
Your AMLE proofs (# 2600) are available for download--Imran Chowdhury
 
_______________________
 
ACADEMY OF MANAGEMENT LEARNING & EDUCATION
 
Dear Author,
 
Please use this URL address to access your proofs:
http://rapidproof.cadmus.com/RapidProof/retrieval/index.jsp
 
Login:          your email address
Password:       99AFXc6FMAk9
 
This site contains 1 file. You will need to have Adobe Acrobat Reader software to read this file. This is free
software and is available for user downloading at
http://www.adobe.com/products/acrobat/readstep.html .
 
This file contains the following:
 
-a reprint order form
-a copy of your page proofs
 
Please give the proofs a final, careful reading. At this point in the process we are not introducing new
changes, so please mark only typographical corrections. Indicate these in the margins in ink. I will be
proofing your article as well and will contact you via e-mail if I have any remaining questions or
suggestions.
 
If corrections are extensive, print out the proofs and mail your corrected set to me. OR you can e-mail me
with a list of your corrections, indicating page, column, paragraph, and line (e.g, page 3, right column, 2nd
full paragraph, 5th line) for each correction.
 
Please return any corrections to me within 72 hours.
 
My contact information is as follows:
 
    Diane Stuart
    AMLE
    316 Mount Vernon Place
    Rockville, MD  20852
    dcstuart@yahoo.com
 
If you would like reprints, please print, complete, and send the order form directly to Cadmus Journal
Services (address on back of order form).
 
Sincerely,
 
Diane Stuart
AMLE Production

Learning and Education
Copy of e-mail notification zqr2600



Academy of Management 2010 
Journal, Learning and Education, Perspectives, and Review 

AOMJ, AOMLE, AOMP, AOMR 
This is your reprint order form or pro forma invoice 

(Please keep a copy of this document for your records.) 

 

 
 
 

 
Author Name _______________________________________________________________________________________________ 
Title of Article _______________________________________________________________________________________________ 
Issue of Journal____________________    Reprint # ______________   Manuscript #_____________     Publication Date__________ 
Number of Pages_______________________________    Color in Article?    Yes   /   No       (Please Circle)        Symbol _______ 
Please include the journal name and reprint number or manuscript number on your purchase order or other correspondence.  
Order and Shipping Information 
 
Reprint Costs (Please see page 2 of 2 for reprint costs/fees.)   

 

________ Number of reprints ordered $_________ 

________ Number of color reprints ordered $_________ 

________ Number of covers ordered   $_________ 

                Subtotal $_________ 

Taxes $_________ 
(Add appropriate sales tax for Virginia, Maryland, Pennsylvania, and the 
District of Columbia or Canadian GST to the reprints if your order is to 
be shipped to these locations.) 
 

First address included, add $32 for  
         each additional shipping address $_________ 

                        

TOTAL      $_________ 
 

   

 

 Shipping Address (cannot ship to a P.O. Box) Please Print Clearly 
Name ___________________________________________ 
Institution _________________________________________ 
Street  ___________________________________________ 
City ____________________  State _____  Zip  ___________ 
Country ___________________________________________ 
Quantity___________________  Fax  ___________________ 
Phone:  Day _________________ Evening _______________ 
E-mail Address _____________________________________ 
 
Additional Shipping Address* (cannot ship to a P.O. Box) 

Name ___________________________________________ 
Institution _________________________________________ 
Street ___________________________________________ 
City ________________  State ______  Zip  ___________ 

   Country     _________________________________________ 
Quantity  __________________    Fax  __________________ 
Phone:  Day  ________________   Evening  ______________ 
E-mail Address   ____________________________________ 
*  Add $32 for each additional shipping address

 

Payment and Credit Card Details   
 
Enclosed:     Credit Card Payment Details _________   

Credit Card:   __ VISA    __ Am. Exp.   __ MasterCard 

 
Card Number  __________________________________ 
Expiration Date_________________________________ 
Signature: _____________________________________   
Please send your order form and purchase order or prepayment made 
payable to:         
  Cadmus Reprints 

                P.O. Box 822942 

                Philadelphia, PA  19182-2942 

 
Note:  Do not send express packages to this location, PO Box. 

