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Test Utilization: Supplies Shortages Continue to 
Bedevil COVID-19 Testing Efforts
What was true at the beginning of the public health emergency 
remains true today: laboratories simply cannot obtain the supplies 
they need to deliver desperately needed COVID-19 molecular 
testing in a timely manner. And a new survey from the College 
of American Pathologists (CAP) points to a new problem: staff 
burnout. Here are the grim details.

High Test Numbers Belie Gaps in Supply vs. Demand 
This is not about politics but the June 30 press briefing by assistant 
secretary of health Admiral Dr. Brett Giroir showing that 550,000 
to 600,000 tests are being conducted each day, as compared to 
only a few thousand per day in March, do not do justice to the true 

Reimbursement: Payors Gradually Increasing 
Coverage of Liquid Biopsies but Obstacles Remain 
Gaining the acceptance of insurers and payors for new tests and 
testing technology is a perennial challenge for laboratories and test 
developers. This has been especially true with liquid biopsy cancer 
testing, for which positive coverage determinations have been few 
and typically restricted to particular types of cancer. However, a 
new study suggests that payor attitudes have changed significantly 
in recent years. Here is a look at the progress that has been made 
and the obstacles that laboratories and test makers must still be 
overcome to maximize coverage of liquid biopsy cancer testing. 

The Diagnostic Challenge
Blood-based circulating tumor DNA (ctDNA) sequencing tests, 
often referred to as “liquid biopsy tests,” are used to select targeted 
cancer therapy and monitor nonresponding or progressive tumors. 
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Compliance Alert: Be Sure You Can Document 
Medical Necessity of COVID-19 ‘Add-On 
Tests’
Memo to Lab Compliance Managers: Brace yourself for 
what may become the next big federal false billing crackdown 
against labs, specifically labs performing COVID-19 tests. 
The OIG has let it be known that it suspects that labs may be 
taking advantage of the unprecedented demand for COVID-19 
testing to bill Medicare for high reimbursing and medically 
unnecessary add-on tests. As a result, one of the new items 
listed in the agency’s June work plan is an investigation of 
recent test billings to confirm whether its suspicions are 
warranted. 

What the OIG Is Worried About 
The objective of COVID-19 testing is to determine whether an 
individual has the virus. However, as the OIG points out in the 

Compliance Perspectives: How to Create and 
Implement a Mandatory Face Mask Policy at 
Your Lab Facilities  
What began as a CDC guideline is evolving into a legal duty 
with more than 20 states and countless municipalities across 
the country adopting laws requiring individuals to wear masks 
or face coverings in enclosed indoor public spaces, including 
medical testing labs. As a result, labs must adopt and enforce 
mandatory mask policies at their facilities. While mask 
requirements vary slightly by jurisdiction, here are the 10 
basic elements they should include. Go to the G2 website for a 
Model Policy that you can adapt.

Defining Our Terms
This analysis is about non-medical face masks that people at 
medium at low risk levels are required to wear, as opposed 
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Market Trends: COVID-19 Fuels Massive & 
Sustainable Growth in Molecular Diagnostics
While it may be decimating demand for most lab tests, 
COVID-19 is driving incredible growth in molecular testing. 
The global market for molecular diagnostics will top $13 
billion in 2020, about $5 billion more than last year. That’s 
the eye-popping but not surprising finding of a new report 
from medical market research firm Kalorama Information.  

Report Methodology
Kalorama’s data reflect sales estimates and forecasts based 
on country- and state-reported test volumes, pricing data 
and revenues of IVD manufacturers. The worldwide totals 

Diagnostics Deals: 3M and MIT Team Up to 
Create Rapid, Scalable SARS-CoV-2 Antigen 
Test 
Unlike reverse transcription-polymerase chain reaction (PCR) 
and blood-based serology antibody assays, antigen tests are 
relatively inexpensive to produce and generate results rapidly 
at the point of care. This combination of scalability and speed 
makes antigen testing a potential solution to the urgent need 
for high throughput SARS-CoV-2 testing. The problem is that 
development of antigen tests currently lags behind PCR and 
serology tests. But now a pair of powerhouses, one from the 
corporate and the other from the academic world, are setting 
out to close the gap and bring SARS-CoV-2 tests to market on 
a massive scale. 

