Positioning your company as a serious game company
While the means and mechanics of business models can to a large degree carry over from the entertainment game sector to the serious game sector, a business plan should also involve a stratgic positioning agenda. That is to say: what do you envision your company doing with other companies and sectors and what sort of plans do you have for building, maintaining and evolving such relationships?

While the specifics of such strategic planning will vary wildly from company to company, the following is a rundown of several typical strategic models that you can take as a departure point, including examples of companies utilising each model worth checking out for more inspiration.
Developing between clients and their customer
In this scenario, you are selling game solutions that in some form or other bridge a communicative gap between a client and that client's customers. What you are selling is your expertise in interaction design in some way or form, either as a model - often via gamification concepts or a design for a game the client will implement through his or her own ressources - or as a product - via a working and usable game. 

Basing your strategic plan on this model then involves the following steps:
1. Identify the sector you wish to cull clients from - it should be a sector that involves interactions between potential clients and customers, a sector that is open to new ideas, and a sector that is not already saturated by other game solutions
2. Identify interesting clients that are both approachable and need your services - in other words clients with problems, who are not opposed to being told they have problems
3. Contact the clients and make the sale
4. Do the work
5. Repeat 2 - 4 until step 3 becomes: "The interesting clients contact you, because you have done enough valuable work in the sector to develop a good reputation"
Placing yourself in this strategic position will require dedication which makes it harder to diversify, in case the Work for Hire business model is not your ideal. Nevertheless, the long term goal can be defined as: "having a reputation so good that you can say no to some clients to pursue your own projects" - but this is a five to ten year goal. While you are building your business under this strategy, you need to dedicate your company to doing exactly that: building relationships with clients.
Interesting examples of this strategic model:
Serious Games Interactive, DK
Persuasive Games, USA
Helpful business models:
Work for Hire
Facilitating the use of existing products
There are already a plethora of dedicated serious games and a veritable flood of entertainment games that have the potential to work in non-entertainmentfocused contexts. This strategic model positions your company as the experts in harnessing this potential both through technical and use case oriented solutions. Often this will involve you taking a generalised game, making a specific technical modification or tool that can retarget the game for a specific sector, and then selling specific use cases for specific clients.

The steps involved in positioning your company to this strategic scenario is:
1. Identify sectors that have a handful of general scenarios that could benefit from a general or user modifiable solution
2. Identify an existing product that can provide such solutions - and several backups
3. Design your technical and several example use case solutions
4. Contact specific clients in the sector to gauge interest - mention the existing product you have in mind as a possibility
5. Having secured clients, contact the proprietor of the primary existing product you see as a solution, using your interested clients as an argument that you can provide sales
6. Repeat step 4 with your potential partners who have existing product until one of them agrees
7. Implement your solution
8. Market the solution to a wider audience of clients in the same sector
Since the technical part of this strategic model is very well contained and easily separable from the other roles needed to make the strategy work - analysis, design and sales -  this model offers a relatively flexible environment with regards to diversifying your company's product and use of business models, integrating serious games with more entertainment based projects for instance.
Interesting examples of this strategic model:
TeacherGaming LLC, FIN/USA
Helpful business models:
Work for Hire
Pay for the Game
Freemium
Selling commercially
Selling directly to the private consumer market is also a strategic option for serious games. In the past this has primarily been used by learning games, but potentially any sort of serious game could break into this market. Selling to private consumers is defined by providing value that individuals perceive from purchasing your product. 

The following steps are usually involved in implementing this strategic model:
1. Identify target audience - in the learning games sector: identify who will play and who will pay
2. Analyse and design the presentational part of your product - maybe make a low-tech prototype
3. Plan for later diversifying of your options - identify more target audiences and ways to evolve your product from there
4. Get funding - from your savings, from investors, from crowd funding, or from some other source
5. Make your product, designing your marketing simultaneously
6. Market your product
7. Sell your product
8. Repeat with a diversifying product, until you cover all your intended target audiences
9. Repeat to update your game catalog for your existing audience according to technical and cultural advances
This strategic model is easily combinable with a diverse catalog of serious and entertainment games, and is modifiable to use most business models. The above is simply the typical way it plays out with the Pay for the Game business model.
Interesting examples of this strategic model:
KREA Media, DK
Helpful business models
Can work with any business model
Artistic or political expression
To a certain degree, it is problematic to strategically place yourself as an artist or political activist. While being invested in providing a great experience and a commitment to making a great product is essential in any of the strategic models explored here, this model is motivated by the burning desire to express something urgently pressing inside yourself. You can make the argument that the ultimate purpose of all the strategic models here is to enable you to keep making games; but this model has as its more primary purpose to allow you to say what you wish to say.

This means that the steps needed to make this model work are more focused on securing an always focused attention on making you free to use your voice:
1. Make your initial game
2. Identify your message
3. Determine whether there is a paying audience for your message
4. Determine whether there is a non-paying audience for your message
5. Determine whether your message can generate income
6. If not, identify a means to generate income in a different field than game development - this frees up your creativity in regards to game development while generating the income you need to survive.
7. If there is a paying audience - sell it to them and interact with them, making sure they understand your message, not by explaining it but by being an example in your interactions; do not say what they want you to hear, say what you want to say
Do note that this strategic model is characterised not by the desire to necessarily earn a living by making games or even by the desire to make games primarily. It is often chosen because of the need to express oneself in spite of market analysis and target audiences and is in principle applicable to any medium.
Interesting examples of this strategic model:
Molleindustria, IT
Anna Anthropy, USA
Pippin Barr, DK  