   FEIN #:540157890 
  

Invoice or Credit Card Information 
Invoice Address            Please Print Clearly 
Please complete Invoice address as it appears on credit card statement 

Name  ____________________________________________ 
Institution   ________________________________________ 
Department  _______________________________________ 
Street  ____________________________________________ 
City ________________________  State _____  Zip _______ 
Country ___________________________________________ 
Phone _____________________    Fax   _________________ 
E-mail Address _____________________________________ 
 
Cadmus will process credit cards and Cadmus Journal 

Services will appear on the credit card statement. 
 
If you don’t mail your order form, you may fax it to 877-705-1373 with 

your credit card information.

Signature  __________________________________________ Date _______________________________________ 
Signature is required.  By signing this form, the author agrees to accept the responsibility for the payment of reprints and/or all charges described in this document. 

Reprint order forms and purchase orders or prepayments must be received 72 hours after receipt of form either 
by mail or by fax at 877-705-1373. It is the policy of Cadmus Reprints to issue one invoice per order. 

 Please print clearly. Please return this form whether reprints are ordered or not. 

Page 1 of 2 

ML 2-16-10 

3786879



Academy of Management 2010 
 

The Academy of Management Journal, Learning and Education, Perspectives, and Review
 

Black and White Reprint Prices 

# of 
Pages

100 200 300 400 500

1-4 $97 $107 $114 $121 $129 
5-8 $159 $173 $187 $204 $218 

9-12 $214 $238 $261 $286 $311 
13-16 $268 $300 $332 $366 $399 
17-20 $324 $363 $408 $448 $489 
21-24 $379 $429 $481 $530 $585 
25-28 $437 $498 $557 $619 $677 
29-32 $494 $562 $629 $702 $772 
Covers $94 $115 $136 $160 $183 

# of 
Pages

100 200 300 400 500

1-4 $118 $137 $161 $181 $206 
5-8 $189 $233 $274 $318 $360 

9-12 $261 $325 $391 $453 $520 
13-16 $329 $414 $500 $587 $672 
17-20 $401 $505 $617 $721 $826 
21-24 $468 $597 $728 $857 $988 
25-28 $541 $689 $840 $996 $1,145 
29-32 $608 $783 $956 $1,131 $1,306 
Covers $116 $154 $200 $244 $288 

Domestic (USA only)

International (includes Canada and Mexico)

 
 

Minimum order is 100 copies.  For orders larger than 500 
copies, please consult Cadmus Reprints at 410-943-3728. 
  
Reprint Cover 
Cover prices are listed above.  The cover will include the 
publication title, article title, and author name in black.  
 
 
Shipping 
Shipping costs are included in the reprint prices above.  
Domestic orders are shipped via FedEx Ground service.  
Foreign orders are shipped via a proof of delivery air service. 
The shipping address printed on an institutional purchase order 
always supersedes.   
 
Multiple Shipments 
Orders can be shipped to more than one location. Please be 
aware that it will cost $32 for each additional location. If more 
than one additional shipping address is needed, please provide 
full information on a separate sheet. 
 
Delivery 
Your order will be shipped within 2 weeks of the journal print 
date.  Allow extra time for delivery. 
 
Late Order Charges 
Articles more than 90 days from publication date will carry an 
additional charge of $5.98 per page for file retrieval. 
 

 

Color Reprint Prices 

# of 
Pages

100 200 300 400 500

1-4 $168 $273 $376 $480 $583 
5-8 $273 $480 $688 $896 $1,104 

9-12 $376 $688 $1,001 $1,314 $1,629 
13-16 $479 $896 $1,313 $1,732 $2,150 
17-20 $583 $1,104 $1,629 $2,150 $2,363 
21-24 $686 $1,313 $1,942 $2,568 $2,828 
25-28 $792 $1,525 $2,255 $2,643 $3,286 
29-32 $896 $1,732 $2,568 $3,012 $3,421 
Covers $94 $115 $136 $160 $183 

