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In addition to jozo-alcohol, items that may be added to futsu-shu are shochu,
sugars, organic acids, amino-acid salts, sake, and sakekasu. The maximum amount
of these items that can be added is less than 509% of the rice used by weight. The
label must state when jozo-alcohol or other ingredients have been used.

8.7 Mash filtration {pressing), secondary filtration

Once fermentation is finished, the moromi is squeezed to separate the sake from
the cake. The first sake released is slightly cloudy, but after this, the sake turns
clear. The slightly cloudy sake that first emerges is called arabashiri (first run). The
sake next released, without applying pressure, is called nakagumi or nakadare
and this is the best-quality sake. The sake released at the end of the process after
applying heavy pressure has a more bitter or astringent taste.

Some brewer fill sacks with moromi and suspend them to allow the sake to
drip down. This is designed to extract the sake without applying pressure. Sake
obtained in this manner is called fukurodori (sack-drip sake or shizuku sake) (Fig.
8.7). Centrifugal separation is also used at some breweries.

The term muroka means no-filtration, but at the time of pressing, a cloth filter
is used to separate the sake from the cake, so some form of filtration does in fact
occur. Each brewer has its own idea about what muroka stands for. It can refer
to sake that does not undergo secondary filtration or it can refer to sake that is
filtered without using active charcoal. Sake labeled murcka is considered to have
a richer flavor because it contains fine particles as well as the aromas and flavors
that are removed when active charcoal is used.

8.8 Pasteurization

As explained in Section 2.9, apart from sterilization, the purpose of pasteurization
is to stabilize quality by halting the action of enzymes. However, some of the
freshness of freshly brewed sake is inevitably lost due to pasteurization. In recent
years, advances in filtering technology and greater use of refrigerated storage and
transportation have led to the marketing of a growing range of unpasteurized
namazake products relying on cold storage and transportation systems.
Microfiltering is often used to remove microorganisms from namazake.

8.9 Storage period and environment

ot at or below 5°C. It is stored for six months after
production and is consumed in the spring to summer months. Prolonged storage
results in a strong, nutty aroma reminiscent of hazelnuts due to the enzymatic
oxidation. It also gives the taste a less rough or astringent quality and boosts the
sweethess, umami and body.

anzymes and kills the yeast and other
microorganisms, so the only changes that occur after pasteurization are physical
and chemical.
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Some breweries store ginjo-shu and similar varieties below 10°C, but
normally the sake is stored at room temperature. Sake brewed in the winter is
stored over the summer before shipping starts in the autumn, so it is consumed
about one year after production.

Sake kept in long-term storage undergoes color changes due to the Maillard
reaction between amino acids and sugars. There is also a decline in the fruity
aroma that derives from esters and the aroma takes on a sweet, burnt quality.
Sake aged for several years or several decades turns an amber or dark amber color
and the aroma becomes more complex, resembling that of soy sauce, dried fruits
or nuts. In some cases, it may develop a sulfury aroma similar to rotten cabbage or
gas. While the taste loses its astringency and sharpness, it becomes more complex
and bitter. Temperature and oxygen accelerate these reactions.

Figure 8.8 Changes during aging
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Kuramoto (breweries) and toji (brewmasters)

9.1 Sake brewing and seascons

The availability of cocling equipment and refrigerated storage of rice means it is
now possible to produce sake throughout the year, but still much sake production
starts after the autumn rice harvest, with the mixing of the steamed rice, water
and koji carried out during winter, when temperatures are low. Shipment of sake
also tends to occur in the period from late autumn through spring.

9.2 Kuramoto (breweries)

There are around 1,300 kuramoto brewing sake in Japan, from Hokkaido in the
north to Okinawa in the south. Many kuramoto have been producing sake for
more than 200 years, with the oldest having a history dating back 850 years. These
kuramoto have played a role in preserving the local environment by supporting
local rice production and protecting the water. They also function as cultural
leaders in their areas, sponsoring concerts, art exhibitions and other cultural
events.

You can still find many sake brewhouses with traditional architectural
features, such as earthen walls and tiled roofs. Most kuramoto welcome visitors so
we recommend you to pay a visit when you are traveling in Japan.

9.3 Toji (brewmaster)

The kuramoto is the brewery or the brewery owner, but those who actually
produce the sake are skilled brewers led by a toji, or brewmaster. Traditionally,
the kuramoto commissioned the toji to hire brewery workers to produce the sake.
Many toji and brewery workers are farmers who grow rice during the summer.
During the winter, when there is little farm work, they leave their homes and
provide their services as live-in workers at the breweries. The brewery workers
are assigned different tasks, such as washing and steaming the rice, making
koji, making shubo, and filtering the moromi. The toji oversees all of these
activities and has responsibility for controlling the sake quality and producing it
in accordance with the wishes of the kuramoto. There is a national accreditation
system for sake-brewing skills, but merely passing the examination does not
entitle one to be called a toji. The toji is required to have sufficient management
skill to oversee the brewery workers and must demonstrate an ability to produce
sake of recognized quality. There are many associations of toji and brewery
workers throughout Japan (Fig. 9.2). It is through these associations, that the skills
of sake brewing have been passed down over time.

Figure 9.1
Sake brewhouse (Fushimi, Kyoto)
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Figure 9.2 Home bases of toji

Recent years have seen a decline in the number of farmers in Japan, and because
of the unstable nature of the work, the average age of toji has been increasing
while the size of brewery worker teams has declined. As a result, many kuramoto
now produce sake relying solely on the labor of full-time employees or family
members. At one time, female toji were a rarity, because of the practice of having
workers live in, but at breweries that rely on the labor of family members, the
number of fermale toji has been increasing.

Along with studying under the toji at a kuramoto, it is usual for those
learning sake making these days to attend a three-day series of lectures put on
every year by provincial associations of toji and brewery workers and regional
sake academies. Some organizations provide longer training for younger brewery
workers. The National Research Institute of Brewing also offers a basic course and
an advanced course on sake brewing, both lasting around one month. Among
educational institutions, the Tokyo University of Agriculture has a department of
fermentation science and the same university’s junior college has a department
of brewing and fermentation, with courses on sake brewing.
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History of sake

10.1 Ancienttimes

If we think of the history of sake as the history of Japanese liquor or of rice-based
liquor, the origins go back as far as 2,500 years ago when rice growing became
prevalent in Japan.