The 3M-MIT Collaboration
On July 14, 3M and the Massachusetts Institute of Technology 
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Beyond COVID-19: The 6 Hottest Lab Compliance 
Stories Almost Nobody Is Paying Attention To
If not burnout, you may be suffering from a case of COVID-19 
fatigue right now. And you’re not alone. The monster virus 
has seemingly consumed everything in its path over the past 
six months, including the world’s attention. While completely 
understandable, the current fixation on COVID-19 belies the fact 
that there are other important developments taking place that may 
directly affect your lab. So, as we move into the second half of 2020, 
let’s step back and recognize the year’s biggest non-COVID-19 
stories in lab compliance that have flown under the radar due to the 
pandemic. 

1. The Continuing Crackdown on Urine Drug Testing 
Before the pandemic, the opioid crisis was the primary driver of 
health care fraud and abuse enforcement activity. COVID-19 has 
done little to alleviate either the opioid problem or level of pressure 

Compliance Alert: OIG Targets COVID-19 Test 
Labs for Potential Add-on Testing Abuses 
Are labs taking advantage of the unprecedented demand for 
COVID-19 testing to bill Medicare for high reimbursing and 
medically unnecessary add-on tests? That’s what the OIG suspects 
and it plans to conduct an investigation to confirm its suspicions. 

The Potential for COVID-19 Add-on Testing Abuse
The objective of COVID-19 testing is to determine whether an 
individual has the virus. However, as the OIG points out in its 
latest work plan addition, labs can also perform add-on tests, e.g., 
to confirm or rule a diagnosis other than COVID-19. In the new 
work plan item expresses, the agency says it has “program integrity 
concerns” related to add-on tests in conjunction with COVID-19, © 2020 Plain Language Media. 
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Licensed retail sales jumped 3.3% in 2019 to 
reach $180.7 billion worldwide, according to 
TLL’s Annual Licensing Business Survey. 

This last year marks the fastest rate of global 
growth since TLL began tracking these sales in 
2011, with an average year-over-year growth rate 
of 2.1% from the years 2011–2018.  

Of the five major property types TLL tracks 
worldwide, corporate trademarks/brands saw 
the largest year-over-year growth in licensed 
retail sales in both dollar value and percent-
age change. Sales were up 4.3% in 2019, or $1.6 
billion, to reach $39.0 billion in sales globally. 
Licensed sales within the U.S. and Canada were 
up 4.2%, with international sales up a whopping 
4.8% compared to the previous year. The property 
type boasts a 21.7% share of all global licensed 
retail sales, second only to fashion. 

Fashion brand-based global licensed sales 
were up 2.8%, or $1.2 billion, to reach $43.3 bil-
lion. Growth within the U.S. and Canada was 
somewhat slower than outside the territory, 
with licensed sales up 2.4% and 3.4%, respective-
ly. The property type has either matched or sur-
passed the average global growth rate every year 
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Licensed Ecommerce Sales 
Jump 3.5%, Outpacing B&M 
Channel Growth in 2019

Licensed retail sales in the U.S. and Canada 
were up 3.2% in 2019, with ecommerce sales 
outpacing the industry average at 3.5% growth 
and sales through brick and mortar channels up 
3.0% per TLL’s Annual Licensing Business Survey. 
Of the total $114.0 billion in licensed retail sales 
estimated in the territory, sales attributable to 
brick and mortar channels totaled $98.4 billion 
and those through ecommerce $14.2 billion. 

Retailer bankruptcies continued through-
out 2019 as consumers continued to gravitate 
towards the convenience of ecommerce and, to a 
lesser extent, TV shopping. Licensed retail sales 
through ecommerce channels made up 12.5% 
share of all sales in the U.S. and Canada in 2019, 
up 0.1 percentage points from the previous year. 

Brick and mortar sales, on the other hand, 
dropped 0.1 percentage points to reach 86.3% 
share. Sales through other channels, such as TV 
shopping and mail order, did not decline from 
the 1.2% share of licensed sales held every year 
since 2017. 

Notably, pop-up formats (considered under 
“other” sales) are expected to grow in share of 

since TLL began tracking this data in 2011, and 
is one of the only types to grow in share over the 
last eight years. In 2019 the property type made 
of 31.0% share of global licensed sales.

