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An AED is making a difference
in the adjunctive treatment of

partial-onset seizures in adults.
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Apixaban Scores in
Efficacy and Safety

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 jock-
eying to replace warfarin as the
go-to agent for stroke preven-
tion in patients with atrial fib-
rillation added a new candidate,
apixaban, that appeared to im-
mediately take the lead on the
strength of impressive results in
an 18,000-patient trial.

When matched against war-
farin, patients with AF treated

with apixaban had significantly
lower rates of stroke and sys-
temic embolism, major bleeding
complication, and overall mor-
tality, compared with patients
randomized to warfarin during
a median follow-up of 1.8 years,
Dr. Christopher B. Granger re-
ported at the congress (N. Engl.
J. Med. 2011 Aug. 28 [doi:10.
1056/NEJMoa1107039]).

“Treatment with apixaban as
compared with warfarin in pa-
tients with AF and at least one
additional risk factor for stroke
reduces stroke and systemic em-
bolism by [a relative] 21%, re-

duces major bleeding by [a rel-
ative] 31%, and reduces mortal-
ity by [a relative] 11%,” all sta-
tistically significant differences,
reported Dr. Granger, director
of the cardiac care unit at Duke
University 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 warfarin in the man-
agement of atrial fibrillation to
prevent stroke,” commented Dr.
Ralph Brindis, senior adviser for
cardiovascular diseases at North-
ern California Kaiser.

Efforts focus on education and training.

Concussion Care
Gains Ground
With New Laws

B Y  J E F F  E VA N S

G
reater awareness of the
potential long-term se-
quelae from multiple

concussions has prompted
nearly two-thirds of states to
pass legislation that is meant to
protect athletes suspected of
having a concussion.

These laws are spurring
wider use of concussion
screening tests and education-
al materials to inform coach-
es, parents, athletes, and med-
ical professionals of the
importance of identifying
players suspected of having a
concussion and getting them
evaluated before they can re-
turn to play. Studies also are
underway or being planned
to determine how the risk of
concussion varies among in-
dividuals and how it is influ-
enced by the number and
severity of blows to the head.

Since the enactment of the
Lystedt Law in Washington in
2009, 29 other states and the
District of Columbia have

passed similar laws, and an ad-
ditional state has a bill that at
press time awaited the gover-
nor’s signature for final pas-
sage into law, according to
NFL Health & Safety (nfl-
healthandsafety.com). In gen-
eral, the laws require that ath-
letes suspected of having a
concussion be held out of
games or practice until they
have been evaluated and
cleared to return by a trained
and licensed health care
provider, whose definition
varies across states.

These developments are
driving a change in attitude
toward how concussions are
evaluated and managed at all
levels of sports, both in prac-
tice and on the field. “What
we’re starting to see is orga-
nizations taking a look at
practice parameters, [such as]
limiting the amount of con-
tact that can happen in the
practice environment, said
Dr. Jeffrey S. Kutcher, direc-
tor of the University of

“Apixaban has
a certain edge
because of its

safety,” said
Dr. Lars

Wallentin
(left), cochair

of the
ARISTOTLE
study. “We

think we hit
the sweet spot

in terms of
the dose,”
agreed Dr.

Christopher
Granger
(right).

See Apixaban page 10 See Concussion page 12
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‘It put another stake in the

heart of warfarin in the

management of atrial

fibrillation. ’
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Physicians’ reaction to the

Medicare Payment Advisory

Commission’s proposal to cut

specialist pay by 5.9% 

3 straight years is swift and

vehement.  2

Aggressive medical

management of intracranial artery

stenosis led to fewer recurrent

strokes and deaths than did

angioplasty and stenting.  4

Creativity

shapes our

sense of

morality

within the

social context

in which we

find

ourselves, especially in medicine,

medical editor Richard J. Caselli

writes.  5 

Suboccipital injections of a

steroid were effective as a

transitional treatment for cluster

headaches before long-term

prophylactic drugs took effect.   8

An FDA advisory panel

recommended rivaroxaban for the

prevention of stroke in patients with

nonvalvular atrial fibrillation, but

only as a third-line option because

of safety concerns.  11

Seizures in

patients with

glioblastoma may

be the result of

excessive release

of glutamate from

tumor cells, 

Dr. Alyx B. Porter

discusses in “Neuroscience Today,

Neurology Tomorrow.”  14
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