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Apixaban Superior to
Warfarin in Atrial Fib

B Y  M I T C H E L  L . Z O L E R

FROM THE ANNUAL CONGRESS OF

THE EUROPEAN SOCIETY OF

CARDIOLOGY

PARIS – The growing list of oral
anticoagulant drugs jockeying to
replace warfarin as the go-to agent
for stroke prevention in patients
with atrial fibrillation added a new
candidate, apixaban, that appeared
to immediately take the lead on the
strength of strikingly impressive
results in an 18,000-patient trial.

When matched against warfarin,
atrial fibrillation (AF) patients treat-
ed with apixaban (Bristol-Myers
Squibb, Pfizer) had significantly
lower rates of stroke and systemic
embolism, major bleeding compli-
cation, and overall mortality, com-
pared with patients randomized to
warfarin during a median follow-up
of 1.8 years, Dr. Christopher B.
Granger reported at the congress,
and in a published article that was
concurrently published online (N.
Engl. J. Med. 2011 Aug. 28
[doi:10.1056/NEJMoa1107039]).

“Treatment with apixaban as
compared with warfarin in patients
with AF and at least one additional
risk factor for stroke reduces stroke
and systemic embolism by [a rela-
tive] 21%, reduces major bleeding
by [a relative] 31%, and reduces
mortality by [a relative] 11%,” all
statistically significant differences,
reported Dr. Granger, director of
the cardiac care unit at Duke Uni-
versity in Durham, N.C.

“I view the study as a home run.
It is incredibly important, and it put
another stake in the heart of war-
farin in the management of atrial
fibrillation to prevent stroke,” com-
mented Dr. Ralph Brindis, senior
adviser for cardiovascular diseases
at Northern California Kaiser.

Apixaban’s accomplishment in
significantly surpassing warfarin’s
performance for the trio of stroke
prevention, bleeding safety, and
overall mortality in its pivotal trial,
the Apixaban for Reduction in
Stroke and Other Thromboembol-

Home Monitoring of ICDs May
Cut Inappropriate Shocks

B Y  S H E R RY  B O S C H E R T

FROM THE ANNUAL CONGRESS OF THE

EUROPEAN SOCIETY OF CARDIOLOGY

PARIS – Results of two randomized con-
trolled trials appear to solidify the safety
of remote monitoring of implantable car-
dioverter defibrillators, and one of the
studies showed a significant decrease in
the number of patients receiving inap-
propriate shocks in the remote-monitor-
ing group.

Manufacturers of ICDs currently rec-
ommend in-clinic follow-up every 3
months to detect clinical events or device

malfunctions. With increasing numbers
of people receiving ICDs to prevent sud-
den cardiac death from rhythm distur-
bances, investigators are testing ways to
avoid the time constraints of so many in-
clinic visits by remotely transmitting in-
formation from the device via telephone
from the patient’s home. Most ICDs
now have this capability.

The two randomized controlled trials
support findings from patient registries
in Europe and in the United States,
where remote monitoring is common.

In the year-long Evaluation of Tele Fol-
low-up (EVATEL) trial, 1,501 patients at 30

French centers were randomized to in-
clinic follow-up at the implant center every
3 months or to remote transmission of
data to the implant center every 3 months.
The study included four types of ICDs.

Results showed no significant differ-
ence between groups in the time to first
major cardiovascular event or in the rates
of major cardiovascular events (death
from all causes, cardiovascular-related
hospitalization, or inappropriate or inef-
fective shocks), Dr. Philippe Mabo and
his associates reported at the congress.

See Apixaban page 8

See Home Monitoring page 4

Home monitoring ‘could make

an important difference in

convenience and costs.’

Many Practices Will
Miss Oct. 1 Deadline
For EHR Incentives

Unlike most, Dr. Michael Mirro’s cardiology
practice in Ft. Wayne, Ind., had little trouble
meeting CMS’s meaningful use criteria and
has received incentive payments. What
about your practice? See article on p. 34.
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WHAT ’S  NEWS
The time for cholesteryl ester

transfer protein inhibitors may

have come, as dalcetrapib has

managed to raise HDL

cholesterol with no untoward

effects in a phase IIb trial.  6

‘Striking variations’ in the use of

cardiopreventive medications by

country in people with known

cardiovascular disease or previous

stroke are mostly attributed to the

nation’s economic status.  7

Acute coronary

syndromes run

in families, but

there seems to

be no genetic

clustering of strokes.  10

Adolescents with diabetes showed

cardiovascular impairments

similar to

those seen in

their adult

counterparts,

according to

MRI images

taken at rest and during or

immediately after submaximal

exercise.  18

Diabetes prevention

interventions, using either

lifestyle modification or

metformin, were

so effective that

they could be in a

league with

prenatal care,

pediatric

immunizations,

and influenza vaccinations for

people older than 65 years.  20

Implementing Health Reform:

Economist Sara R.

Collins, Ph.D., says

new health

insurance CO-OPs

will face hurdles in

the new insurance

marketplace.  37

There’s more for you at 

ecardiologynews.com:

Daily medical news, videos, and our blog 

and podcast . . . plus full-text archives with 

Medline-enhanced search capability
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