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Justin Prochnow (00:00):
This podcast episode reflects the opinions of the hosts and guests and not of Greenberg Traurig LLP. This episode is presented for informational purposes only and it is not intended to be construed or used as general legal advice nor a solicitation of any type.
	Hello and welcome to Legal Food Talk. I'm your host, Justin Prochnow, a shareholder in the Denver office of the international law firm Greenberg Traurig, and this is a podcast brought to you by our food, beverage and agribusiness practice to give you some insights and knowledge about the world of food, beverage and agribusiness.
	Welcome to another edition of Greenberg Traurig's Legal Food Talk. I'm your host, Justin Prochnow. I'm going somewhat solo today. Michael Goodman on assignment, which probably means he's off playing tennis somewhere. But today I'm joined by one of my other colleagues here at Greenberg Traurig. A relatively new addition compared to others here, although it's now been longer than I probably thought at one time. Please allow me to introduce you to my colleague Riley Lagesen. Welcome, Riley.
Riley Lagesen (01:25):
Yeah, thanks so much, Justin. Great to be here.
Justin Prochnow (01:27):
When did you join the firm? Now, if I can remember, was it end of January, beginning of February maybe?
Riley Lagesen (01:33):
Our team joined February 1st, and it's been just an amazing almost six months.
Justin Prochnow (01:38):
Well, great. Let's talk a little bit first. Tell us a little bit about yourself. You're up in the Pacific Northwest. I did a little looking, and we've obviously talked a bunch, but I did a little looking, and it doesn't always seem like maybe the law was your initial focus. I think you went to school for cinema at one point, is that correct?
Riley Lagesen (01:58):
Correct. Yes, I got into the restaurant industry and law somewhat, I'd say, by accident. I attended film school at the University of Southern California, where I was in the screenwriting program, and thought I was going to have a career writing scripts. And like many film school graduates, as soon as graduating, I needed to support myself, and so I got a job working at a restaurant called Baja Sharkeez in Manhattan Beach. And I thought I would be there only for a few months, but I ended up being there for almost five years, working essentially every weekend and every shift imaginable during that time, doing every job that could possibly think of in the space.
	And then after around five years, developed a fast, casual, better for you concept with some friends of mine called American Bento Company, and opened that in Manhattan Beach, and did that for a couple of years, opening some locations before deciding to sell my interest to my colleague in that business, and to go to law school to start a practice focusing on restaurants. So been doing that for the last around 20 years, and I've had a opportunity to work with a lot of great clients and people and team members around the country and the world, and excited to bring our team to Greenberg Traurig.
Justin Prochnow (03:11):
I think sometimes it's hard to get out of that cycle when you're in the restaurant business, because it's a different world than everyone else's, and you run under a different time clock because you're working till, depending on the restaurant or bar, sometimes till 12:00, 1:00 in the morning, and you're getting up later in the day. And you're just on a different time clock than everyone else. So sometimes I think it's hard to break out of that cycle and get into the same routine that a lot of other people are in.
Riley Lagesen (03:39):
Yes, especially when you're working late every night and getting up early. But it's a demanding business, but a lot of fun. And I think I learned more in the restaurant business and time I was there than I ever learned in school about business, about life, and about things that are really important with respect to client service, and treating people at well, and being a great teammate. All of that translates very well into any profession, but especially in the practice of law.
Justin Prochnow (04:06):
Well, we were obviously really excited to have you come over, maybe no one more so than me. Obviously, working in the food beverage, agribusiness sectors, to work on a lot of different projects together. Maybe you could tell the listeners here a little bit more about your group specifically. I know you are the restaurant group, but what specifically do you guys do to help out restaurants and other companies in the food industry?
Riley Lagesen (04:37):
Yeah, it's a great question, Justin, and there's a lot of firms out there that say they have industry-focused practices. It's become, I think, a valuable marketing tool for law firms over the last couple of decades especially, but our group is, I think, differentiated by the level of immersion into the industry and into the contacts and relationships we have with key people in key organizations that really matter, and have been doing this for a very long time. And it's not something that you do part-time. Personally, it's full-time, all I've done for the last 20 or so years in the legal space is an intensive focus on the restaurant industry on a local, regional, national, and global scale as much as possible.