The oldest written records about Japanese sake are found in third-century
Chinese history books. These state that the Japanese have a taste for sake and
are in the habit of gathering to drink sake when mourning the dead. There are
several stories about sake, some mythical, in the historical records compiled by
the imperial court in the eighth century. In the so-called Fudoki, which record
the history and produce of the provinces in this era, there is reference to sake
made using mold, providing insights into how sake made with rice and koji was
produced in those days.

The tenth century legal book entitled Engishiki records details of ancient
sake-making methods. At that time, sake was produced mainly at the imperial
court, either to be drunk by the emperor or for ceremonial use.

10.2 Middle ages: Establishment of sake-brewing technology

In the 12th to 15th centuries, sake came to be brewed at Shinto shrines and
Buddhist temples, and the techniques of sake brewing in use today were largely
developed during this period.

This was when brewers started using lactic acid fermentation, making
shubo (seed mash) used to grow yeast, relying on lactic acid to inhibit microbial
contamination, and then adding koji, water and steamed rice in mashing stages
to the shubo. Hitherto, brewers had used polished rice only for koji production,
otherwise using unpolished rice to make sake. During this period, however, they
started producing morohaku sake, or sake made using polished rice both for
the koji rice and the steamed rice added to the mash. The diaries of Buddhist
priests in the 15th and 16th centuries record the use of hi-ire (pasteurization] with
morohaku sake.

Along with these advances in brewing technology, innovations in
woodworking technology enabled construction of large 1,500 liter vats,
facilitating mass production of sake. This led to the full-fledged production of sake
by specialists not affiliated with temples or shrines in the 16th century (known as
the Muromachi period).

10.3 Early modern period: Heyday of kudarizake

In the 17th century, during the early Edo Period, the morohaku produced near
Osaka in Itami {(now Itami City in Hyogo Prefecture) and lkeda (now lkeda City
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in Osaka Prefecture) found its way into the three major cities of Kyoto, Osaka
and Edo {now Tokyo). It became especially popular in Edo, where it was called
kudarizake. Production of kudarizake reached 38,000 kiloliters at the beginning of
the 18th century. This is equivalent to annual per-capita consumption of 54 liters
among the citizens of Edo, including the samurai. Large amounts of sake were
packed in casks and transported by sailboat. At the beginning of the 19th century,
vessels transporting sake raced each other to see which could enter Edo port the
quickest. Reportedly, they made the journey from the Kobe area to Tokyo in just
three to four days, compared to the usual 10 to 30 days in those days.

Eighteenth century sake production involved using about the same amount
of polished rice {1.3-2.3 tons) per batch as now and the mashing process was
practically the same three-stage mashing process currently used. However, the
ratio of added water to polished rice was only around half. This suggests that
the people of that era preferred heavy, sweet sake with a high viscosity. The
records of the period also indicate that wood ash was added to the moromi to
reduce the acidity before filtering and also refer to the addition of spirits made by
distilling sakekasu, which corresponds to the current practice of adding alcohol.
The amount of spirits added was equivalent to around 10% of the weight of rice,
resulting in sake with a high alcohol content that was resistant to spoiling.

The start of the 19th century saw the center of sake production shift from
Itami, Ikeda and nearby areas to Nadagogo. (Nadagogo refers to the five areas
covered by modern-day Nishinomiya and Kobe cities in Hyogo Prefecture.} The
techniques used for making Nada sake featured the use of so-called miyamizu
{(water obtained in Nishinomiya, Hyogo Prefecture), which was discovered around
1850, waterwheel milling and the concentration of sake brewing in the colder
part of the year. Miyamizu contains large amounts of phosphates and potassium,
which promote the proliferation of koji-fungi and yeast, and strengthen moromi
fermentation. The shift from foot treadles to waterwheels for rice milling not only
increased productivity, but boosted quality by increasing the level of milling {i.e.,
lowering the seimai-buai). At the same time, the concentration of sake production
in the winter, when there is less risk of bacterial contamination, facilitated stable
production of high-quality sake. Mashing recipes came to resemble those used
in modern sake brewing and Nada flourished as the center of Japanese sake
brewing, a status it retains to this day.

10.4 Modern period

From around the middle of the 19th century, the arrival in Japan of European
scholars heralded the start of scientific research on sake. The German Oskar
Korschelt, who landed in Japan in 1868, and the Briton Robert William Atkinson
wrote reports expressing amazement at the fact that pasteurization had been
practiced by sake brewers in Japan since early times using techniques similar to
Pasteur's low-temperature pasteurization. In 1904, the national institute (now the
National Research Institute of Brewing) was established and made an important
contribution to the development of sake brewing in subsequent years. Notably,
the invention in 1909 of yamahaimoto, an improved version of the kimoto style,
and sokujomoto, which utilizes lactic acid, contributed to the stabilization and
streamlining of sake production, with the result that sokujomoto is now the
most widely used method of preducing shubo. Quality appraisal programs were
initiated with the aim of raising the level of brewing technology in 1911, the
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first national competition (now Zenkoku Shinshu Kanpyo-kai, National New Sake
Awards) was held, an institution that continues to this day.

Subsequent developments affecting brewing technology included
breakthroughs in understanding the science of fermentation, the scientific use
of microorganisms, the advent of power-driven rice-milling machines, a shift
from wooden vats to enamel tanks, and the bottling of sake for shipment. The
period during World War Il and the immediate postwar period saw bold changes
in production methods, such as the practice of adding alcohol to sake. A wave
of modernization in production processes in the 1960s and the introduction of
machinery resulted in further streamlining.

More recent trends affecting sake include the notion of “local production
for local consumption,” as regional areas take another look at the skills and assets
they have to offer, leading to the development of new varieties of sake rice and
unigque types of sake yeast used in fermentation.

1 M B W TONNRBRENR]

Figure 10.1  Sake brewing in the Edo Period (19th century)
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Whatic tha lanal Aafinitinn Af calra in lanan?

Any of the following alcoholic beverages with an alcohol content of less than 22%:

a. The filtered product of fermenting rice, koji rice and water;

b. The filtered product of fermenting rice, koji rice, water, sakekasu and other
items specified in regulations (the total weight of such other items specified
in regulations must not exceed 50% of the total weight of rice, including
rice for making koji rice. Items specified in regulations are alcohol, shochu
{Japanese traditional spirits), sugars, organic acids, amino acid salts, and
sake.

<. The filtered product of adding sakekasu to sake.

