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ith the global pandemic

stretching into its third year,

with record high inflation af-
fecting consumer spending, and indus-
try-wide staffing shortages, running
a Japanese restaurant could not be
more difficult. Fortunately, there are
several key factors restaurants can
benefit from and the economic rules
for success remain the same: Bring in
more customers and increase sales.

While it may sound surprising, one ad-
vantage in attracting customers is Ja-
pan’s lengthy closure to foreign tour-
ism. Those unable to visit the country
are looking for alternatives. More and
more, people are streaming Japanese
programs, increasing their appetite for
Japanese experiences. Coupled with
inflation and shipping delays reducing
consumer shopping habits, people are
choosing to spend less on shopping
and more on services - especially on
dining out. This means wouldbe tour-
ists are instead looking to experience
Japan by enjoying Japanese food.

In order to capitalize on this trend,
there are many strategies to increase
sales per customer: offering premi-
um tea, increasing courses by adding
appetizers and desserts, but what if
they’re already being offered? One
simple, effective strategy is adding Ji-
Beer — that’s Japanese craft beer — op-
tions to the menu, especially in cans.
Most customers are already familiar
with American craft beer, but offer-

ing a distinctly Japanese beer that is
premium, easy to drink, and meant to
pair with Japanese food can impress
and entice them to spend more, while
improving their experience.

Some Japanese restaurants’ drink
menus include several Japanese large-
scale manufacturers, but why? Most
customers who like these national
brand beers will order one, and the
other if their favorite is not available.
In other words, increasing the selec-
tion of these beers will not improve
sales significantly. Some restaurants
may experiment by adding American
craft beer listed at higher prices, but
the big, bold flavors often clash with
Japanese cuisine. Japan brewed Ji-Beer,
however, is brewed with more consid-
eration toward balance and meant to
pair harmoniously with food. There is
also something appealing and special
about ordering craft beer from Japan
to accompany a Japanese meal.

What is Weizen?

Simply put, Weizen means wheat beer
in German. By German brewing tra-
dition, at least 50% of the grist (the
mixture of malts pre-mash) consists of
malted wheat, sometimes reaching as
high as 70%. Most often the remainder
consists of lighter Pilsner malt. The
heavy carbonation and long-lasting
frothy crown of foam make Weizen a
very enjoyable drink especially during
warm summer days. Suits many Japa-
nese dishes.
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Weizen Flavor & Aroma

Weizen styles were popular way be-
fore lagers and pale ales. They car-
ry soft maltiness with bread & grain
characters. Hop flavor & bitterness
are minimal or absent. Light-medium
body shows prominent phenol and
fruity ester components. Sometimes

may have notes of tart citrus, vanilla,

and bubblegum.
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So how best to capitalize

on Ji-beer?

“Tori-aezu Weizen”!

Japanese customers are already used
to the term, “Tori-aezu Beer”. It’s the
idea of spending time together, spark-
ing joy by quickly ordering something
easy to drink instead of staring in si-
lence at a menu.

Americans who are not familiar will
enjoy learning and participating in this
Japanese custom. One way to improve
on this custom from Japan is by of-
fering a light, delicious, Japanese craft
beer version. But which one?

Both Japanese and American custom-
ers alike share a strong interest and
demand for craft beer. Styles like Wei-
zen, or similar styles with names like
“Hefewiezen, Weiss, Wit, and White
Ale” all share a similarly fruity taste
that pairs uniquely well with Japanese
food. Because of the added wheat in
the beer, Weizen-styles have added
body and a hazy, light flavor which
appeals to many drinkers, including
those who do not enjoy the bitter fla-
vors of a lager or an IPA.

These Japanese Weizen are an ex-
cellent starting point for a meal, and
there are several available now in
bottles and cans. HYAKUMANGOKU
WEIZEN comes in bottles from
Kanazawa with classic notes of banana
and clove. KYOTO WHITE YUZU ALE
and LUCKY CAT WHITE ALE combine

classic Belgian flavors with Japanese
Yuzu and other distinct flavors. ECHI-
GO WEIZEN from Niigata features a
playful, polar bear label that matches
its soft, round mouthfeel and crisp,
dry finish, and perhaps best of all, it
comes in a can!

Cans offer superior protection and
freshness. They are lighter, safer, and
easier to pack and transport. Cans also
provide more freedom to restaurants
serving a mix of dine-in, carry out, or
delivery orders. By simply pouring a
cold can of Ji-Beer into a glass, servers
can quickly offer a fresh tasting, high
quality craft beverage with the same
refinement of any other drink served
in glassware.

There are other options such as Sake,
Shochu, and Chu-Hi, but these come
with additional challenges in ordering
and advertising. Customers and staff
may have trouble understanding these
products, and may give up without in-
quiring any further. For a restaurant
looking to boost sales quickly with a
premium item that is both new and
easy to understand, Ji-Beer is the ob-
vious choice. By suggesting “Tori-ae-
zu Weizen?” businesses can provide
a new twist on a simple and popular
idea, and capitalize both on custom-
ers' love of Japan and premium craft
beer - with the added option of con-
venience, flexibility, and freshness of a
Ji-beer can.

Ji-Beer Pairing to Elevate Washoku Dining

HYAKUMANGOKU WEIZEN
Kanazawa
330mL ABV:5.0%

aromas of banana and clove,
tropical flavors

KYOTO WHITE
YUZU ALE

Kyoto 330mL ABV:5.0%

brewed with Yuzu juice
and coriander
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LUCKY CAT WHITE ALE

Kyoto ABV:5.0%
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330mL Bottle / 350mL Can

delicate flavors of Yuzu and Sansho,

and Yamadanishiki rice
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ECHIGO BEER WEIZEN

Niigata
350mL Can ABV:5.0%

slightly hazy liquid with a delicate

fruity and refreshing flavor
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