Home Care Marketing

Code of Ethics


While the Code of Ethics for (the Agency) Homecare Marketers establishes obligations that may be higher than those mandated by law, in any instance, where the Code of Ethics and the law conflict, the obligation of the law must take precedence.

Preamble

Patient care is our primary concern.  By referring to our Agency, we take full responsibility to assure that patients referred are provided the best possible care.  The Medicare and Medicaid Anti-Kickback Act, 42 U.S.C. §1320 A-7b(b), specifically prohibits “whoever (from) knowingly and willingly soliciting or receiving any remuneration…if one purpose” of the payment is “to induce a referral of business reimbursed under the Medicare and Medicaid programs”.  Furthermore, the Health Insurance Portability and Accountability Act of 1996 (HIPPA) includes a prohibition against the use of gifts and other benefits to directly solicit patients for services.  Both of these laws include criminal penalties in the form of jail sentences, penalties or fines, and mandatory exclusion from government program participation.

As an employee of this Agency, there are recognized “Safe Harbors”.  The Office of Inspector General (OIG) notes that the employer may pay the employee in any manner to “assist in the solicitation of Medicare or State health care program business.” 

Such interests impose obligations beyond those of ordinary business principals.  They impose grave social responsibility and a civic duty to which home care marketers should dedicate themselves, and for which they should be diligent in preparing themselves.  Marketers for (the Agency), therefore, are zealous to maintain and improve the standards of their calling and share with fellow homecare employees a common responsibility for its integrity and credibility.

As a “marketer” for (the Agency), Inc., you MAY NOT offer kickbacks or any other sort of indirect payment or benefits to referral sources.

Marketing staff having direct personal knowledge of conduct that may violate the Code of Ethics involving misappropriation of patient referrals or willful discrimination, or fraud must bring matters to the attention of the Agency Administrator.

The term (the Agency),  Marketer should come to connote competency, fairness, and high integrity resulting from adherence to lofty ideal of moral conduct in relationships involving the Agency.  No inducement of profit and no instruction from referral sources justify departure from this ideal.

In the interpretations of this obligation, (the Agency),  Marketers can take no safer guide than that which has been handed down through  the centuries, embodied in the Golden Rule. “Whatsoever ye would that others should do to you, do ye even so to them.”

Accepting this standard as their own, (the Agency), marketers pledge to observe its spirit in all of their activities and to conduct their business in accordance with the tenets set forth below.

Duties to Patients

When representing a patient (the Agency),  Marketers pledge themselves to protect and promote the interests of all [patients.  This obligation to the patient is primary.

(the Agency),  Marketers, when acting on behalf of the Agency, in accessing referrals remain obligated by the duties imposed by this Code of Ethics.

(the Agency),  Marketers, in attempting to secure a referral, shall not deliberately mislead the referral source as to services available.

(the Agency),  Marketers shall submit documentation related to the referral as quickly as possible.

The obligation of (the Agency),  Marketers to preserve confidential information (as defined by state law and or HIPPA Standards for Privacy) provided by patients and referral sources in the course of any agency relationship or non-agency relationship recognized by law continues after termination of Agency relationships or any non-agency relationships recognized by law.  (the Agency),  Marketers shall not knowingly, during or following the termination of professional relationships with their referral sources:

1) Reveal confidential information about patients; or

2) Use confidential information about patients to the disadvantage of patients or the Agency; or

3) Use confidential information    about patients referred to the Agency the (the Agency),  Marketers advantage or the advantage of third parties.

Fees for submitting a referral to the Agency shall not be contingent upon the amount of care necessary or reimbursement received by the Agency from Medicare or third party payors.

(the Agency),  Marketers shall avoid exaggeration, misrepresentation, or concealment of pertinent facts relating to patient needs or homebound status.  (the Agency), Marketers shall not, however, be obligated to discover clinical information that may affect the homebound status and/or clinical status that can only be obtained by the Assessment Staff.

(the Agency),  Marketers shall only be obligated to discover and disclose adverse factors reasonable are apparent to someone with expertise in those areas required by their marketing expertise.  This code does not intend to impose upon the (the Agency),  Marketers the obligation of expertise in other professional or technical disciplines.

(the Agency),  Marketers shall cooperate with other homecare marketers except when cooperation is not in the patient’s best interest.  The obligation to cooperate does not include the obligation to share commissions, fees, or to otherwise compensate another marketer.

(the Agency),  Homecare Marketers shall not undertake to provide professional services concerning a referral where they have a present or contemplated interest.

(the Agency),  Marketers shall not recommend or suggest to a patient or a referral source the use of services of another Agency in which they have a direct interest.

(the Agency), Homecare Marketers shall not accept compensation from more than one Agency for a patient referral.

For the protection of all parties, (the Agency),  Marketers shall use reasonable care to ensure that documents pertaining to the patient referrals are accurate and kept confidential.

(the Agency),  Marketers shall not deny homecare services to any person for reasons of race, color, religion, sex, handicap, familial status, or national origin.

This Code of Ethics is not intended to prohibit aggressive or innovative business practices, which are otherwise ethical.

This Code of Ethics does NOT preclude (the Agency),  Marketers from making general announcements to prospective referral sources describing Agency services.

The services, which (the Agency),  Marketers provide to their referral sources and patients, shall conform to the standards of practice and competence, which are reasonably expected.

The offering of premiums, prizes, merchandise discounts or other inducements to list, sell, purchase, or lease is not allowable under ANY circumstances.
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