	And so our team provides services across a number of different important areas for restaurateurs. When I was a client of law firms as a restaurateur, it gave me the idea that wouldn't it be amazing if there was a law firm that really had experienced, substantive specialists in the areas that matter most to restaurant clients? Because we worked with a lot of good firms, but rarely did we find a firm where somebody really understood the actual needs of restaurateurs because they were doing it vicariously. They had not actually been in the business, and to have people with experience in the space providing services could be really valuable.
	And the areas of largest importance for most of our clients are on the corporate side. Finance, transactional, general business, M&A, but employment, real estate, intellectual property, immigration, privacy, data security, labor related issues, union issues, financial regulatory issues. These are all very important to restaurant industry clients. And restaurants, as many as there are, and from small to large, they're some of the most heavily regulated business in the country, and they're also businesses that all have very important and diverse legal needs. So the legal needs are varied and diverse, and sometimes complicated, and all restaurants can benefit from having great legal counsel. And if having a practice in a team that covers these important areas with great experience and great interest and dedication to the space makes us very efficient and hopefully a tremendous value add to our clients.
Justin Prochnow (07:06):
But it seems like there are probably a lot of firms out there who have restaurant clients but aren't necessarily restaurant lawyers. You can have clients in a lot of different industries, and probably provide some services to them, but it doesn't necessarily mean that you really know that industry, as opposed to someone like you in your group, who you're working with them all the time. I would expect in some ways that you operate like a general counsel to some of these restaurants.
Riley Lagesen (07:43):
Yeah. I do play an outside general counsel role to a number of different clients, and compliment the services of in-house counsel with a number of clients, as does our team. I think the choice that I made and other attorneys have done and analogous practices is to really make a full commitment to practicing and dedicating to a certain industry and certain substantive areas in that industry a long time ago. And it's a big risk. And, initially, when you're putting all your eggs in one basket.
	But it has been said, if you're going to do that, you want to have a big basket, and the restaurant industry is a large basket. It's one of the largest industries in the country, one of the most significant employers and important employers in the country, and the motivating force has always been it's one of the most important industries for jobs, for opportunity, for people from all different countries, all different walks of life. There's a place in the restaurant industry for everyone.
	And it's really exciting to help entrepreneurs grow their businesses and help them find opportunities for people to achieve their dreams, whatever they might be. And so to be really hopefully good at what you do in anything, you have to decide, are you going to dedicate yourself 100%? And anything short of that, it's not possible to be the best at what you do, no matter what it is. And so there's certainly space for generalism in the legal industry and others, but if you really want to be as valuable as you can to your clients and to your teammates, having a very intense focus will usually yield the best results.
Justin Prochnow (09:22):
Well, I think that's probably why we get along so well and have a lot of similar interests is for that same reason, that we both focused on a particular industry and meeting those clients' needs.
	I want to talk a little bit, much like a lot of the conversation over the last two years, about the world during COVID and now, to some extent, post-COVID. Although, we're not exactly post-COVID yet, but past the initial quarantines. Obviously, maybe no industry, maybe other than the movie industry, was affected as much as the restaurant industry during COVID. And for some, it was a boon. If you were a pizza delivery company, as we know, there's not too many things that were more of a benefit to the pizza delivery industry than a pandemic outbreak where most restaurants are closed, and you have to order food to-go, you're pretty well set up if you're pizza delivery.
	And so it really was somewhat dependent upon what type of restaurant and facilities you had, how nimble you were to change to the to-go format. But, obviously, it was a huge burden for the industry. Maybe you could talk a little bit about how some of your clients and how you and your team helped service some of your clients during the last two years.