[ PSP P DEPI Y DU e g I B P gy

Japanese people prefer table rice that is relatively sticky, but that rice is not
suitable for sake production because it is hard to work with. It is possible,
therefore, to eat sake rice, but because it is not sticky, sake rice does not make
good table rice.

W &L __ W __ 0 _ . _ N __Af ____aN__ _£__ _A*_ & _ A _*__=

In the case of junmai-shu, around 2.1 liters of genshu {18% alcohol) can be
produced from 1 kg of polished rice. When diluted to 15% alcohol, the typical
levelin sake products, it comes to around around 2.5 liters.

If the seimai-buai of the polished rice is 60%, the amount that can be
produced from 1 kg of unpolished rice is 1.5 liters.

Hawr mnrh calra ran ha nendurad fenm a2 1 ha vica fald?

In the case of Yamadanishiki sake rice, roughly 4,000 kg of unpolished rice can be
obtained from 1 ha. Assuming the same conditions as in Q3, some 6,000 liters of
sake can be produced.

Roughly 6,000 kg of unpolished table rice can be obtained from 1 ha.

Ginin-chiic mada fram rica_<n whv dnac it hava a fruitv arnma?
No fruit flavorings are added to the sake.
Analysis of ginjo-shu shows that it is rich in esters similar to those that give

fruits their aroma. This aroma is created by yeast during the fermentation process.
The fermentation must take place under the conditions described in Section 8.5.
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Do weather conditions while the rice is growing affect sake

nendirtian?

The weather can affect the amount of rice harvested from fields. In years when
temperatures are low and there is insufficient sunlight at the time of panicle and
grain formation, the rice grains that form are smaller in size and more soluble,
resulting in heavier-tasting sake than normal. In years when the weather is hot, by
contrast, the starch acquires a less soluble structure. This reduces the solubility of
the rice, boosting the amount of sakekasu (fittered cake) and resulting in weaker-
tasting sake (Sec. 8.1.3).

Whara An hrowariac nhtain tho kaii_fiinni?

Sake breweries purchase a kind of seed koji, called tane-koji in Japanese, from
tane-koji companies. Such companies make tane-koji by propagating koji-fungi
spores on unpelished rice.

Are the taste and aroma of sake influenced by the type of
caard knii (fana-kniil ncad?

Yeast is responsible for producing the aroma of sake, and the variety of koji
does not play a role. Production of a large amount of enzymes by the koji is
thought to result in a heavier taste because more of the rice is dissolved into the
sake. However, rather than the specific strain of koji-fungi itself, koji making is
understood to have the most significant effect on the amount of enzymes and
enzyme balance.

Cirnrn Lall fisinei Avn smnnalde Aava thn f~FA2

Koji-fungi is related to Aspergifius flavus, a mold that produces one of the
mycotoxins known as aflatoxin, so questions have been raised about whether
koji-fungi might also produce toxins. However, studies have confirmed that the
koji-fungi used in Japan do not produce mycotoxins. Recent genetic research has
shown that koji-fungi lack the gene necessary to produce mycotoxins.

Why does sake have a higher alcohol content than wine or
haar?

The concentration of sugar at the start of fermentation is a key factor in
determining alcohol content. A high sugar concentration at the start inhibits the
production of alcohol by the yeast, and in wine and beer, the sugar concentration
is at its highest from the start. By contrast, in sake the sugar concentration is
limited at the start because saccharification of starch by koji enzymes occurs
gradually over the course of the entire alcohol fermentation process. This allows
fermentation to proceed with little suppression of yeast activity, resulting in a
higher alcohol content.
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Why do many sake products have an alcohol content in the

The alcohol content of genshu (undiluted sake) is 17%-20%, which is high for a
brewed beverage. Because the alcohol content is too high for consumption with
food, water is added to adjust the alcohol content to around 15% before shipping.
The alcohol content of ginjo-shu, however, is often adjusted to a slightly higher
17% because of its delicate flavor. Another factor is that Japan's Liquor Tax Act
previously prescribed an alcohol content of 15% as the standard for determining
the liquor tax on sake, with every additional 1% attracting a higher tax.

Ie lnwr_alrahal calra alea neadinFad?

There are sake products available with an alcohol content ranging from 14%
down to a low of around 5%. They include both sweet and acidic varieties, as well
as sparkling sake.

What additivac ara ncard in calca?

No preservatives, coloring agents, flavoring agents, fragrances or other substances
are added after production. Substances approved for use during production are
salts to promote fermentation, and lactic acids and enzymes used in shubo. Active
charcoal, persimmon tannin, silica dioxide and filtration aids may be used when
removing sediment and filtering, but they do not remain in the sake.

What is the difference between the acidity of sake and the

arirditis Af warinna?

See Sec. 74 and Table 11

I want to learn more about the composition of sake, beer
anrd wina

See Table 1.1

At opening ceremonies and celebrations in which taruzake

is served from a cask {Sec. 3.3.5), salt may be served along
wiith it Whv dnac calt nn wall with ealra?

Salt has the action of intensifying the umami produced by amino acids. For
example, the addition of a small amount of salt to broth rich in amino acids, such
as chicken soup, significantly enhances the taste. Sake is also rich in amino acids,
which is thought to be the reason it goes well with salt.
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Chooca and ealra caam ta nn wall tAanasthar Whiric that?

Cheese is rich in amino acids and peptides resulting from the breakdown of milk-
derived proteins by microorganisms. Although not exactly the same as those
involved in sake brewing, the microorganisms involved in cheese making are lactic
acid bacilli, yeast and molds, and the similarity of the aroma ingredients resulting
from fermentation and aging is thought to be the reason that cheese and sake go
well together (Sec. 5.2). Also, a great deal of salt is used in the production of most
cheese varieties, and sake goes well with salt for the reasons explained in Q16.

Drinking sake with seafood largely eliminates any fishy flavor. The main cause
of fishy flavors is aldehydes produced by the breakdown of DHA, EPA and other
unsaturated fatty acids that abound in seafood. When DHA is added to sake, there
is reportedly less formation of aldehydes compared to wine.

What ic tha aninn nntantial nf calca?

Pasteurized sake contains more alcohol than wine, so it does not spoil. The
quality of sake remains almost constant for about six months after shipping when
kept at room temperature and for about one year after shipping when kept in a
refrigerator or cellar. Longer storage results in the gradual breakdown of amino
acids due to the Maillard reaction inside the bottle, and the sake develops a color
and a caramel- or nut-like aroma. Substances with a bitter taste also increase.
This does not mean, however, that the sake cannot be drunk. If it is stored at low
temperature away from light, it may turn into amber-colored koshu (aged sake).