# of 
Pages

100 200 300 400 500

1-4 $189 $303 $423 $540 $660 
5-8 $303 $540 $775 $1,010 $1,246 

9-12 $423 $775 $1,131 $1,481 $1,838 
13-16 $540 $1,010 $1,481 $1,953 $2,423 
17-20 $660 $1,246 $1,838 $2,423 $2,700 
21-24 $775 $1,481 $2,189 $2,895 $3,231 
25-28 $896 $1,716 $2,538 $3,020 $3,754 
29-32 $1,010 $1,953 $2,895 $3,441 $3,955 
Covers $116 $154 $200 $244 $288 

Domestic (USA only)

International (includes Canada and Mexico)

 

Tax Due 
Residents of Virginia, Maryland, Pennsylvania, and the District 
of Columbia are required to add the appropriate sales tax to each 
reprint order.  For orders shipped to Canada, please add 6% 
Canadian GST unless exemption is claimed. 
 
Ordering 
Prepayment is required to process your order.  Please reference 
journal name and reprint number or manuscript number on your 
purchase order and prepayment or any other correspondence.  
You may use the reverse side of this form as a pro forma 
invoice.  Please return your order form or purchase order and 
prepayment to: 
 
 Cadmus Reprints 
 P.O. Box 822942 
 Philadelphia, PA  19182-2942 
 
Note:  Do not send express packages to this location, PO Box. 
 
FEIN #:540157890 
You may also fax your order & credit card info to 877-705-1373 
 
Please direct all inquiries to:                   
 

June Billman 

 866-487-5625 (toll free number) 
 410-943-3086 (direct number) 
 877-705-1373 (FAX number) 
 billmanj@cadmus.com  
 

Page 2 of 2 

Reprint Order Forms 

and Purchase Orders 

or prepayments must 

be received 72 hours 

after receipt of form. 

 

Please return this 

form even if no 

reprints are ordered. 



Social Entrepreneurs as
Institutionally Embedded

Entrepreneurs:
Toward a New Model of Social

Entrepreneurship Education
ANNE-CLAIRE PACHE

ESSEC Business School

IMRAN CHOWDHURY
Pace University

Building upon recent developments in entrepreneurship education, we propose a novel
framework for social entrepreneurship education founded upon a conception of social
entrepreneurs as entrepreneurs embedded in competing institutional logics. Our model,
in addition to teaching students “about” social entrepreneurship to allow them to acquire
the knowledge and expertise required to successfully engage in social entrepreneurial
activities, proposes to educate students “for” social entrepreneurship, by allowing them to
acquire the skill of bridging three distinct and sometimes competing institutional logics:
the social-welfare logic, the commercial logic, and the public-sector logic. To achieve this
goal, we propose that social entrepreneurship education needs to make students aware
of these different logics, to allow them to enact these competing logics and to enable
them to combine logics when necessary to create innovative hybrid strategies. We
explore how this overall strategy can be achieved by highlighting how various
pedagogical tools can be adapted to contribute to each step.

........................................................................................................................................................................

In the past few decades, the emergence of the phe-
nomenon of social entrepreneurship, understood as
the process through which so-called social entrepre-
neurs create social value through the innovative use
and combination of resources (Mair & Marti, 2006),
has concomitantly produced a steady stream of so-
cial entrepreneurship educational activities (Brock,
Kim, & Davis, 2008; Brock & Steiner, 2009). In 2011,
more than 500 faculty were reported to be involved in
social entrepreneurship teaching in a variety of in-
stitutions across the globe, ranging from business
schools to public policy schools or schools of engi-

neering (Brock & Kim, 2011). As with most new edu-
cational fields, social entrepreneurship education
has developed through an emergent process, first
with a few courses developed by faculty pioneers,
then by university-led events on social entrepreneur-
ship, followed by the development of comprehensive
educational offers targeted to students intending to
specialize in social entrepreneurship or to social en-
trepreneurs themselves (Brock & Kim, 2011; Saras-
vathy, 2001). Important efforts have been made to
promote such educational approaches and to en-
courage the sharing of pedagogical tools, often by
organizations such as the Aspen Institute or Ashoka,
as a means to encourage the development and the
strengthening of the social entrepreneurship field.

