
Competitor OverviewCompetitor Overview

Intero Digital is a large, multi-service Intero Digital is a large, multi-service 
marketing agency offering SEO, paid marketing agency offering SEO, paid 
media, content, PR, and Amazon media, content, PR, and Amazon 
marketing. Their strength lies in scale marketing. Their strength lies in scale 
— they deploy teams across many — they deploy teams across many 
channels for enterprise clients and channels for enterprise clients and 
mid-market brands.mid-market brands.

They position themselves as They position themselves as 
“integrated,” but their structure “integrated,” but their structure 
remains a collection of specialized remains a collection of specialized 
teams executing in parallel.teams executing in parallel.

Website:Website: interodigital.cominterodigital.com

Strengths Strengths 
(acknowledge, but frame)(acknowledge, but frame)1

Battlecard

Category: 
Integrated Growth Orchestration™

Core Narrative:
Intero Digital sells siloed tactic 
scaling. Miracle Max sells marketing 
alignment, speed, and orchestration.

We’re the GTM core that fractional 
hires and large agencies can’t 
replicate — one team, orchestrating 
strategy, content, and demand in a 
single growth rhythm.

Strength Sales View

Weaknesses / TrapsWeaknesses / Traps2

Integration ≠ 
Integration ≠ 

Orchestration. 
Orchestration. 

Intero aligns 
Intero aligns 

deliverables 
deliverables 
across teams; 
across teams; 
Miracle Max runs 
Miracle Max runs 

strategy, content, 
strategy, content, 

and demand as 
and demand as 

one operating 
one operating 

system. We don’t 
system. We don’t 

just connect 
just connect 

functions — we 
functions — we 

eliminate friction 
eliminate friction 
between them.
between them.

Claim Counterpoint

Objection ResponsesObjection Responses
(by buyer type)(by buyer type)

Funded Startup Funded Startup (no experience)(no experience)
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A
Prospect Says You Say

B
Prospect Says You Say

AttributeAttribute ThemThem UsUs

Proof PointsProof Points4

Talk TrackTalk Track6

Quick ComparisonQuick Comparison5

“Intero Digital is a big, capable 
agency — but big agencies optimize 
for scale, not startup velocity.

Miracle Max exists for the gap 
between the fractional chaos of 
early-stage marketing and the slow 
machinery of full-service agencies.

We embed a single GTM system — 
strategy, content, and demand 
moving together — until you can hire 
it in-house.”

• miraclemaxmarketing.com• miraclemaxmarketing.com

• GTM Orchestration Blueprint • GTM Orchestration Blueprint 
overviewoverview

• Case studies: SaaS demo volume • Case studies: SaaS demo volume 
+ pipeline velocity gains+ pipeline velocity gains

• Podcast: How Startups • Podcast: How Startups 
Orchestrate GrowthOrchestrate Growth

• Outbound Deck: The • Outbound Deck: The 
Orchestration AdvantageOrchestration Advantage

Quick Links to ResourcesQuick Links to Resources7

ThemeTheme ThemThem UsUs
Core Differentiation SummaryCore Differentiation Summary8

Positioning SoundbitePositioning Soundbite

“Intero Digital builds deliverables.“Intero Digital builds deliverables.

Miracle Max builds GTM systems that Miracle Max builds GTM systems that 
move as one.”move as one.”
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