One of the only other property types to grow 
in share since 2011 is entertainment/character, 
which saw a 2.7% jump in licensed retail sales 
to reach $31.8 billion. Sales growth for enter-
tainment/character-based brands has actually 
slowed dramatically over the last two years, with 
flat -0.1% growth in 2018 compared to an average 
year-over-year growth rate of 4.8% from the years 
2014–2017. Most of this past year’s recovery in 
sales from 2018 has come from the U.S. and Can-
ada (up 3.7%) rather than internationally (2.0%). 

Corporate Trademarks/Brands Propel 3.3% 
Increase in Global Licensed Retail Sales in 2019

Retail Sales of Licensed Merchandise, 
Worldwide, 2011–2019
Figures in Billions USD

SOURCE: The Licensing LeTTer
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EMPLOYMENT LAW UPDATE
Here’s new guidance on COVID-19 
and FLSA
By Mike O’Brien
For managers in charge of HR, the so-called lazy days of summer have 
been anything but lazy, as they strive to adapt to the COVID era and 
stay up to date on seemingly constant new government guidances. The 
Department of Labor has provided more information for employers 
regarding pandemic-related wage and hour issues. Specifically, the 
agency answered questions about hazard pay, FLSA’s overtime and 
minimum wage exemptions, and what time is compensable with 
respect to pandemic-related telework arrangements:

 k DOL notes that hazard pay is not required under FLSA, but may be 
required under state or local laws, collective bargaining agreements, 
or company policies.

COVID-19
How to create and implement a 
mandatory face mask policy at your 
law office
What began as a CDC guideline is evolving into a legal duty with 
more than 20 states and countless municipalities across the country 
adopting laws requiring individuals to wear masks or face coverings 
in enclosed indoor public spaces. As a result, law offices must adopt 
and enforce mandatory mask policies at their facilities. While mask 
requirements vary slightly by jurisdiction, here are the 10 basic 
elements they should include. 

Defining our terms

This analysis is about non-medical face masks that people at medium 
at low risk levels are required to wear, as opposed to N95 particulate 
respirators and more elaborate respiratory equipment, eye and face 
shields other personal protection equipment (PPE) required for health 
workers and others with a higher risk of infection. 
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REIMBURSEMENT
Your office will be paid for counselling 
patients to self-isolate at time of 
COVID-19 testing
CMS and the Centers for Disease Control and Prevention (CDC) have 
announced that payment is available to physicians and health care 
providers to counsel patients at the time of COVID-19 testing about 
the importance of self-isolation after they are tested and prior to the 
onset of symptoms. 
The transmission of COVID-19 occurs from both symptomatic, 
pre-symptomatic, and asymptomatic individuals. Education on 
self-isolation is important as the spread of the virus can be reduced 
significantly by having patients isolated earlier while waiting for 
test results or symptom onset. The CDC models show that when 
individuals who are tested for the virus are separated from others and 
placed in quarantine there can be up to an 86 percent reduction in the 

COMPLIANCE
How to create and implement a mandatory 
face mask policy at your medical office  
What began as a CDC guideline is evolving into a legal duty with 
more than 20 states and countless municipalities across the country 
adopting laws requiring individuals to wear masks or face coverings in 
enclosed indoor public spaces, including medical offices. As a result, 
medical offices must adopt and enforce mandatory mask policies at 
their facilities. While mask requirements vary slightly by jurisdiction, 
here are the 10 basic elements they should include. See the Medical 
Office Manager Model Policy on Page 11 that you can adapt.

Defining our terms

This analysis is about non-medical face masks that people at medium 
at low risk levels are required to wear, as opposed to N95 particulate 
respirators and more elaborate respiratory equipment, eye and face 
shields other personal protection equipment (PPE) required for 
personnel at high risk of infection.   
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Test Utilization: Supplies Shortages Continue to 
Bedevil COVID-19 Testing Efforts
What was true at the beginning of the public health emergency 
remains true today: laboratories simply cannot obtain the supplies 
they need to deliver desperately needed COVID-19 molecular 
testing in a timely manner. And a new survey from the College 
of American Pathologists (CAP) points to a new problem: staff 
burnout. Here are the grim details.