Riley Lagesen (10:53):
Yeah, well, COVID, I think, has been a mind bender for everybody for a whole lot of reasons. And restaurants, as you noted, were immediately impacted-
	... restaurants, as you noted, were immediately impacted. I remember being in Seattle in March, on actually March 7th of 2020, and I found myself the only person in the entire restaurant at the hotel because there had been some COVID cases in Seattle and nobody was going out and it was very eerie.
Justin Prochnow (11:20):
Right. Seattle was ground zero in some -
Riley Lagesen (11:23):
[bookmark: _Hlk110327325][bookmark: _Hlk110327369]Yeah, it was a very eerie feeling. And then came back into town a few days later and things got progressively worse that week. And by the end of the week, there were announcements that businesses be shutting down, restaurants in particular. And at that point I reached out to the client, Guy Fieri, and said, "This is going to be catastrophic, not only for restaurants, but for restaurant employees because everybody's being laid off or furloughed." And he said, "We have to do something." And he's always been a very significant supporter of restaurant employees and very philanthropic. And within a couple of days we had put together the National Restaurant Employee Relief Fund, and working with the National Restaurant Association, Educational Foundation, and a number of different partners, within a couple weeks we'd raised almost $20 million to provide grants to restaurant employees, direct grants with absolutely no administrative cost, all the money going directly to employees.
	And then in May, held the Nacho Average Showdown with our good friends Guy Fieri and his son, and Bill Murray and his son Homer, and Carla Hall and Terry Crews and Shaquille O'Neal participating and raised another several million dollars for employees. And our goal was to raise over a hundred million. We fell well short of that, but we still managed to provide over 40,000 grants to employees, which we really thought were going to be the lifeline we needed. And the next thing you know, the government is providing so much money to people who are out of work. I think the good thing about the Restaurant Employee Relief Fund, there were a lot of folks, by status, immigration status and so forth, that received money from the Restaurant Employee Relief Fund that may not have otherwise through the government grants, but it was really interesting to see how many people, and can't blame them, sit on the sidelines and take the government money and not work.
	And we thought that would subside after time, but surprisingly enough, the industry still has not recovered from an employment standpoint. They're still running well low of the jobs that they had pre-pandemic, despite countless efforts to bring employees back into the restaurant space. So there's a lot of restaurants out there that are still in great need of great new team members. Wages have risen across the board throughout the industry nationally, benefits have increased across the board nationally, and there's a number of restaurant concepts that are far stronger now than they were going into the pandemic. And there's some certainly that are struggling. We also worked on the Restaurant Relief grant legislation that was enacted by Congress in 2021, in which around $29 billion was sent out to restaurants who could apply based upon their professed need for additional support and get grants that were pretty sizeable.
	So there was $29 million deployed. We worked on both the House and Senate versions of that legislation. And we were certainly happy for those clients that received and others that received grants. The legislation, in our opinion, was imperfect and somewhat irresponsible in the way that it was constructed and managed, but those that received money from the program felt happy that they did. Unfortunately, there were a lot of deserving folks left out that did not receive grants, but overall the industry is fairly strong. And the things today that are impacting folks more than anyone is not so much COVID at the moment, but inflation and the rising cost of doing business in addition to the labor crunch and few other things going on the legislative and just with the general economy are making it more difficult, more expensive to operate successfully, but by and large, a lot of the COVID issues have generally subsided around the country at the moment.
Justin Prochnow (15:35):
And supply chain, of course, is another huge issue for restaurants, both with what happened in Ukraine. I mean, a huge ... I know my experience has been with a lot of the finished packaged good companies, a shortage of sunflower oil that was often sourced from the Ukraine and other areas around Russia. A lot of companies are having to substitute it with safflower oil or soybean oil. And I would imagine it's the same in the restaurant industry, that there are some key ingredients ... I mean, you still go to the grocery store sometimes ... I know it seems like for a while hummus has been on really short supply. So I assume there's some sort of garbanzo bean, chickpea issue, because I haven't seen Sabra hummus in the store in quite some time.
Riley Lagesen (16:28):
Yeah. Well, I laugh because maybe that signals that Americans are eating healthier, but by the CDC data, that's the opposite case.