It is recommended to drink ginjo-shu and other types of sake with a fruity or
light flavor within one year.

How do the chemical components change when sake is
haatard?

The alcohol content declines by around 0.1%-0.3%. The amount of aldehydes
is reduced by around 10%-229% compared to before heating, and there is also a
decline in esters with a low boiling point, such as ethyl acetate, and of mercaptan
and other sulfur compounds.

What ic tha ralaria rantant nf calra?
Alcohol contains 7.1 kcal/g and sugars and proteins contain 4 kcal/g. On average,

100 g of sake consists of 12.3 g alcohol, 4 g sugars and 0.5 g protein, therefore,
based on the above figures, the calorie count is around 105 keal.
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an calra ha nicad in FranlkriinAa?

Just as wine is indispensable in French and Italian cuisine, sake is indispensable in
Japanese cuisine. In addition to stewed dishes and broths, it is used when grilling
meat or fish, or cooking rice.

What calra ramnatitinne ar chnwic ara thara?

Zenkoku Shinshu Kanpyo-kai, National New Sake Awards
The Naticnal New Sake Award is the largest show in Japan with participation
by around 900 companies. It was first held in 1911. It is now co-sponsored by the
National Research Institute of Brewing and the Japan Sake and Shochu Makers
Association. Exhibitors are limited to one ginjo-shu product per show and about
25% of products exhibited receive gold awards.

(2) U.5. National Sake Appraisal
This show has been held since 2001 in Honolulu. Four categories were
judged in 2010: Daiginjo-shu A, Daiginje-shu B, Ginjo-shu, and Junmai-shu.

(3) International Wine Challenge

Since 2007, a sake division has been included in the International Wine
Challenge (IWC) held in London. Five categories were judged in 2010: Junmai-shu,
Junmai ginjo-shu/Junmai daiginjo-shu, Honjozo-shu, Ginjo-shu/Daiginjo-shu, and
Koshu.

Whara ran nna laarn calka malkinn?

See Sec. 9.3
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Volume of specially designated sake produced and number of breweries

Number of breweries by type of sake, production volume,
average seimai-buai, average kasu-buai (2008}

Number of Production Average Average

breweries in seimai-buai kasu-buai

production polishing ratio) | (sake cake ratio)
Ginje-shu 1,026 1,691 (4.4) 50.4 359
Junmaiginjo-shu 1,123 28,041 (5.7) 51.9 3356
Junmai-shu 1,027 486,248 (10.0) 65.7 263
Honjozo-shu 994 57,094 (11.6) 65.4 27.0
Futsu-shu 1,041 337,562 (68.4) 729 20.5
Total 1,329 493,636 (100.0) 66.8 24.2

Kasu-buai means the ratio by weight of sakekasu to polished rice.
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Nafinitinn af calrar limar Tav Art Brtirla 2

"Sake” refers to any of the following alcoholic beverages with an alcohol content
of less than 22%:

a. The filtered product of fermenting rice, koji rice and water;

b. The filtered product of fermenting rice, koji rice, water, sakekasu and other
items specified in regulations {the total weight of such other items specified in
regulations must not exceed 509 of the total weight of rice, including rice for
making koji rice]);

c. The filtered product of adding sakekasu to sake.

Items specified in regulations as ingredients of sake: Article 2 of

lirmune Tav Art Enfavrcamant Nedas

Items specified in regulations as ingredients of sake are alcohol, shochu, sugars,
organic acids, amino acid salts and sake.

Labeling standards: National Tax Agency Notice “Sake brewing

rualitv lahalina ctandavdce”

1. When a sake product fulfills the brewing quality conditions shown in the right-
hand column of the table below, the container or packaging label of said sake
may identify it with the corresponding special designation shown in the left-
hand column.

Special designation Brewing quality requirements

Sake that has an inherently good flavor, color and luster and

Ginjo-shu is carefully made with polished rice having a seimai-buai of
no maore than 60%, koji rice and water or with these
ingredients together with jozo-alcohol

. Sake that has a good flavor, color and luster and is made

Junmai-shu

with polished rice, koji rice and water

Sake that has a good flavor, color and luster and is made
with polished rice with a seimai-buai of no more than 70%,
koji rice, jozo-alcohol and water

Honjozo-shu

General rules governing use of this table
(1) “Seimai-buai” means the weight of polished rice {defined as rice after
removal of the bran, germ and other outer layers from dehusked rice,
including polished rice that is used in the production of koji rice) as a
percentage of the dehusked rice.
(2) “Polished rice” refers to the polished form of dehusked rice certified as
Grade 3 or higher under the Agricultural Products Inspection Act.
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(3) “Kome-kaji (koji rice)” refers to polished rice on which koji-fungi have been
allowed to propagate and which has the ability to saccharify the starch in
polished rice. In specially designated sake, the ratio of koji-mai (hereafter
defined as the ratio by weight of koji-mai to polished rice) must be at least

{(4) "Jozo-alcohol” refers to ethyl alcohol distilled from fermented starch or
sugar-containing substances.

(5) In sake containing jozo-alcohol as an ingredient, the weight of said alcohol
(converted to 95% alcohol) must not exceed 10% of the weight of polished
rice.

(6) When determining whether sake complies with the standards for seimai-
buai, the ratio by weight of koji-mai or the ratio by weight of jozo-alcehol to
polished rice, any fraction of 1% shall be rounded down.

(7) Sake with “good flavor, color and luster” refers to sake with the intrinsic
flavor, color and luster of sake without any abnormal taste or smell.

. The label of specially designated sake, as described in the previous paragraph,
shall use only the relevant special designation and shall not include similar
words or words intended to convey the impression of superior quality, such
as gokujo (extra quality), yuryo (fine grade) or kokyu (premium). However, it is
permissible to use the terms listed below, where relevant.

(1) For ginjo-shu products made only with rice, koji rice and water, the
classification “junmai” may be used together with “ginjo-shu.”

(2) For ginjo-shu with an especially good inherent flavor, color and luster
that is made with polished rice having a seimai-buai of 50% or less, the
classification “daiginjo-shu” may be used.

(3) For junmai-shu or honjozo-shu that has an especially goed flavor, color and
luster, the classifications “tokubetsu junmai-shu” or “tokubetsu honjozo-
shu” may be used in cases where objective criteria, such as the ingredients
used or the manufacturing process, are explained on the container or
packaging of said sake (if the seimai-buai is the basis of such explanation,
the sake must have a seimai-buai of 60% or less).