High Test Numbers Belie Gaps in Supply vs. Demand 
This is not about politics but the June 30 press briefing by assistant 
secretary of health Admiral Dr. Brett Giroir showing that 550,000 
to 600,000 tests are being conducted each day, as compared to 
only a few thousand per day in March, do not do justice to the true 

Reimbursement: Payors Gradually Increasing 
Coverage of Liquid Biopsies but Obstacles Remain 
Gaining the acceptance of insurers and payors for new tests and 
testing technology is a perennial challenge for laboratories and test 
developers. This has been especially true with liquid biopsy cancer 
testing, for which positive coverage determinations have been few 
and typically restricted to particular types of cancer. However, a 
new study suggests that payor attitudes have changed significantly 
in recent years. Here is a look at the progress that has been made 
and the obstacles that laboratories and test makers must still be 
overcome to maximize coverage of liquid biopsy cancer testing. 

The Diagnostic Challenge
Blood-based circulating tumor DNA (ctDNA) sequencing tests, 
often referred to as “liquid biopsy tests,” are used to select targeted 
cancer therapy and monitor nonresponding or progressive tumors. 
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Compliance Alert: Be Sure You Can Document 
Medical Necessity of COVID-19 ‘Add-On 
Tests’
Memo to Lab Compliance Managers: Brace yourself for 
what may become the next big federal false billing crackdown 
against labs, specifically labs performing COVID-19 tests. 
The OIG has let it be known that it suspects that labs may be 
taking advantage of the unprecedented demand for COVID-19 
testing to bill Medicare for high reimbursing and medically 
unnecessary add-on tests. As a result, one of the new items 
listed in the agency’s June work plan is an investigation of 
recent test billings to confirm whether its suspicions are 
warranted. 

What the OIG Is Worried About 
The objective of COVID-19 testing is to determine whether an 
individual has the virus. However, as the OIG points out in the 

Compliance Perspectives: How to Create and 
Implement a Mandatory Face Mask Policy at 
Your Lab Facilities  
What began as a CDC guideline is evolving into a legal duty 
with more than 20 states and countless municipalities across 
the country adopting laws requiring individuals to wear masks 
or face coverings in enclosed indoor public spaces, including 
medical testing labs. As a result, labs must adopt and enforce 
mandatory mask policies at their facilities. While mask 
requirements vary slightly by jurisdiction, here are the 10 
basic elements they should include. Go to the G2 website for a 
Model Policy that you can adapt.

Defining Our Terms
This analysis is about non-medical face masks that people at 
medium at low risk levels are required to wear, as opposed 
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Market Trends: COVID-19 Fuels Massive & 
Sustainable Growth in Molecular Diagnostics
While it may be decimating demand for most lab tests, 
COVID-19 is driving incredible growth in molecular testing. 
The global market for molecular diagnostics will top $13 
billion in 2020, about $5 billion more than last year. That’s 
the eye-popping but not surprising finding of a new report 
from medical market research firm Kalorama Information.  

Report Methodology
Kalorama’s data reflect sales estimates and forecasts based 
on country- and state-reported test volumes, pricing data 
and revenues of IVD manufacturers. The worldwide totals 

Diagnostics Deals: 3M and MIT Team Up to 
Create Rapid, Scalable SARS-CoV-2 Antigen 
Test 
Unlike reverse transcription-polymerase chain reaction (PCR) 
and blood-based serology antibody assays, antigen tests are 
relatively inexpensive to produce and generate results rapidly 
at the point of care. This combination of scalability and speed 
makes antigen testing a potential solution to the urgent need 
for high throughput SARS-CoV-2 testing. The problem is that 
development of antigen tests currently lags behind PCR and 
serology tests. But now a pair of powerhouses, one from the 
corporate and the other from the academic world, are setting 
out to close the gap and bring SARS-CoV-2 tests to market on 
a massive scale. 

The 3M-MIT Collaboration
On July 14, 3M and the Massachusetts Institute of Technology 
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Beyond COVID-19: The 6 Hottest Lab Compliance 
Stories Almost Nobody Is Paying Attention To
If not burnout, you may be suffering from a case of COVID-19 
fatigue right now. And you’re not alone. The monster virus 
has seemingly consumed everything in its path over the past 
six months, including the world’s attention. While completely 
understandable, the current fixation on COVID-19 belies the fact 
that there are other important developments taking place that may 
directly affect your lab. So, as we move into the second half of 2020, 
let’s step back and recognize the year’s biggest non-COVID-19 
stories in lab compliance that have flown under the radar due to the 
pandemic. 