Justin Prochnow (16:35):
Right.
Riley Lagesen (16:36):
I think there are serious supply chain issues out there and the other pressures that we've been talking about, it seems ... what I love about restauranteers in the industry is this resiliency and the can do attitude, that no matter what is thrown at these great entrepreneurs and employees, they come up and keep working and keep going. And the industry has been hit by so much over the last several years. It's almost hard to imagine, if you were talking three years ago, you could not script what this industry has been through, but groups are still optimistic. And I think those that have made it through are more confident and better situated for the future than they otherwise have been. So lots of challenges going on. This is always the case in the restaurant industry. It's never been easy before COVID. There are certainly a lot of problems and issues, especially in the west coast cities and in New York City, the operating costs and environments were very challenging. A lot of people forget that, but it's an industry -
Justin Prochnow (17:43):
Well it seems like -
Riley Lagesen (17:44):
- that's not for the timid. It's for those -
Justin Prochnow (17:45):
And maybe it just goes without saying, but I'd be curious to know -
Riley Lagesen (17:49):
[crosstalk 00:17:49] - types that love working.
Justin Prochnow (17:49):
- your experience from the restaurants you worked with. I mean, really being able to adapt and change on the fly was what helped a lot of companies stay afloat and be successful, both in COVID and other things, changing from strictly sit down to having a to go menu, switching to being able to order online instead of only ... I know for a lot of restaurants, the last thing they want to do is have orders picked up because it's not the same as if you're getting it there, but I would imagine to stay in business, those were the types of things they had to really think about doing.
Riley Lagesen (18:40):
Oh yeah, just tremendous creativity and adaptation. As you mentioned, to go orders and take out, delivery, some of the more significant areas of focus for brands, including brands that had never done that before. Lots of casual dining brands initiated takeout programs and delivery with third party, sometimes self delivery. Also, we noticed the proliferation of a lot of virtual brands, so many restaurant groups formed new brands or started new brands that they would operate within their own stores. So there's lots of examples of that around the country, where groups would supplement their existing offerings with new concepts under their own roof. And then the third party virtual concepts, such as Mr. Beast burger and some of the others that have been created by some of the groups out there have really made a wave of sorts across the industry.
	And there's been a whole bunch of other groups that have evolved, a lot of different platforms in which to sell, companies that are vessel based or truck based or vending machine based. I mean, some of the most sophisticated technology in terms of robotic backed concepts, whether it's burgers or pizza or salads or coffee, I mean, there's been a lot of innovation that's been accelerated as a result of COVID. So it's been really interesting to see how groups have adapted and innovated throughout the last couple years. I think it really just accelerated what was going to happen by a couple of years, based upon the need and demand to change.
Justin Prochnow (20:27):
I know there's a 12 year old sitting at my house who would love a Mr. Beast burger, because all I hear about is Mr. Beast and how he bought every -
Riley Lagesen (20:38):
It will not be hard for you to find, because we have a great client in your neighborhood who is a Mr. Beast partner who's selling them through their restaurants. So you could support a couple of folks at once. And really interesting to see how the virtual space ... I mean there's a number of different relationships within each virtual brand, especially when you're dealing with third parties. The level of collaboration and the contractual relationships behind these, it's pretty fascinating how much complexity there is between getting the Mr. Beast delivered to your family and to your 12 year old to kind of everything else in the chain that's making it happen.
Justin Prochnow (21:20):
Sure.
Riley Lagesen (21:20):
So it's really a dynamic space.
Justin Prochnow (21:23):
Well, I get the, "Dad, you got to see this. He bought every item in the dollar store," or, " He bought every car on the parking lot and gave them away to people." So we'll have to look into that. I think the other area that certainly I worked with some restaurants on was also converting to some consumer packaged goods on items from the restaurant as well. I know we talked about I do a fair amount of work for Milk Bar, who, of course during COVID, along with the Momofuku restaurants, were shut down, but -
	Fuku restaurants were shut down, but Milk Bar had started selling their cookies and crumb cake and then ice cream as consumer goods that you can now buy in Whole Foods and Target and other places. And that provided another avenue of revenue while the main brick and mortar locations were shut down. So in the same way that you're talking about some of these virtual things moving to some consumer package goods was another way that restaurants could kind of get another area of revenue.