(Labeling of required information)

3. The sake container or packaging shall bear a label indicating each of the

following items, where relevant.
(1) Ingredients
The ingredients used in the manufacture of the sake (except water) shall
be listed using the ingredient terminology specified in the Liquor Tax Act.
However, for the ingredients specified in the Liquor Tax Act Enforcement
QOrder, itis permissible to use generally familiar terms or broad terms.
In the case of specially designated sake, the seimai-buai shall be shown
adjacent to the ingredient label.
Ingredients: rice, koji-rice {other ingredients to be listed in descending
order of weight)
(2) Date of manufacture
One of the following methods must be used to indicate when sake was
packed and sealed in containers for sale. However, for products bearing an
age labeling (number of years of storage) in accordance with Paragraph 5,
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it is permissible to show the date on which the sake was shipped from the
place of manufacture or, in the case of sake collected from a bonded area
fexcluding sake that falls under the provisions of Article 28-3-1 of the Liquor
Tax Act, “Untaxed transactions,” on which tax has not been paid; the same
applies hereinafter), the date of importation {month and year shown on
the import permit as spedified in Article 67 of the Customs Act, “Permission
to export or import”) may be shown following the words “Date of
importation” in place of the date of manufacture if the date of manufacture
is unknown.

a Date of manufacture: Heisei 9, April

b Date of manufacture: 9.4

¢ Date of manufacture: 19974

d Date of manufacture: 97.4

{(3) Precautions relating to storage or consumption
Precautions relating to storage or consumption must be printed on the
label of sake that has been shipped from the place of manufacture without
undergoing any form of pasteurization after production.
(4) Country of origin
For sake that has been collected from a bonded area (induding sake that
is repacked and sold after collection from the bonded area), the label must
state the country of origin as indicated on the import declaration specified
in Article 67 of the Customs Act.
It is also permissible to indicate the production locality of the sake after
the name of the country of origin.
(5) Labeling of products containing sake produced overseas
If sake is produced domestically using both sake of domestic origin and
sake of overseas origin, the label must state the namel(s) of the overseas
country or countries of origin and the ratio of such sake. When stating the
ratio, it is permissible to indicate the relevant 10% range or to round down
to the nearest 109% level and identify that as the minimum.

4. The items to be labeled in accordance with the previous paragraph must be
printed clearly in a readily visible place on the sake container or packaging
using Japanese characters of a uniform size, which must be no smaller than 8
points. However, for containers of 200 milliliters or less, it is permissible to use
characters no smaller than 6 points.

(Labeling of optional items)

5. When any of the following items are shown on a sake container or packaging,
the rules applying to each item shall be observed.
(1) Variety of rice used
When the ratio of a specific variety of rice used (refers to the weight
of said variety as a percentage of the total weight of rice used in the
manufacture of the sake) exceeds 50% {or if multiple varieties of rice are
to be indicated, the combined weight of said varieties exceeds 50% of the
total weight of rice used), the variety or varieties of such rice used may be
indicated on the label. In such cases, the ratio of said variety or varieties
must also be indicated.
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(2) Production locality
The preduction locality of sake may be indicated on the label if the sake
was entirely produced in said locality (including the process of diluting with
water).
(3) Age
The age of sake {refers to the number of years of storage from the day
after the sake has been placed in a storage container until the date such
storage ends) may be stated in years, with fractions of a year rounded
down. If the sake contains a blend of sake products of different ages, the
stated age must be that of the sake product with the youngest age.
4) Genshu
The term “genshu” may be indicated on the label of sake that has not
been diluted with water after production (or the amount of any water
added alters the alcohol content by less than 19%).
(5) Namazake
The term "namazake” may be indicated on the label of sake that has not
undergone any form of pasteurization after production.
(6) Nama-chozo-shu
The term "nama-chozo-shu” may be indicated on the label of sake that
is stored without pasteurization after production, but is pasteurized at the
time of shipment from the place of manufacture.
(7) Ki-ippon
The term "ki-ippon” may be indicated on the label of junmai-shu that has
been produced entirely at a single place of manufacture.
(8) Taruzake
The term “taruzake” may be indicated on the label of sake that has been
stored in a wooden cask and has acquired a wood aroma (including sake
that has subsequently been transferred to a bottle or other container).
(9) Terms such as "gokujo,” “yuryo,” or “kokyu” intended to convey an
impression of good quality
Terms such as “gokujo” {(extra quality), “yuryo” {fine grade} or "kokyu”
{premium) intended to convey an impression of good quality may be used
on a label to indicate a product with an especially good flavor, color and
luster in cases where there are multiple products of the same type or brand,
provided the description can be justified in terms of objective criteria, such
as the ingredients used and manufacturing process.
Use of the term “tokubetsu” is limited to “tokubetsu junmai-shu” and
“tokubetsu honjozo-shu.”
(10} Statement concerning awards
A statement concerning receipt of an award may be inserted on the
label of sake stored in identical containers to sake that has received such an
award from a public body (provided the methed of assessing the quality is
disclosed and the public body performs such quality assessments annually
or at fixed intervals). The name of the body making the award and the
year in which the award was received shall be indicated along with the
statement concerning the award.
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{Prohibitions)

6. The following may not be shown on the container or packaging of sake.
However, the type of wording referred to in (3) is permissible if there is an
explanation printed adjacent to said wording in characters at least as large as
those specified in Paragraph 4 stating that the sake in question is not spedally
designated sake.

{1) Wording, such as "saika” (best), “dai-ichi” (number one), or “daifiye” (leading),
implying that the method of producing the sake or its quality is the highest
in the industry;

(2) "By appointment to such-and-such public office” or similar wording;

{(3) Wording similar to “specially designated sake” in the case of sake that is not
specially designated sake.
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Type, production process

e et W _ d_=

a) Apples
b) Rice

¢) Wheat
d) Soybeans

s mamser bissmmnntn mvn thnvn vaun Ainrivmca amlen fn Tnwmand

b) 700
c) 1300
d) 2000

What ic tha mnct wiidahs rultivatad variatu nf calkra rira in lanan?

a) Yamadanishiki

b) Sasanishiki

¢) Gohyakumangoku
d) Koshihikari

What is the seimai-buai {polishing ratio) of rice used in
ninina-chn?

a) 90% orless
b) 80% or less
c¢) 70% orless
d) 60% or less

Whatic Laii?

a) Something that1s germinated by placing rice in water
b) Something produced by steaming rice

¢) Aform of yeast

d) Something made by propagating a type of mold on rice

L1 V] NOERrRpti (PR DR RS I PArty PR Rp [ i

a) It produces alcohol

b) It breaks down the starch and protein inrice
¢) It produces ginjo-ka

d) It prevents the propagation of yeast
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Wt Fantinmne Aictivmmisick tha srmmen haicnmd Linata cédan?

a) The types of yeast used are different

b) The fermentation takes place over a short period
¢) Natural koji-fungi are used

d) Lactic acid bacilli are used

What ic tha nicnal alenhnl rontant nf caka?

b) 20%-24%
<) 13%-17%
d) 6%-10%

How does the acidity of sake compare with that of

wihita wrina?