1. The Continuing Crackdown on Urine Drug Testing 
Before the pandemic, the opioid crisis was the primary driver of 
health care fraud and abuse enforcement activity. COVID-19 has 
done little to alleviate either the opioid problem or level of pressure 

Compliance Alert: OIG Targets COVID-19 Test 
Labs for Potential Add-on Testing Abuses 
Are labs taking advantage of the unprecedented demand for 
COVID-19 testing to bill Medicare for high reimbursing and 
medically unnecessary add-on tests? That’s what the OIG suspects 
and it plans to conduct an investigation to confirm its suspicions. 

The Potential for COVID-19 Add-on Testing Abuse
The objective of COVID-19 testing is to determine whether an 
individual has the virus. However, as the OIG points out in its 
latest work plan addition, labs can also perform add-on tests, e.g., 
to confirm or rule a diagnosis other than COVID-19. In the new 
work plan item expresses, the agency says it has “program integrity 
concerns” related to add-on tests in conjunction with COVID-19, 
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 Medical Director
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 Chair
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Serving the information needs of the diagnostic laboratory industry for 
four decades, our unique focus on market analysis, legal compliance, 
legislative landscape, and the latest developments in diagnostic 
technology, provides senior clinical and lab executives with the actionable 
insights they need.

Titles include:
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Licensed retail sales jumped 3.3% in 2019 to 
reach $180.7 billion worldwide, according to 
TLL’s Annual Licensing Business Survey. 

This last year marks the fastest rate of global 
growth since TLL began tracking these sales in 
2011, with an average year-over-year growth rate 
of 2.1% from the years 2011–2018.  

Of the five major property types TLL tracks 
worldwide, corporate trademarks/brands saw 
the largest year-over-year growth in licensed 
retail sales in both dollar value and percent-
age change. Sales were up 4.3% in 2019, or $1.6 
billion, to reach $39.0 billion in sales globally. 
Licensed sales within the U.S. and Canada were 
up 4.2%, with international sales up a whopping 
4.8% compared to the previous year. The property 
type boasts a 21.7% share of all global licensed 
retail sales, second only to fashion. 

Fashion brand-based global licensed sales 
were up 2.8%, or $1.2 billion, to reach $43.3 bil-
lion. Growth within the U.S. and Canada was 
somewhat slower than outside the territory, 
with licensed sales up 2.4% and 3.4%, respective-
ly. The property type has either matched or sur-
passed the average global growth rate every year 
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Licensed Ecommerce Sales 
Jump 3.5%, Outpacing B&M 
Channel Growth in 2019

Licensed retail sales in the U.S. and Canada 
were up 3.2% in 2019, with ecommerce sales 
outpacing the industry average at 3.5% growth 
and sales through brick and mortar channels up 
3.0% per TLL’s Annual Licensing Business Survey. 
Of the total $114.0 billion in licensed retail sales 
estimated in the territory, sales attributable to 
brick and mortar channels totaled $98.4 billion 
and those through ecommerce $14.2 billion. 

Retailer bankruptcies continued through-
out 2019 as consumers continued to gravitate 
towards the convenience of ecommerce and, to a 
lesser extent, TV shopping. Licensed retail sales 
through ecommerce channels made up 12.5% 
share of all sales in the U.S. and Canada in 2019, 
up 0.1 percentage points from the previous year. 

Brick and mortar sales, on the other hand, 
dropped 0.1 percentage points to reach 86.3% 
share. Sales through other channels, such as TV 
shopping and mail order, did not decline from 
the 1.2% share of licensed sales held every year 
since 2017. 

Notably, pop-up formats (considered under 
“other” sales) are expected to grow in share of 

since TLL began tracking this data in 2011, and 
is one of the only types to grow in share over the 
last eight years. In 2019 the property type made 
of 31.0% share of global licensed sales.