Riley Lagesen (22:40):
Yeah. You're right. And there's been a lot of our clients that have been in the CPG space for some time, whether self-producing or working with license manufacturing and distribution partners, it's definitely an area that's, I think, of greater interest for a lot of groups. COVID, I think, accelerated that interest and an exciting platform for brands to diversify their sales platforms.
Justin Prochnow (23:09):
You and I are similar in another way in that we like to get out and do a lot of stuff in the industry, whether it's conferences and giving presentations or doing things like webinars and podcasts and things. And you've got some really interesting things, I know that you were involved in, was it a restaurant school or a academy, something of that nature?
Riley Lagesen (23:37):
Yeah. I started doing my own conferences back when I was an associate attorney because I go to a lot of the restaurant conferences, while I enjoyed them, I found myself a little bored by the content. And a lot of it was so sponsor driven that it wasn't really as objective as it could be. So after a few years of doing some events with focus on round table interaction with key leaders and others I thought wouldn't be kind of fun to do an event based upon kind of a high school theme. Growing up in the 80s, there was a movie called Fast Times at Ridgemont High. I said, why don't I do fast times at Restaurant High and so that started out of a series of Restaurant High conferences.
[bookmark: _Hlk110327278]	So for the first one, I called up Judge Reinhold who played Brad in the movie from All-American Burger, he was our first honorary principle. And so he came out. It was a really fun addition to the program. And we had about 60 different topics that are led by leaders that really know what they're doing, everything from finance to employment, real estate and IP, and it really caught on and then did Game Time at Restaurant High in San Francisco with Guy Fieri and Joe Montana as our special honorary principal. Then did one in Los Angeles the following year, was a music theme one. So Mark McGrath from Sugar Ray and Guy came again, and then we had our big after part of the Elon Musk and his brother Kimbal at the Edison.
	And then we actually took over a real high school in Hollywood, Hollywood High and transformed it the world epicenter of restaurant job and food and beverage opportunity for students in 2015. Probably the most complex event that we've done taking over a public school with thousands of kids. But Terry Crews, the actor, was our honorary principal supported by a cast of all stars at a food fair with around 40 different brands. And then the sentiments in the US were a little testy after 2016, as you might imagine, election, people feeling kind of a little political hangover. And so did the United Taste of America in Washington DC and had multiple venues and thought, we'd try to bring some fun in comedy into that. And we were fortunate to have Bill Murray be our honorary vice president of the United Taste with his son, Homer, a restaurateur in Brooklyn as our president of the United Taste. So we had a terrific time raising awareness. We did a food and job fair with teens from schools around Washington, DC, with Congress and different brands from all over the country, including as far away from Hawaii, we flew in Ahi Tuna from MaryAnns to do their fish tacos. Several thousand miles to you to get the real tuna there and do their Ahi tacos.
	We like to do things a little bit different. And I think one of the things about the Restaurant High events and the other things that we do is it's authentic. We look to provide value to clients, as much or more than we can. It's a very personal endeavor that we have to provide great service every single day, no matter what we do and we want to fulfill that promise. And, and when our clients work with us, we want them to know that they have a group that really has their back, that is out there working as hard as they can to be the best advisors that they can anywhere and that's what keeps us going every single day and part and parcel with the team here at GT.
Justin Prochnow (27:17):
Nothing like fresh Ahi tuna cut. I remember in particular industry event, SupplySide West in Las Vegas. And I have a client applied food sciences, that usually has a big party on one of the nights there at one of the restaurants in Mandalay Bay. And one of the times they had like a full huge tuna with the sushi chef just cutting it right off the fish there for you. There's just something about them cutting it right there in front of you that makes it even sweeter.