] Higher

) Same

) About half
)

a
b
C
d} About one-fifth

What substance is more abundant in sake than in

wrhita wina?

a) Amino acias
b) Polyphenols
¢) Tartaric acid
d) Sulfur dioxide

Answers:Q1: b, Q2: ¢, Q3:a, Q4:d, Q5:d, Q6: b, Q7: d, Q8: ¢, Q9:d, Q10: a
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Serving, handling

sael . Be e . " , [ - - [ - -

a) Wabi

b) Umami
c) Sabi

d) Bitterness

a) The balance of sugars and tannins

b) The balance of sugars and amino acids
c) The balance of sugars and alcohols

d) The balance of sugars and acids

What tvna nf calra ic ninia-chn?

a) Fruity and clean

b) Full bodied with sharp acidity
c) Amber color and sweet

d) Amber color and dry

What calra winnld vnn carvia if ackkad far calra with hadw?

a) Ginjo-shu

b) Junmai-shu with a high acid content
¢) Junmai-shu with a low acid content
d) Futsu-shu

What term refers to sake that has not been pasteurized
at all?

a) Namazake
b) Namazume-shu
c¢) Nama-chozo-shu
d) Taruzake

Which of the following statements is/are incorrect when
A il ne — -~ AlLmal..?

a) Has a fruity aroma

b) Color ranges between gold and amber
c) Has a sweet, caramel-like aroma

d) Has a complex taste and an aftertaste
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WM at i nvntiivn e vafavuad +a histha snvme TR W awi?

b) 40°C
c) 50°C
d) 60°C

What tvna nf calka ic tha hact carvard chillad?

a) vaiginjo-shu
b) Junmai-shu
¢} Honjozo-shu
d) Koshu

What happens to sake exposed to high temperatures and
Lahe?

a) The color darkens and it acquires a disagreeable aroma and bitter taste
b) The color becomes lighter

¢) The sake becomes more acidic

d) The sake becomes sweeter

Hanur chnnld mamasalra ha ctnead?

) In arefrigerator at 5*C or lower

) In a wine cellar at around 13°-15°C
) At room temperature
)

a
b
<
d) Near a window where it is exposed to the light

Answers:Q1: b, Q2:d, Q3:8,Q4: b, Q5: 3, Q6:a8,Q7:¢,Q8:3,Q9:2,Q10: 2
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Sake Soars —
“Sake is growing incredibly,” says Bruce Hunter, managing
director at Shaw-Ross International Importers. The company
became the exclusive U.S. importer for No.-2 brand Gekkeikan in
January 2016. “It’'s becoming more mainstream, whereas before
it was relegated to just Japanese restaurants,” Hunter notes.
“The discerning drinker is turning to sake like they do wine.”
Gekkeikan was down 5 percent in 2016 to 463,000 cases,
according to Impact Databank, but still commands an impressive
20 percent of the overall category. Hunter expects case sales to
increase 10 to 12 percent in 2017.

Consumers have indeed becoming increasingly educated about
sake, notes Ed Lehrman, cofounder and owner of the Sausalito,
California—based wine and sake importer Vine Connections. “For
a long time, so many people thought sake was just one thing: a
hot beverage that didn’t have much expression,” he says. “That
perception is thankfully changing as more premium sakes enter
the market, but it has definitely taken a while to educate people
that premium sake should be served more like a white Burgundy
rather than hot or dropped into a beer.”

Monica Samuels, national sake sales manager for Vine
Connections, adds that consumer tastes have matured in every
area of food and beverage and that sake is benefiting from this
shift. “Thirty to 40 years ago, if you asked the average American
consumer their wine preference, they'd probably tell you white or
red,” she says. “Now people know about different varietals and
terroirs and can give you a far more detailed and specific
response to that question. This change is slowly happening for
sake as well.”

Vine Connections’ sake portfolio includes more than a dozen
brands, ranging from the Tozai Typhoon Futsu ($14 a 720-ml.)
to the Tentaka Silent Stream Junmai Daiginjo ($120). In June,
the company introduced three new brands—Taka, Kawatsuru
and Yamada Shoten—to the market. Lehrman says Vine
Connections’ sake shipments grew 17 percent in 2016, with only
one of its brands down for the year due to significant price
increases. And this growth has continued in 2017: Lehrman says
shipments increased another 22 percent in the first quarter.

marketwatchmag.com/sake-soars/
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Sake Soars —
account for less than 1 percent of total store sales, the category is
trending in a positive direction. “Since I've been with ABC, I've
seen the selection grow from just a few brands to over 20, with
many additions falling in the premium segment. Most of our
growth is in the premium 300-ml. to 375-ml. bottle sizes priced
between $10 and $12.”

Malone adds that for many consumers, education about sake is
still necessary. “While some consumers certainly know exactly
what brand they want, we still get a lot of inquiries as to whether
sake should be served warm or cold, as well as the differences
between filtered and unfiltered. For many, sake is still a bit of a
mystery, and our staff is more than happy to assist.”

"Sake is growing incredibly. It's
becoming more mainstream,
whereas before it was relegated
to just Japanese restaurants.”

BRUCE HUNTER, SHAW-R0OSS INTERNATIONAL IMPORTERS

Lehrman says that retailers like Malone are vital. “When you
have trade partners who are more educated in sake and care
more about the fine details, they're excited to show the consumer
the diversity that exists in the category,” he notes.

At Austin, Texas—based chain Twin Liquors, consumers looking
for premium sakes are willing to spend more for it, according to
wine manager Colin Groom, who says the sweet spot is $32.99.
“The vast majority of people come to buy specific brands they’ve
tried in bars and restaurants, with an understanding that there
are different quality levels, as well as styles meant to be
consumed in a specific way,” Groom adds.

