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Increase Profits? Japanese Craft Beer-CAN! by GregBeck
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More than a year into the Corona
Virus pandemic, over 110,000 restau-
rants have permanently closed nation-
wide. Meanwhile, the more fortunate
restaurants continue to barely scrape
by. While it feels like the end may fi-
nally be in sight, return to normalcy
could be three months away, another
year, or more!

While the end date remains highly
uncertain, one fact is undeniable: the
new normal will include permanent
changes to consumers’ drinking habits.
Many restaurant customers may want
to return to indoor dining immediate-
ly, while some will still feel more com-
fortable outdoors or taking orders
home. Looking at recent trends, one
way for restauranteurs to stay prof-
itable is to add Ji-Beer — that’s Japa-
nese craft beer — options to the menu,
more specifically, CANNED Ji-Beer.

For many years now, sales and con-
sumption of both American and Japa-
nese craft beer continue to grow in
America. More and more Japanese res-
taurants have been adding craft beer
to improve sales, whether it’s at casual
ramen shops like E.A.K. Ramen in Los
Angeles, or at upscale, high-end res-
taurants like Nobu in New York City.
Craft beers are popular and come in
many styles, offering flexibility, variety,
and the opportunity to pair with Jap-
anese dishes.
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Currently, there is still much more
opportunity for Japanese restaurants
to increase alcohol sales by adding
craft beer that is specifically from Ja-
pan. Ji-Beer is frequently brewed with
more consideration toward balance
and food pairing than American craft
beers. There is also something au-
thentically appealing and special about
ordering craft beer from Japan to go
with a Japanese meal.

American consumer interest and de-
mand for craft beer remains strong
for both domestic and the more ex-
otic varieties from all over the world.
However, due to the pandemic, sales
of these beers have shifted from res-
taurants to grocery store businesses.
The one niche in craft beer that has
been spared is Ji-Beer, since many re-
tailers are opting to carry more of
the mainstream, mass-produced lagers
due to their limited shelf space.

This means that Japanese restaurants
have a competitive advantage with of-
fering Ji-Beer. Customers ordering a
drink to go with their meal will have a
higher chance to be introduced to an
alcoholic drink that is new, craft, and
from Japan.
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The increasing popularity of Ji-Beer
back in Japan also means a growing
supply of new breweries, brands, and
flavors available in the United States.
New product lines like the “Lucky”
beers from the popular Kyoto Brew-
ery, and the Sake-yeast brewed Ginjo
7 just launched by Nova Brewing of-
fer a unique selection of new and rare
Japanese-style craft beer, sure to grab
customers’ attention.

Why Ji-beer, and not some other
item? For starters, there aren’t many
products as easy to add to the drink
menu with as much popularity and
profitable margins. As habits shift
more towards at-home consumption,
drinkers have become more conscious
of calories and prefer alcohol that
tastes lighter. In order to meet up to
these flavor preferences, Japanese res-
taurants need to offer something that
is new, cool, different from what cus-
tomers can already purchase at the re-
tailer, and also premium. Ji-beer fulfills
all these requirements by being both
familiar and one-of-a-kind.

Another trend in craft beer has been
the shift in packaging to CANS. CANS
offer superior protection and fresh-
ness. They are also lighter, safer, and

GINJO 7
When Beer
Is Made Like Sake

easier to pack and transport. CANS
also provide restaurants more free-
dom to suit the dine-in, carry out, and
delivery platforms. By simply pouring
a can of cold Ji-Beer into a glass, serv-
ers can quickly offer an in-house din-
ing customer a fresh tasting high qual-
ity craft beverage, or they can simply
add a CAN to a take-out order.

Beverage menus offer plenty of oth-
er drink options such as Sake, Shochu,
and Chu-Hji, but they come with addi-
tional challenges. How do restaurants
inform and promote the products?
Customers may have trouble commu-
nicating and may give up without in-
quiring any further.

For restaurants that need to boost
sales quickly, Ji-Beer is an obvious
choice due to consumers’ familiar-
ity to the craft beer category which
makes it more approachable. By com-
bining customers’ love for premium
quality craft beer, with the beneficial
aspects for restaurants in handling,
flexibility, and high profits, Ji-beer can
strike the perfect balance and give
everyone a reason to celebrate, just
when it’s needed most.

This is a brand new type of beer, a hybrid of rice beer
crafted using Sake yeast Kyokai #701, then ferment-
ed cold and long like a lager. It’s a fresh-malty brew
abundant with fruity esters, and a clean finish. [r—
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