One of the only other property types to grow 
in share since 2011 is entertainment/character, 
which saw a 2.7% jump in licensed retail sales 
to reach $31.8 billion. Sales growth for enter-
tainment/character-based brands has actually 
slowed dramatically over the last two years, with 
flat -0.1% growth in 2018 compared to an average 
year-over-year growth rate of 4.8% from the years 
2014–2017. Most of this past year’s recovery in 
sales from 2018 has come from the U.S. and Can-
ada (up 3.7%) rather than internationally (2.0%). 

Corporate Trademarks/Brands Propel 3.3% 
Increase in Global Licensed Retail Sales in 2019

Retail Sales of Licensed Merchandise, 
Worldwide, 2011–2019
Figures in Billions USD

SOURCE: The Licensing LeTTer

Continued on page 5

Continued on page 2 

Audience Reach:  The Licensing Letter
Media Kit2020

email Andrea for more info                                                                                                                                                                                                        ||  55

© 2020 Plain Language Media. 
All rights reserved. No part 
of this newsletter may be 
reproduced without express 
written consent of PLM.

The definitive 
source for data, 
analysis, news, 

and contacts 
since 1977.

april.may.june 
 2020

Supplement to Vol XLIV, Nos. 4,5,6 & 
  Contacts  
    Connections

Inside  
this Issue

Licensing Executives 
Predict Stagnating 
Salary, Bonus, and  
Soft Compensation 
Over Next Year ........... 2
Contacts &  
Connections (cont.)
 C ......................... 4
 D ......................... 4
 E ......................... 4
 F ......................... 4
 G ......................... 5
 H ......................... 5
 I .......................... 5
 J ......................... 5
 K ......................... 5
 L ......................... 5
 M ........................ 5
 N ......................... 6
 O ......................... 6
 P ......................... 6
 R ......................... 6
 S ......................... 7
 T ......................... 7
 U ......................... 7
 V ......................... 8
 W ........................ 8
 Z ......................... 8

60out Escape Rooms, Ilya 
Vradiy, EVP, 323-214-8796, 
hollywood@60out.com, Apr. P. 4.

A
Acamar Films [Intl.], Natalie 
Harvey, Director Licensing & 
Merchandising, 44 20 3675 7450, 
natalie@acamarfilms.com, Apr. P. 6.

Accessory Innovations, Karyn 
Weiss, SVP Business Development 
& Licensing, 212-292-1238, kweiss@
accessory-innovations.com, Apr. P. 8.

Agatha Christie Ltd. [Intl.], Julia 
Wilde, Director Business Development, 
44 203 793 6560, licensing@
agathachristie.com, Apr. P. 6.

All Elite Wrestling (AEW), 
Dana Massie, Chief Marketing & 
Merchandising Officer, hello@
allelitewrestling.com, Apr. P. 6.

American Classics, David Brown, 
President, 256-737-9995, david@
americanclassics.biz, Apr. P. 4.

Asembl div. Merchantwise [Intl.], 
Justin Watson, MD, 61 3 9520 1000, 
justin@asembl-brands.com, Apr. P. 6.

Aurora World, Dee Dee Valencia, 
Director Product Management 
Development, 562-205-1292, 
deedee@auroragift.com, Apr. P. 7.

Authentic Brands Group (ABG), 
Nick Woodhouse, President & Chief 
Marketing Officer, 212-760-2410, 
nwoodhouse@abg-nyc.com, May P. 6.

B
B.M. Fashion Ltd. t/a Fashion 
U.K. [Intl.], Laura Kelly, Licensing 
Manager, 44 116 276 2929, licensing@
fashions-uk.com, May P. 6.

BABI International [Intl.], Brett 
Aaron, CEO & MD, 866 2 2391 8666, 
brett@babicorp.com, May P. 6.

BBC Studios (form. BBC Worldwide) 
[Intl.], Julie Kekwick, Senior Licensing 
Manager, 44 20 8433 2000, julie.
kekwick@bbc.com, Apr. P. 6.

Licensing contacts & connections is a quarterly look at the most active licen-
sors, agents, manufacturers, consultants, retailers, and service providers.

We’ve included 202 individual contacts in the pages that follow. These licens-
ing executives were featured in the TLL April, May, and June 2020 issues. Most 
were identified as significant because of their role in a licensing agreement 
announced in the Deal Sheet, but others were featured as part our regular 
reporting in news articles. Others still appeared in TLL’s Who’s News feature, 
which tracks job changes across the industry. Each listing includes the issue 
and page number where the contact appeared.