In addition to retailers, more and more importers and marketers
are seeing the potential in sake. In December, Kobrand Corp.
entered the sake category with its acquisition of the Joto sake
portfolio, which includes a dozen different brands.

marketwatchmag.com/sake-soars/
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The Saketine (pictured) at Tao Uptown in
New York City mixes Ty Ku Cucumber, Ketel
One vodka and Cointreau arange liqueur.
(Photo by Justin Levy)

Accessibility Is Key

As sake’s presence grows in wine and spirits shops nationwide,
producers are focusing on offering a range of innovations to
appeal to the growing number of sake consumers.

“Our best performing sakes are the ones that have a full family of
offerings at a variety of price points,” ABC’s Malone says.
“Gekkeikan has always done very well for us, from its classic tier
($10 a 1.5-liter) to its premium Horan ($44 a 750-ml.),” he says.

He also notes that Ty Ku sake (ranging from $11.99 for 330-ml.
flavored expressions to $20.99 for a 720-ml. of its Junmai Ginjo)
does particularly well thanks to its modern packaging and
flavors. “Ty Ku’s Coconut Nigori and Cucumber sakes have both
been really well received at our tasting events.”

According to Joen Choe, vice president of marketing for Ty Ku’s
parent company Davos Brands, the sake label’s two flavor
infusions represent 50 percent of the brand’s total on-premise
sales, and the company is on the lookout for new infusions to
introduce. In the meantime, Ty Ku unveiled new packaging in
May across the brand, including slimmer bottles with
contemporary lettering and images of stacked stones.

Shaw-Ross’s Hunter notes that packaging for sake in particular is
extremely important. “We're really focusing on making sure the
packaging on the premium end of our sake is consumer-friendly
and readable so people feel comfortable with it,” he explains.
“Many of the traditional sake bottles are all in Japanese and I
think it confuses some consumers, so we try to make sure people
can understand what’s on the label—it has to be accessible.”

marketwatchmag.com/sake-soars/ 6/12
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in 2016 to 570,000 cases, according to Impact Databank, and its
top-performing Sho Chiku Bai label ranges from Classic Junmai
($6.99 a 750-ml.) to Antique Junmai Daiginjo ($50 a 720-ml.).

Sake brands that include a wide variety of opticns at a variety of price points perform best
at Orlando, Florida-based retailer ABC Fine Wine & Spirits (store's sake shelves pictured
above),

Food Focus

Samuels of Vine Connections notes that food pairing is the next
marketing frontier for sake. “In upscale grocers that feature
sushi counters like Whole Foods, Wegmans and Gelson’s, there’s
a great opportunity to cross-merchandise sake next to food
categories,” she says. “When you market sake as an ideal pairing
with certain foods, it offers a more accessible way to approach
drinking sake.”

Choe of Davos Brands notes that merchandising can be a
challenge in U.S, stores and taking sake out of the crowded wine
aisle and placing it adjacent to sushi counters is a great way to
combat this. Takara takes the same approach of promoting
sake’s natural pairing with sushi in stores as a way to compete
with larger spirits and wine categories. “There’s been a
noticeable uptick in interest in sake on the shelves of
supermarkets and grocery stores,” Geniella says. “Sho Chiku Bai
has seen great growth in these more mainstream markets.”

Though sake is still synonymous with sushi, many other styles of
Asian cuisine, from ramen to barbecue, have grown

marketwatchmag.com/sake-soars/
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Mead, a blend of water and fermented honey, has between 10% to 14% ABV.

5aké, a well-known Japanese drink made from fermented rice, has an alcohol concentration of about
16% ABV.

Gin is a spirit made from juniper berries. It can have anywhere from 35% to 55% ABV.

Brandy is a distilled wine. The concentration of alcohol in brandy ranges from 35% to 60%. For
example, cne famous brandy, Cognac, has 40% ABVY.

Whiskey is a spirit made from distilled, fermented grain. The ABV of whiskey ranges from 40% to
50%.

Rum, a distilled drink made from fermented sugarcane or molasses, has a typical alcohol
concentration of 40% ABV. Some rum is “overproof,” meaning that it has an alcohol concentration of
at least 57.5% ABV. Most overproof rum exceeds this minimum, usually reaching 75.5% ABV, which is
equivalent to 157 proof.

Tequila is another popular spirit. Its main ingredient is the Mexican agave plant, and its alcohol
concentration is usually about 40% ABV.

Vodka, a liquor usually made from fermented grains and potatoes, has a standard alcohol
concentration of 40% ABV in the United States.

Ahsinthe i< a <oirit made from a variety of leaves and herbs. There is no evidence that absinthe is a
wit it has a high concentration of alcohol. Some forms of absinthe have about 40%
Apv, wnne oaers have ABV as high as 90%.

Everclear, a grain-based spirit, is another drink with a heavy alcohol concentration. The minimum ABV
of Everclear is €0%, but Everclear can also have 75.5% and 95% ABV.

Any type of alcoholic beverage can be the source of an alcohol use diserder. Alcohol is legal and
widely available, but that doesn't mean it's safe or that alcohol Aenendence ian't a cerinnic nrnhlem, If
vt nr snmenne you know is struggling with alcoholism, pleas

3 learn more about recovery and find the treatmeii cevner wiars YL 1ur yuu.

Author — Last Edited: September 10, 2019 +

https:/iwww.alcoholrehabguide.org/alcohol/types/ 3/4
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2/27/2019 Trademark Electronic Search System (TESS)

Registration February 21, 2017
Date

Owner (REGISTRANT) Spector, Bayard William INDIVIDUAL UNITED STATES 9999 S.W. 89th Court miami
FLORIDA 33176

Disclaimer NO CLAIM IS MADE TO THE EXCLUSIVE RIGHT TO USE "SUPERIOR GOURMET
KOBEBURGERS" APART FROM THE MARK AS SHOWN

Description The color(s) black, white and gold is/are claimed as a feature of the mark. The mark consists of the

of Mark words "SUPERIOR GOURMET KOBEBURGERS" in black. Seven gold, five-point stars are arched over

the words. A gold hamburger sandwich with white dots representing a seeded bun is in the middle of
the mark. Two gold horizontal lines are above and below the term "KOBEBURGERS".

