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ounded in 1991, 
B.Y.O. is a Japa-
nese company 
that operates a 

variety of restaurant brands 
primarily focused on Japanese 
cuisine. President Koji Nakano 
says the company wants to 
broaden perceptions of Japa-
nese cuisine beyond popular 
dishes like sushi and udon. 
“Our company philosophy is 
to innovate Japanese cuisine 
while preserving and pass-
ing on traditional Japanese 
culture,” Nakano says. The 
company adjusts its menus 
according to the season so lo-
cal customers can enjoy sea-
sonal cuisine. It makes over 
800 menu changes each year 
across its 16 brands. These 
changes allow its customers 
to discover new favorites while 
preserving the traditions of 
Japanese cuisine, and its com-
mitment to seasonality is a key 
part of the dining experience.

The company plans to open 
new restaurants, both overseas 
and in major Japanese cities. 
Through the development of 
franchises, it wants to build a 
brand loved by many people. It 
has begun accepting franchise 
applications for “Dashi Chazuke 
+ Niku Udon En,” which current-
ly has 27 restaurants nation-
wide, mainly in Tokyo. The fran-
chise is a high-class, Japanese, 
healthy fast-food restaurant that 
serves excellent dashi chazuke, 
onigiri (rice balls) and udon noo-
dles with beef cooked in dashi 
broth. Along with its franchi-
sees, B.Y.O. hopes to spread 
the appeal of dashi throughout 
the world. The company also 
offers bottled dashi and other 
products on its website for do-
mestic delivery, so customers 
can recreate the tastes of its 
restaurants at home.

The company is in the midst 
of recruiting personnel who 
aspire to “innovate Japanese 
cuisine.” B.Y.O. actively re-
cruits people who search 
for new values in Japanese 
food and aspire to create rich 
dishes with a commitment to 
deliciousness and hospital-
ity. Through a comprehensive 
training program, recruits are 
not only from Japan but are 
multinational, and the company 
boasts employees from Viet-
nam, Nepal, Myanmar, Indo-
nesia and Taiwan. The program 
teaches cooking techniques, 
knowledge of food ingredients, 
hospitality and store manage-
ment and helps recruits gain a 
wide range of experiences and 
grow as well-balanced chefs, 
staff and managers.

The Culinary Institute of 
America (CIA) is one of the most 
prestigious culinary schools in 
the world and invited B.Y.O. 
to demonstrate a receipe for 
“Dashi Chazuke”. “The fact 
that such a renowned institu-
tion recognized the potential of 
dashi reinforces our belief in its 
global appeal,” Nakano says. 
This recognition solidified the 
company’s ambition to expand 
Dashi Chazuke En overseas.

B.Y.O. conveys the depth of 
Japanese cuisine with dishes 
beyond the globally beloved 
sushi and tempura. It is seeking 
to go beyond simply opening 
restaurants abroad and is look-
ing for international partners to 
satisfy the globe’s fascination 
of Japanese cuisine.
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B.Y.O MEANS AUTHENTIC JAPANESE CUISINE
B.Y.O operates 16 brands and 116 stores, based on its philosophy of “creating food that passes on Japanese culture.”
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“We want to challenge per-
ceptions and show people 
that Japanese cuisine is 
more diverse than they 
may realize.”

Koji Nakano 
President, B.Y.O, Co., Ltd.

https://byo.co.jp
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1.  Sushi Course (Washoku EN)
2. Well-balanced Japanese cuisine
     (Obon de gohan)
3. Dashi-Chazuke
4. Dashi broth bottle
5. Making dashi broth 
6. Cooking lecture at CIA school 
7. Traditional Japanese seats