Riley Lagesen (27:52):
I know that the the waterways around Washington DC, they probably have great Ahi tuna swimming around there. But when you want to have that, you need to get it from the source. It was well worth it. That was one of the biggest line item expenses of our event and more than worth it.
Justin Prochnow (28:08):
It really seems like the restaurant industry is one that does rally around itself. Again, I listened to a number of podcasts. I listened to Dave Chang's podcast a lot, he was pretty vocal about supporting restaurants during COVID and wanting to make sure that the small restaurant didn't get killed because of it. And I know that with Guy Fieri and Terry Crews, there seems like some people that just really are very active and that you go to and can kind of call on time and time again for some of these industry wide type of initiatives that they always seem to be game for being a part of.
Riley Lagesen (28:54):
Yeah. I think, the way I work and we work with the industry and our clients and people who care about it is, comes from a place of authenticity. We're not trying to sell anybody anything. This is an industry that we care about for all the right reasons. And for me personally, it's an industry that has given me more than I ever could have expected and the same goes for a lot of people, millions of people out there that really are in the industry today or have been in the industry and came out the better for their experience. So our job is to help protect those businesses and keep the pathway for opportunity open. And there's a lot of personalities out there that really feel strongly about good food, good jobs, and opportunity. We have a country that's as unhealthy as it ever has been both physical and mental health. Food, in our opinion, is the best medicine. It's often been stated way back to the ancient times that food is the medicine and that you have to be a healthy mind and healthy body to be at your best. And the food we've been eating for a very long time and how we've been marketed the food is not leading to that result. So there's a lot of people that are really motivated to do it in a way that's authentic, sincere, and commercially palatable and successful. Mixing commerce with fresh, healthful and delicious food it's a tricky balance to obtain, but there's a lot of great groups out there doing it. And that's what gets us really excited to work with folks that are making a better path through great food and great jobs.
Justin Prochnow (30:39):
I know one of the things that attracted you to Greenberg was just we've got a lot of people in a lot of different areas and experts in a lot of different areas, whether it's Ed Chansky in Las Vegas, who's probably the leader in the country on sweepstakes and promotions and anything having to do with, I think, he calls it contest games, giveaways. I mean, he's the expert on that. And we got Jonathan Bing in New York, who's great on alcohol licensing. There's a lot of different people that you can pull from to help out your clients in the industry.
Riley Lagesen (31:22):
Yeah. As an industry focused practice and with restaurants being, as I said earlier in the call, one of the most complex in terms of legal needs that are varied and diverse in which a lot of operators don't have access to quality council, that's the goal. Is to have a team that can provide informed, experienced, and efficient counsel to be a value add in clients in every area where they might need it. If we don't have it to have people outside of our firm, that we can refer to that can provide it.
	And so joining Greenberg Traurig, being one of the largest law firms in the country with established practice groups in areas that matter most, in the geographic areas where most of our clients are or want to be it's the perfect fit for our group to join. So we've already worked with close to 150 or more teammates at GT since arriving and we only expect that number to increase substantially. Prior Firm that was around the number we'd work with every year, and hopefully involve 3 400 or more timekeepers and team members at GT on a go forward basis. So, it's a practice that really needs support from a lot of different practice areas and people, geographically and GT is the ideal place, in our opinion, to have this practice.
Justin Prochnow (32:44):
Working mostly with companies in the restaurant industry, do you just go out to eat then every night? [inaudible 00:32:53] Do you ever make food yourself?
Riley Lagesen (32:56):
Yeah. I'm pretty much a vegan, I say I haven't had dairy for over, I think, 40-
	Say I haven't had dairy for over, I think 40 some years, I'm dating myself here, but yeah. And so my diet is very limited. So not as exciting. It's heavy Mediterranean. So when you mention hummus, I mean, and Mediterranean food, personal favorite, and there's some really great concepts we work with in that space that's really exciting and the clients we represent, most of them all have really exciting vegetarian or vegan or non meat options. I'm not opposed to meat as I was a mediator for a very long time. It took me almost 12 years from working with a client named Veggie Grill. Started in Los Angeles in 2008. I started working with when they introduced me to a book called the China Study, which I read.
