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So ... why isn't my pitch landing?

49% lin3 ds.l%.

of pitches are .
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Find the right

VOICES

Are they credible, compelling,
and available?

Do they have experiencesor
stories worth sharing?

Is this someone a reporter
wants to talk to?




Challenge:

How do we counter legislative
proposals in multiple states
that advance vaccine myths?
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Op-ed Placements
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Find the right

VISUALS

Challenge:

How can we generate national
media coverage to promote a
film while advancing science
reers for women of color?
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OUR VISUALS

B-Roll from the original
Star Trek series
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Find the right
RESEARCH

Can you lead with a striking
survey result?

Are there recent studies or
reports you can cite?

Do you have local or state-
specific data to share?
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Find the right
RESEARCH

Challenge:

How can we use research to

generate sustained media

coverage for a policy issue
throughout a lengthy legal battle? w
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OUR RESEARCH

CCI CCl

8%
LOSS

don’t believe the federal
government should
control what’s shown

to their communities

on social media

For example, a New
Jerseyan with $100,000 saved
for retirement can expect to

' from techlash

CCl Acquisitions of US

Venture-Funded Startups Worth
< $50 Million ed After 20:

86%

-

Number of Acquisitions
suoiysinboy jo aseys

do not think the federal government ey —
should have control over social ¥ | Acqusitons by IS S

- H | Candidate Companies Facebook/Meta, Amazon, Microsoft, Cisco,
med 1a Content mOderathn Wa1marth:|Ima‘1r'tLahs. Playpai. Walt Disnl;y.
Comcast, VISA, JPMorgan Chase, Mastercard,
Home Depot, Bank of America, Berkshire
Hathaway, Netflix, Nvidia, AT&T, NVIDIA.

All Acquisitions
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THE RESULT

Coverage Highlights

R COW
@USATODAY [R : :REUTERS [ e Washington Post I The Mliami Herald
POLITICO |l Bloomberg
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You've goft all the
right ingredients.

Now what?



Social Media
At least 70% of reporters
use social media to share
their content.

What’s New
’ Before pitching, check out

Top Stories

IDENTI FY TH E s - el the stories they’ve been
working on lately.

Be ruthlessly selective. Tailor

your pitch to that specific -k Thoughtful Follow Up
reporter. Follow up with Most reporters prefer one

purpose. follow up 2-3 days after
' the initial pitch.
IT'S ME




LOOK FOR THE
KEY MOMENT

Time your pitch. It's easier to
ride an exsiting wave than
create a new one.

Tarriffs

Would your legislative
proposal help save
consumers money?

Hurricane Season
Does your organization

play a role in disaster
recovery and response?

Current Events

Can you move quickly
and take advantage of
timely development?
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Submission: 1.7 million
Tennesseans with disabilities

struggle to access vaccines / St ro N g H O 0 k

Hi David — I'm reaching out with an op-ed

submission that addresses an urgent public

health issue: vaccine access for Tennesseans

with disabilities. Dr. Katie Vandenberg,

founder of Tennessee Vaccination Services, ° o
highlights the significant barriers many in the J T I g h t P Itc h
state face when trying to access vaccines —

barriers that disproportionately affect the 1.7

million Tennesseans living with disabilities.

With flu and RSV activity increasing — the
op-ed emphasizes the importance of

prioritizing vaccine equity to protect our J L O Cal A n g le

most vulnerable residents. Given The
Tennessean's dedication to addressing

community health issues, we believe this

PERFECT YOUR

. . . piece aligns perfectly with your readership'’s
YO UI' SUbjeCT Iln e IS yO UI' intere.sts.. Thank you for considering this (
headline. Be direct and keep ey nstione or nsed acidonelInformaton ( ) Key Author
the pitch under 200 words.

Drew Piers
Partner, Managing Director
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LET'S RECAP

THREE THINGS TO FIND

1. Find the right VOICES

Offer compelling, credible, and
diverse spokespeople for impact.

2. Find the right VISUALS

Strong photos, videos, or settings
make your pitch stand out.

3. Find the right RESEARCH

Lead with data and stories that
stand out and prove relevance.

THREE THINGS TO DO

1.Identify the best REPORTER

Match your pitch to the reporter’s
beat and interest.

2. Look for the key MOMENT

Tie your story to tfimely news,
events, or tfrends.

3. Be sure to nail the PITCH

This is not a press release. It's a
teaser that sells your story.




SachsMEDIA

THE BREAKTHROUGH AGENCY.

THANK YOU!

Drew Piers
Partner, Managing Director | Sachs Media

(941) 592-6399
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drew@sachsmedia.com

Download a free media
list with 50 national and
state opinion editors.