We do our best to ensure that every licensing point of contact is up-to-date at 
the time of printing. That said, if something doesn’t look quite right, let us know. 
We’ll update you as well as TLL’s Licensing Sourcebook Online to make sure you 
have the information right where you need it.

 President
 Owner
 Sr. Director Licensing

 Director
 Director International 

Licensing

 SVP, VP
 VP, Licensing
 Managing Director

Serving the information needs of the dynamic licensing industry for three 
decades, our unique focus on new deals, licensing contacts, market data and 
licensing news provides, licensors, licensees, agents, consultants and service 
providers with the contacts and insights they need in order to thrive. 

Representative Titles: (70%+ are VP to C-Level Licensing Executives)
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www.lawofficemgr.com

Spotlight Series
Take a deep dive into these important topics

 Dealing with Difficult People
 Employee Morale
 Improving Collections
 Productivity Hacks
 Your Employee Handbook

FREE to Premium Members!
Check it out online

www.LawOfficeMgr.com
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LAW OFFICE MANAGER™

THE NEWSLETTER FOR LEGAL OFFICE ADMINISTRATORS

(continues on page 2)

Learn More, Earn More, Be a Better Administrator

(continues on page 10)

EMPLOYMENT LAW UPDATE
Here’s new guidance on COVID-19 
and FLSA
By Mike O’Brien
For managers in charge of HR, the so-called lazy days of summer have 
been anything but lazy, as they strive to adapt to the COVID era and 
stay up to date on seemingly constant new government guidances. The 
Department of Labor has provided more information for employers 
regarding pandemic-related wage and hour issues. Specifically, the 
agency answered questions about hazard pay, FLSA’s overtime and 
minimum wage exemptions, and what time is compensable with 
respect to pandemic-related telework arrangements:

 k DOL notes that hazard pay is not required under FLSA, but may be 
required under state or local laws, collective bargaining agreements, 
or company policies.

COVID-19
How to create and implement a 
mandatory face mask policy at your 
law office
What began as a CDC guideline is evolving into a legal duty with 
more than 20 states and countless municipalities across the country 
adopting laws requiring individuals to wear masks or face coverings 
in enclosed indoor public spaces. As a result, law offices must adopt 
and enforce mandatory mask policies at their facilities. While mask 
requirements vary slightly by jurisdiction, here are the 10 basic 
elements they should include. 

Defining our terms

This analysis is about non-medical face masks that people at medium 
at low risk levels are required to wear, as opposed to N95 particulate 
respirators and more elaborate respiratory equipment, eye and face 
shields other personal protection equipment (PPE) required for health 
workers and others with a higher risk of infection. 
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 Discipline & training
 Computer networking
 Budgeting & purchasing
 Compliance
 Client records & email policy

 Project management
 Employee productivity
 Attorney time allocation & billing
 Technology evaluation & acquisition
 Data storage & retention

For nearly three decades, Law Office Manager has 
provided law office administrators, managers and 
supervisors with relevant and timely information to 
help them perform their jobs more effectively and more efficiently. 

Our Members report responsibility for:
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 Hiring & firing
 Discipline & training
 Computer networking
 Budgeting & purchasing
 Client records & email policy
 Compliance

 Project management
 Employee productivity
 Coding, billing & collection
 Technology evaluation & acquisition
 Data storage & retention

Medical Office Manager provides medical office 
administrators, managers and supervisors with 
relevant, timely information to help them perform their 
jobs more effectively and efficiently. MOM makes better medical offices - one manager at a time 

Our Members report responsibility for:

Email your offer to more thanEmail your offer to more than  69,00069,000  medical officemedical office  managers and supervisorsmanagers and supervisors

the newsletter for physician office administrators

www.medicalofficemgr.com volume XXXIV, number 8, august 2020
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Take a deep dive into these important topics
 Dealing with Difficult People
 Employee Morale
 Productivity Hacks
 Your Employee Handbook

