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Teaching Staff:
Dr. Jonathan Mirvis

Course/Module description:

This course offers a strategic approach to social entrepreneurship and social
innovation. We will borrow paradigms and theories from the commercial world in
order solidify our strategic approach

Course/Module aims:
The aims of the course are to enable the students to master the literature on
social entrepreneurship

Learning outcomes - On successful completion of this module, students should be
able to:

The aim of the course is to enable the students to have a solid grounding in the
bibliography and theories of this growing academic area

Attendance requirements(%):
80

Teaching arrangement and method of instruction: The class size will be limited to
enable ensure an interactive approach

Course/Module Content:
Social Entrepreneurship
63912-n"ywn

Dr Jonathan Mirvis
msmirvis@gmail.com

Tel: 02-588-1294

Student Reception hours: Monday 1230-2 Room 407
Course Requirements

1. Active Participation

2. Reading of Articles’
3. Submission of Final assignment
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Required Reading:
Please see above

Additional Reading Material:

Grading Scheme:

Additional information:
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