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Physicians and hospitals now
have the chance to test out

bundled payments on a range
of conditions under a new
Medicare initiative. 

Officials at the Centers for
Medicare and Medicaid Services
have invited physicians, hospi-
tals, and other health care
providers to participate in the
Bundled Payments for Care Im-

provement initiative. The pro-
gram, which was mandated un-
der the Affordable Care Act,
offers a variety of options for
bundling payments for a hospi-
tal stay, for post-discharge ser-
vices, or for both the hospital
stay and the post-discharge care. 

The move toward bundled
payments is a major shift in
how the government pays for
medical care. Instead of paying
hospitals, physicians, and oth-
er providers separately, this ini-
tiative would combine the

payment over an episode of
care for a specific condition.
The aim of the program is to
incentivize clinicians to work
together and provide better
continuity of care, resulting in
better quality and lower costs. 

“Today, Medicare pays for
care the wrong way,” Health
and Human Services Secretary
Kathleen Sebelius said during a
teleconference to announce
the bundling program. “Pay-
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In Coronary
Artery Bypass,

BIMA May Be Best

B Y  B R U C E  J A N C I N

Else vier  Global  Medical  Ne ws

COLORADO SPRINGS –

Using bilateral internal mam-
mary artery grafts provided a
significant long-term survival
advantage over single mamma-
ry artery grafts for coronary
artery bypass surgery patients
with normal or moderately im-
paired left ventricular function,
according to a large retrospec-
tive study with lengthy follow-
up. But when preoperative left
ventricular ejection fraction
(EF) was less than 30%, the pro-
cedure choice showed no dif-
ference in survival. 

“BIMA grafting is the opera-
tion of choice in patients with
a life expectancy beyond 1-2
decades,” Dr. David Galbut said
at the annual meeting of the
Western Thoracic Surgical As-
sociation. He reported on 4,537
consecutive patients who had
CABG with internal mamma-

ry artery grafting during 1972-
1994 at three Florida hospitals.
BIMA grafts were performed in
48% of the patients, an excep-
tionally high BIMA rate. In con-
trast, the Society of Thoracic
Surgeons database shows that
4% of patients undergoing
CABG nationally receive BIMA
grafts. The reason for the 12-
fold higher BIMA rate in the
Florida study is that Dr. Galbut
and colleagues had a decades-
long conviction that BIMA has
major clinical advantages. 

In the Florida study, 233 pa-
tients had an EF below 30%,
another 1,256 had an EF of
30%-50%, and 3,048 had a nor-
mal EF. In the low EF group,
87 BIMA patients were
matched to an equal number
of SIMA patients on the basis
of 14 preoperative variables. In
like manner, propensity scores
were used to match 448 BIMA

Training Residents
And Their Mentors 
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I
n a world of rapidly chang-
ing technology and educa-
tional demands, innovative

training methods are required
to prepare the next generation
of cardiothoracic surgeons. The
Thoracic Surgery Directors As-
sociation and the Joint Council
on Thoracic Surgery Education
Inc. have developed programs
to ensure that CT residents re-
ceive the best possible training. 

A prime example of these ef-
forts is the annual TSDA Car-
diothoracic Surgery Resident
Boot Camp. The 2011 Boot
Camp was held July 14-17 at the
continuing education center of
the University of North Caroli-
na at Chapel Hill. 

First-year residents from 24
thoracic surgery residency pro-
grams across the country joined
faculty, led by Dr. James Fann of
Stanford (Calif.) University, Dr.
Rick Feins of UNC Chapel Hill,
and Dr. George Hicks Jr. of the
University of Rochester (N.Y.),
with the goal of gaining valu-
able insights into surgical tech-
niques and expanding their base

of thoracic surgery knowledge. 
The program was developed

and hosted by the TSDA and
was funded in part through a
grant from the JTCSE. 

Now in its fourth year, the
boot camp uses cardiothoracic
simulator–based training to
give residents some of the basic
skill sets necessary to enhance
their residency educational ex-
perience, especially in the op-
erating room. 

This year, procedures includ-
ed cardiopulmonary bypass,
aortic valve repair, anastomo-
sis, lung ventilation, and lobec-
tomy.

Seeking out multidisciplinary
approaches to teaching, the
TSDA boot camp faculty also
brought in guest speakers from
the world of 3-D gaming and
aviation. Ron Maness, a former
pilot with the U.S. Air Force
Thunderbirds, offered insights
into how pilots use simulation
to avoid errors in the cockpit.
Additionally, Richard Boyd from
Lockheed Martin Virtual World
Labs spoke about how 3-D sim-
ulation tools for health care
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Medicare to Begin Testing Bundling 

See BIMA • page 8

See Education • page 6

Twenty-year survival was higher.
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Residents received
valuable expert guidance
at the 2011
Cardiothoracic Surgery
Boot Camp.
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