Typeof o ADEMARK
Mark

Register PRINCIPAL
LingDead LIVE
Indicator

http://tmsearch.uspto.gov/bin/showfield ?f=doc&state=4806:ag4w65.2.8 212


















2/27/2019 Trademark Electronic Search System (TESS)
Live/Dead Indicator LIVE

http://tmsearch.uspto.gov/bin/showfield?f=doc&state=4806:ag4w65.2.13 212


















2/27/2019 Trademark Electronic Search System (TESS)
(LAST LISTED OWNER) INNOVATIONS TRADEMARKS, LLC LIMITED LIABILITY COMPANY
DELAWARE 355 FOOD CENTER DR. BUILDING E-5 BRONX NEW YORK 10474

Assignment ASSIGNMENT RECORDED

Recorded

Attorney of Susan D. Pitchford
Record

Type of Mark TRADEMARK
Register SUPPLEMENTAL
Live/Dead

Indicator LIVE

http://tmsearch.uspto.gov/bin/showfield?f=doc&state=4806:ag4w65.2.18 272












2/27/2019 Trademark Electronic Search System (TESS)

Number

Registration

Date January 9, 2007

Owner (REGISTRANT) Certified Wagyu=Kobe, LLC LIMITED LIABILITY COMPANY QHIO 8288 Wright Rd.
Hillshoro OHIO 45133

Attorney of Neal O. Willmann

Record

Typeof  gepvicE MARK

Mark

Register SUPPLEMENTAL

‘{'}:ﬁ:’a"“ SECT 8 (6-YR). SECTION 8(10-YR) 20170301.
Renewal  1ST RENEWAL 20170301

Live/Dead

Indicator LIVE

http://tmsearch.uspto.gov/bin/showfield?f=doc&state=4806:ag4w65.2.25 212


















2/27/2019
Owner

Attorney of
Record

Disclaimer

Description of
Mark

Type of Mark
Register
Affidavit Text
Renewal

Live/Dead
Indicator

Distinctiveness

Limitation
Statement

(REGISTRANT) Watanabe, Inc. DBA Kobe Steaks CORPORATION GEORGIA 1300 Brookside

Trademark Electronic Search System (TESS)

Circle Roswell GEORGIA 30342

Minh N. Nguyen

NO CLAIM IS MADE TO THE EXCLUSIVE RIGHT TC USE "KOBE STEAK" APART FROM THE
MARK AS SHOWN

Color is not claimed as a feature of the mark.

SERVICE MARK

PRINCIPAL-2(F)-IN PART

SECT 15. SECT 8 (6-YR). SECTION 8{10-YR) 20150324.

18T RENEWAL 20150324

LIVE

as to "KOBE STEAKS"

http://tmsearch.uspto.gov/bin/showfield?f=doc&state=4806:ag4w65.2.31
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9/12/2018 Sake Environment - Top Ten Reasons Why Sake Should Be More Popular

bottle of wine or beer that you could screw the cap back on, put it in the fridge, and
taste it again a week |ater? You'd say "No way pal!" As sake is a pasteurized product
it keeps far longer than wine or beer once it has been opened - oxidation be
damned! Screw that cap back on and keep the enjoyment going! {Oddly, of not
oddly, at all some sakes actually do better with a little oxidation, but there is no need
ever fo decant.)

5) Sake Is Not Jose Cuervo Silver Tequila.
Remember way back when - when all there was on the market was Jose Cuervo
Silver Tequila? We didn't know better and basically thought tequila didn't taste that
great, Or we had the horrible tequila night that resulted in an even more terrible
morning? Sake now is not the same sake that was available long ago in the US, and
it is not the same sake that gave you that really rough morning. Folks who give sake
a second chance are greatly rewarded, as today's sakes are simply superb!

4} Sake s Hot,
Of all the Iibations in the booze world, none have the temperature "abilities” of sake,
None are even close. Sake can go from frozen o molten lava hot, and every sake
has its own temperature zone "sweet spot.” If you are cold then warm some sake up.
If you are hot then chill some sake down. Think you love a certain sake chilled, then
try it room temperature or lightly warmed. You may love it even more! Many think
that hot sake is inferior or bad sake, but bad sake makes for bad hot sake. There are
s0 many wonderful sakes that are good for warming, and it is so much fun finding
the warm zones that speak to you and your favorite brews,

3) Sushils Not The Gnly Food That Goes With Sake.

Sure sushi and sake are fun, but sake goes with so many cuisines that aren't sushi.
If it comes from the ocean there is no better product than sake to pair with - no way
no how! If it comes off a grill, sake is a thrill. If it is a hot soup or stew, than nothing

works better than warm sake. Veggies, meats, game. fusion, ethnic, sake works as
well if not better than your fermented grape juice. People forget to take sake to the

dinner table because they think that it only goes with sushi. Not the case. Sake is a
tremendous food-pairing partner.

2} What A Buzaz,
Yes we hear it a lot! Folks come in and tell us how wonderful sake makes them feel.
They say it is a different type of buzz, not as heavy as spirits and more buzzy than
wine or beer. The average alcohol content is 15-18%. This is far lower than spirits
and a little more aggressive than wine or beer, (Some wines are 14-15%) But people
just seem to enjoy the sake "high" more than other alcohols, Maybe the buzzis a
reflection of all of the hard work that goes into making sake, an inspirational high!
There are countless legends about drinking sake and writing beautiful poetry or
painting incredible works, Sake has a clever calmer buzz!

1} Sake Is A Cleaner Burning Fuel.
Yup! The number one best selling aspect about sake is that it is simply a cleaner
animal than other libations. For those who cannct take the preservatives in wine
{sulfites) sake is your beast, as it is pasteurized. For those who have acidic or reflux
issues, sake has 1/3 the acidity of wine. For those who are greatly affected by
histamines, sake has very low histamine levels. For those who cannot stand
carbonation, sake is not carbonated. (Some sparkling sakes are though). When you
think about sake think 80% - no, nat alcohol proof, but sake in its final form is 80%
water. Sake is just simply a cleaner burning fuel, and one other very dramatic and
important result is that you can drink a good portion and not feel it the next day. So
many customers come into the store and say "l never get sake hangovers" or “| can
drink several glasses of sake and have no problem at work the next day." Isn't that
greal? You bet itis and thal is why this fact alone is one of the best reasons to like
sake. Sake is simply more pure and more clean!

Oh and Lynette reminded me of one last reason that | omitted. In her words: "Because it is
damn aood!” NO araument here.

hitps://www.truesake.com/blogs/true-sake/9234929-sake-environment-top-ten-reasons-why-sake-should-be-more-popular
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