To this point, however, social entrepreneurship
education suffers from a lack of a clear theorizing.
While different definitions compete to qualify the
phenomenon of social entrepreneurship (Dacin,
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Dacin, & Matear, 2010), most converge on the notion
that social entrepreneurs are a specific breed of
entrepreneurs (Austin, Stevenson, & Wei-Skillern,
2006; Chell, 2007; Dees, 1998; Tracey & Phillips, 2007),
thus suggesting that social entrepreneurship educa-
tion should build upon entrepreneurship education.
Despite some recent attempts to conceptualize social
entrepreneurship education (Brock & Steiner, 2009;
Kickul, Griffiths, & Bacq, 2010; Smith, Barr, Barbosa, &
Kickul, 2008; Tracey & Phillips, 2007), we still lack a
clear understanding of the way in which social en-
trepreneurship education may position itself vis-à-
vis entrepreneurship education.

Tracey and Phillips (2007), for instance, empha-
size the need for social entrepreneurs to acquire
the same skills and expertise as traditional entre-
preneurs with respect to opportunity recognition,
resource mobilization, and organization building.
They argue, however, that social entrepreneurship
education should, in addition, acquaint students
with the specific challenges faced by entrepre-
neurs who pursue a social mission. According to
Tracy and Phillips, these specific challenges relate
to three dimensions: the management of account-
ability, the management of the double bottom line,
and the management of identity. In highlighting
these three dimensions, they also shed light on the
challenges associated with the embeddedness of
social entrepreneurs in a wide web of relation-
ships with stakeholders (ranging from beneficia-
ries to funders, clients, or partners), who may im-
pose potentially conflicting demands on their
operations (Smith, Barr, Barbosa, & Kickul, 2008).
Although they are an important first step toward
the development of a theory of social entrepreneur-
ship education, Tracey and Phillips’ (2007) propo-
sitions do not clearly articulate the ways in which
social entrepreneurship students can be trained to
understand and manage the complex relation-
ships that social entrepreneurs entertain with key
stakeholders. What is missing is a clear theoreti-
cal framework to allow students to understand and
make sense of the world in which social entrepre-
neurs operate.

We argue that while social entrepreneurs en-
gage in entrepreneurial activities similar to any
entrepreneur, they do so in a very different context.
While traditional entrepreneurs operate within the

boundaries of the commercial sector and, within
this sector, interact with actors who share rela-
tively similar views of the world, social entrepre-
neurs, to achieve their mission and sustain their
innovations, rely on a complex web of stakehold-
ers who belong to distinct institutional spheres
(Meyer & Rowan, 1977). On the one hand, social
entrepreneurs rely on the support of the social sec-
tor: They rely on grassroots organizations to reach
out to their beneficiaries; they collaborate with
social organizations to coordinate social services;
they rely on local social actors to provide strategic
resources such as legitimacy, volunteer work, or
social expertise. On the other hand, in mobilizing
funds and practices from the business sector, so-
cial entrepreneurs are embedded in the commer-
cial world. They adopt commercial practices, de-
velop business relationships with commercial
entities, and build partnerships with industrial
partners. Finally, in most countries, social entre-
preneurs also directly interact with governments
and public agencies accountable for the welfare of
citizens, in order to negotiate political or financial
support or to influence changes in policies and
regulations.

Actors in these spheres adhere to distinct goals,
norms, and values (DiMaggio & Powell, 1983),
which lead them to view the world, behave, and
interact with others in specific ways. To mobilize
the resources that are critical to the success of
their enterprise from these various institutional
spheres, social entrepreneurs thus need to be able
to understand the culture, interests, and norms of
various stakeholders and to satisfy enough of their
expectations to secure their social or financial sup-
port (Seelos, Mair, Battilana, & Dacin, 2011). In
other words, to succeed, they need to be skilled at
bridging the competing institutional logics (Batti-
lana & Dorado, 2010; Pache & Santos, 2010; Thorn-
ton & Ocasio, 2008; Tracey, Phillips, & Jarvis, 2011)
in which they are embedded.