	And then after about a dozen years, everything finally sunk in and made the decision. So I've been meat free for over a couple years now. So a long way of saying, I don't have the dining kind of experiences that you might expect for practice, but I enjoy going to restaurants more than anything, and really enjoy the business of restaurants and the entrepreneurialism, and really love working with restaurant leaders and restaurant teams. And nothing's more exciting than that. And being able to enjoy the restaurants is obviously a huge thrill and perks of being in the business, but it's everything about it that gets it exciting for me and our team.
Justin Prochnow (34:44):
I have news for you. You had already dated yourself by mentioning Fast Times at Ridgemont High, which is certainly in my wheelhouse also. But that clearly puts you in the growing up in the '80s category. So one of my personal favorites as well. Before we sign off here, any upcoming trends or things that you see that are new and exciting in the restaurant industry? I mean, you touched on it a little bit. The plant based alternatives is only going to continue to grow both in, again, in the finished package goods and in the restaurant industry. You have everything from Jack fruit that looks and has the same texture as barbacoa to cauliflower pizza. We have a client that has shrimp... Substance that looks just like shrimp, but made out of algae.
	And we went to a food conference in April, in New York that was a New York-Israeli Food Bridge Conference and there were 12 startup companies from Israel that all were based on cellular grown meat and other types of plant based products. So, clearly that's one area of focus, but anything else on the horizon that we can look forward to?
Riley Lagesen (36:18):
Yeah, there's a lot to look forward to, a lot to be aware of. We're at a critical time, I think for the industry for how it's going to move forward, business- wise and how it's going to impact consumers and others that are connected to the industry. Say there's a lot of dynamic new companies that are creating new products and so forth, and a never ending array of interesting options that are available to consumers. I think the big question that we have to ask is a country that has not been asked or talked enough is really on good food access, which has been part of conversation here and there.
[bookmark: _Hlk111025473]	But as costs increase and the cost increases are spurred, not just by things like inflation and what have you, but wages have gone up dramatically. Occupancy costs are still very high. Product costs are obviously extremely high. It lends to prices that are obviously higher and the gap between those who can afford good food and those who cannot has grown wider and it's continued to grow even wider. And what that means in terms of our population and human health is not a good conclusion. What that means is that more people are going to be eating things that are not making them well, that are making them more susceptible to preventable illnesses and setting on a pattern that's really hard to reverse or get out of absent significant intervention and treatment and accessibility to the food that is better for them. And this is a trend that's been continuing for a very long time. We're seeing things go in very opposite directions. We're seeing political movements that are pushing unionization in restaurants.
	The intent behind those that are behind these initiatives personally, I do not feel they are rooted in the best interests of business or the employees or consumers. And the result is going to be a lot more business closures, a lot higher prices and more accessibility problems. So that's the lens in which kind of looking at things from our end on a macro perspective and hoping that on the policy side, we can get the interest of some folks to really get behind this. And that's what we're working on in some of our initiatives. So I would say stay tuned for that. We're building a coalition of folks that believe in the stuff that we just talked about and hopefully make a significant impact in a short period of time, because there's no better time than the present. And it's been far too long that we've been going as a country in this direction.
Justin Prochnow (39:05):
Well, thanks so much for joining us today. It's always good to catch up with you and to give our listeners a little more insight into now, not so new five plus months here, but a little insight into one of the other tangential areas here of our food beverage and agribusiness group and we appreciate you stopping by.
Riley Lagesen (39:29):
Well, thank you so much, Jess. I really appreciate the kind invitation and the great work that you and your team does and love work with all of you and we're excited to be here at GT, obviously. So thank you again.
Justin Prochnow (39:41):
Well, thanks everyone for listening. If you enjoyed it, please weigh in on your various app or platform where you listen, and we hope that you tune in next time. Thank you.



	Episode 17_ Legal Food Talk Draft 1 (Completed  08/01/22)
Transcript by Rev.com
	Page 1 of 2