FREE to Premium Members!
Check it out online

www.medicalofficemgr.com

MOM Spotlight Series

REIMBURSEMENT
Your office will be paid for counselling 
patients to self-isolate at time of 
COVID-19 testing
CMS and the Centers for Disease Control and Prevention (CDC) have 
announced that payment is available to physicians and health care 
providers to counsel patients at the time of COVID-19 testing about 
the importance of self-isolation after they are tested and prior to the 
onset of symptoms. 
The transmission of COVID-19 occurs from both symptomatic, 
pre-symptomatic, and asymptomatic individuals. Education on 
self-isolation is important as the spread of the virus can be reduced 
significantly by having patients isolated earlier while waiting for 
test results or symptom onset. The CDC models show that when 
individuals who are tested for the virus are separated from others and 
placed in quarantine there can be up to an 86 percent reduction in the 

COMPLIANCE
How to create and implement a mandatory 
face mask policy at your medical office  
What began as a CDC guideline is evolving into a legal duty with 
more than 20 states and countless municipalities across the country 
adopting laws requiring individuals to wear masks or face coverings in 
enclosed indoor public spaces, including medical offices. As a result, 
medical offices must adopt and enforce mandatory mask policies at 
their facilities. While mask requirements vary slightly by jurisdiction, 
here are the 10 basic elements they should include. See the Medical 
Office Manager Model Policy on Page 11 that you can adapt.

Defining our terms

This analysis is about non-medical face masks that people at medium 
at low risk levels are required to wear, as opposed to N95 particulate 
respirators and more elaborate respiratory equipment, eye and face 
shields other personal protection equipment (PPE) required for 
personnel at high risk of infection.   

(continues on page 2)

(continues on page 11)
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 Email: PLM offers our membership base over a dozen 
weekly ezines covering the latest news and new 
developments in four major markets.  For the ezines 
available in the market that interests you, and ezine 
counts, please contact your rep.

 WebSites: PLM offers the opportunity to place your 
message on any of our popular B2B websites.  Contact 
your rep for more information by website, including ad 
specs, and pricing.

 Content Partnerships: PLM also enters into content 
arrangements with select partners whose content is 
closely geared to the interests of our members. These 
options include blogs, articles, special reports, and 
other custom arrangements.  

 WebCast: PLM Webcasts and Labcasts offer you the 
opportunity to deliver your message to PLM markets.  
You provide the speakers and content, along with 
your marketing piece and we’ll handle promotion 
to our membership base, registration, and webcast 
presentation.  Call for more details and pricing.

 Webinar Sponsorship: Sponsor a PLM webinar to one 
of our markets.  Your company name is included in all 
promotions, you can deliver a 1 minute message to 
webinar registrants, and the webinar moderator will 
note your sponsorship at the beginning and end of the 
webinar presentation.

 and much more!

Reach out to our audience. Let Plain Language Media design a 
customized multi-media program and get the results you need. 

Email Email andrea@plainlanguagemedia.comandrea@plainlanguagemedia.com or call 888-729-2315 for details and pricing or call 888-729-2315 for details and pricing
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 Reach your target audience: PLM’s award-winning 
editors make sure your message is in front of the right 
group of leaders and decision makers.

 Establish your company as a thought leader: With 
decades of publication history, our audience has 
learned to trust the research and analysis we provide. 
Our sponsors are associated with that value.

 Generate quality leads: Content-driven leads connect 
you with the people you need to grow your business.

 Build brand awareness: Leverage PLM’s reach and 
industry authority to strengthen your brand through 
top-of-mind awareness.

 Leverage the power of content: PLM can ensure your 
message is tied to expert research, data and content - 
and get it in front of the right audience.

 The right blend of media for your message: Different 
people respond to different media. PLM’s multi-media 
approach will get you noticed.

When you get down to what really matters - It’s always about the people. 
PLM brings together our team of experts in content, marketing, multi-media, 
technology and publishing to deliver quality information to highly-targeted 
audiences. Our people make sure you get more of the good stuff. More eyeballs, 

more hang-time, more archive value and ultimately, more clicks through to your website.

Your sponsorship and advertising show industry support and build credibility where it countsYour sponsorship and advertising show industry support and build credibility where it counts
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 Email: 
andrea@plainlanguagemedia.com

 Tollfree: 
888-729-2315

 Mail: 
PO Box 509, New London, CT 06320

Plain Language Media provides timely, accurate and trusted analysis of 
industry and market trends, legal and regulatory developments, and technology 
and innovation that directly affect the operations, financial performance, and 
competitive positioning of our readers and subscribers.
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