Building upon the work of Tracey and Phillips
(2007) as well as recent developments in entrepre-
neurship education (Kirby, 2004), we thus propose a
model of social entrepreneurship education that
allows students to operate across various institu-
tional worlds. Our model, in addition to teaching
students “about” social entrepreneurship to allow
them to acquire the knowledge and expertise re-
quired to successfully engage in social entrepre-
neurial activities, educates students “for” social
entrepreneurship, by allowing them to acquire the
skill of bridging three distinct and sometimes com-
peting institutional logics: the social welfare logic,
the commercial logic and the public-sector logic.
To achieve this goal, we propose that social entre-

To this point, however, social
entrepreneurship education suffers from
a lack of a clear theorizing.
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preneurship education needs: (1) to make students
aware of these different logics and of their speci-
ficities; (2) to allow students to enact these compet-
ing logics; and (3) to enable students to combine
logics when necessary to create innovative hybrid
strategies. We explore how this overall strategy
can be achieved by highlighting various pedagog-
ical tools that can be adapted to contribute to each
steps. For the sake of clarity, we focus on the way
in which such a strategy can be deployed in the
context of business schools to educate aspiring
social entrepreneurs, that is, students who have no
prior experience as social entrepreneurs yet who
express interest in becoming one or in pursuing a
career in the social entrepreneurship world.

The structure of our article is as follows. We start
out by characterizing social entrepreneurs as en-
trepreneurs embedded in competing social wel-
fare, commercial, and public-sector institutional
logics. We define social entrepreneurship as a pro-
cess that requires entrepreneurs to bridge these
logics. Building on the entrepreneurship education
literature, we subsequently outline our model of
social entrepreneurship education, detailing the
overall educational strategy through which aspir-
ing social entrepreneurs can be trained to become
entrepreneurs skilled to bridge three competing
institutional logics. Finally, we discuss the impli-
cations of our propositions and their boundary
conditions.

SOCIAL ENTREPRENEURS AS
ENTREPRENEURS EMBEDDED IN
COMPETING INSTITUTIONAL LOGICS

Social Entrepreneurs as Institutionally
Embedded Entrepreneurs

Social entrepreneurs engage in entrepreneurial
activity with the goal of addressing neglected so-
cial problems (Mair & Marti, 2006; Santos, 2009).
Their ability to recognize opportunities allows
them to generate social value through innovation:
They invent sustainable ways to provide assisted
living for the disabled (Bornstein, 2004), they come
up with new schemes to the revitalize neglected
urban and rural school systems (Sandler, 2010), or
design news ways to deliver low-cost, high-quality
medical services on a large scale (Elkington &
Hartigan, 2008). Social entrepreneurs often design
innovative resource mobilization strategies to sus-
tain their social missions (Boschee, 2001). These
innovations range from the development of prod-
ucts and services that achieve social goals, to the
generation of surpluses that can be reinvested in a
social project, to the empowerment of local com-

munities through coproduction of social innova-
tions (Tracey & Phillips, 2007). They may develop
earned income strategies, mobilize the power of
e-platforms, design coproduction models, build
partnerships or joint ventures with for-profit busi-
ness partners or exploit specific market opportuni-
ties that serve the unmet needs of the poor. Finally,
whether they create platforms, networks, or orga-
nizations, social entrepreneurs build the systems
required to deliver their social value in a sustain-
able fashion. While experimenting with these sys-
tems at the local level, social entrepreneurs are
often simultaneously involved in their scaling up
nationally or internationally as a way to maximize
social impact.

The defining characteristics of social entrepre-
neurs are thus that they recognize opportunities to
generate social value by finding solutions to ne-
glected social problems, they find innovative ways
to mobilize the resources required to design these
solutions, and they build the infrastructure (for ex-
ample, an organization or a network) to sustain the
creation of social value. As such, social entrepre-
neurs are, as highlighted by Dees (1998), “one spe-
cies in the genus entrepreneur” (2).

