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The change regarding VCUG

is ‘by far the biggest change

and the thing that will have

the biggest impact.’

Knowledge
Can Allay Fear
For Children

B Y  N A N C Y  P H A M

Talking to hospitalized children holds the
same basic perils as dealing with chil-

dren in any situation: How much do they
know? How much should they know? When
should they know it?

The answers may be found in the tangled
web of physicians, nurses, parents, and the
young patients themselves, suggests an Irish
study ( J. Clin. Nurs. 2011;20:2334-43). 

Imelda Coyne, Ph.D., of the School of
Nursery & Midwifery at Trinity College in
Dublin, and her colleague, Pamela Gal-
lagher, Ph.D., of Dublin City University
found that children want to be included in
conversations about their own health, but
are often left in the dark, largely because of
adults’ actions. Children spoke of being
asked a few specific questions by physicians,

At All Children's Hospital, child life specialists use a puppet to explain to
younger patients about different types of cancer and how to take medications.
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AAP Updates Policy on
First UTI in Febrile Infant

B Y  S H A R O N  W O R C E S T E R

FROM PEDIATRICS

V
oiding cystourethrography to
detect vesicoureteral reflux
should no longer be used rou-

tinely after a first UTI in febrile infants
aged 2 months to 2 years, according to
a newly updated American Academy of
Pediatrics practice guideline.

This is because antimicrobial prophy-
laxis to prevent febrile recurrent urinary
tract infection in this these infants without
vesicoureteral reflux (VUR) or with grade
I-IV VUR is not supported by currently
available data.

The update – the first since 1999 to the
guideline regarding the diagnosis and
management of the initial UTI in febrile
infants and young children – is published
in Pediatrics (2011;128:595-610). The

previous guideline included strong
encouragement of imaging studies despite
insufficient evidence supporting a routine
voiding cystourethrogram (VCUG), but
the “position of the current subcommit-
tee reflects the new evidence demon-
strating antimicrobial prophylaxis not to
be effective as presumed previously. More-
over, prompt diagnosis and effective treat-
ment of a febrile UTI recurrence may be
of greater importance regardless of
whether VUR is present or the child is
receiving antimicrobial prophylaxis,”
according to the AAP Subcommittee on
Urinary Tract Infection, which authored
the updated guideline.

While the update also includes changes
as to which children should undergo urine
testing, how the sample should be
obtained, and how treatment and follow-
up should be conducted in those found to

have a UTI, the change regarding the
routine use of VCUG in this population is
“by far the biggest change and the thing
that will have the biggest impact,” Dr.
Kenneth Roberts, lead author of the
guideline, said in an interview.

“If there is no value in giving these chil-
dren a long course of antibiotics … then
there really is no reason to do the proce-
dure in the first place, and that saves
tremendous expense, discomfort, and
radiation exposure for a large number of
children,” said Dr. Roberts, professor
emeritus at the University of North
Carolina at Chapel Hill.

Although VCUG remains a valuable
test and may be useful in certain circum-
stances such as when a child goes on to
have a recurrent fever and UTI (although
that remains to be clarified by future

See UTI Policy page 9
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but then the physicians would conduct
the rest of the conversation with their
parents. Or physicians would take their
parents elsewhere to talk, leaving the
children apprehensive and alone.

In a study involving focus groups and
individual interviews from 10 wards
and two clinics (one outpatient) in
three hospitals in Ireland, results

See Allay Fear page 7
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