However, despite their status as a species of
entrepreneur, social entrepreneurs operate in con-
texts that are very different from those in which
traditional entrepreneurs operate. While tradi-
tional entrepreneurs interact primarily with orga-
nizations guided by a commercial logic, a defining
and distinctive feature of social entrepreneurs is
that they operate at the intersection of three insti-
tutional spheres from which they mobilize impor-
tant social and material resources: the social sec-
tor, the commercial sector, and the public sector.
These sectors are characterized by specific institu-
tional logics (Thornton & Ocasio, 2008), which are
the collective taken-for-granted norms and values
that guide the behavior of actors in the sector and
provide them with prescriptions of goals appropri-
ate to pursue and means appropriate to achieve
them. Below, we briefly present the social welfare
logic, the commercial logic, and the public welfare
logic that predominate in these sectors and high-
light how they impact the behavior of social entre-
preneurs. These logics are outlined and summa-
rized in Table 1.

Social Entrepreneurs’ Embeddedness in the
Social Welfare Logic

Successful social entrepreneurs need to manage a
web of relationships with stakeholders from the
social sector. These include nonprofit social part-
ners who may work with the focal social enterprise
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on a specific project, charitable organizations and
philanthropic funders, and the ultimate beneficia-
ries of the social enterprise’s activities. Through
these relationships, social entrepreneurs mobilize
resources essential to their success. For instance,
nascent or early-stage social enterprises gain le-
gitimacy by associating with prominent commu-
nity actors. ENVIE, a French work integration so-
cial enterprise involved in the recycling household
appliances (Pache & Hansen, 2006), was able to
draw a lot of attention and political support very
early on because of its close partnership with Em-
maus, a very prominent and highly legitimate
community organization working with homeless
people since the fifties. Alternatively, social enter-
prises may receive the provision of important so-
cial services, such as social counseling for their
beneficiaries or expertise and advice on a specific
social issue from partnering with local social or-
ganizations. City Year (Moss Kanter & Weber,
2001), an innovative youth service corps developed
in Boston (USA) in the late eighties, relied on close
partnerships with local social-sector organizations
to provide useful and transformative service proj-
ects for its corps. Additionally, social enterprises
usually recruit strategic human resources (staff or
volunteers) through the networks that they main-
tain with social-sector partners. Gram Vikas, an
innovative social change organization involved in
water and sanitation issues in rural India, recruits
many of its field staff from the local-level institu-
tions in the communities in which it operates
(Chowdhury & Santos, 2010). Finally, social entre-

preneurs may receive financial or in-kind support
from philanthropic funders to maintain their social
enterprise.

By way of their interactions and dependence re-
lationships with these important stakeholders,
social entrepreneurs are thus embedded in the
dominant institutional logic in this field, the so-
cial-welfare logic. According to the social-welfare
logic, an organization’s appropriate goal is to im-
prove the social conditions or to relieve the suffer-
ing of beneficiaries (Austin et al., 2006; Dees, An-
derson, B., & Wei-Skillern, 2004). The social-welfare
logic further prescribes specific ways of organiz-
ing, such as the use of the not-for-profit status, the
reinvestment of profits in the social mission, as
well as participative governance structures (Pache
& Santos, 2012).

Social Entrepreneurs’ Embeddedness in the
Commercial Logic

To successfully sustain their operations, social en-
terprises typically also rely on a web of commer-
cial stakeholders. These include, but are not lim-
ited to, clients, industrial supporters, and suppliers
of goods and services. Satisfied and faithful clients
are essential for social enterprises’ financial sus-
tainability. If unsatisfied with their purchasing ex-
perience with the social enterprise, these clients
can often turn to profit-oriented enterprises for al-
ternative goods and services. In addition, social
enterprises often mobilize strategic resources,
such as capital or key assets from for profit part-

TABLE 1
Social Entrepreneurs and the Social Welfare, Commercial-, and Public-Sector Logics

Social-Welfare Logic Commercial Logic Public-Sector Logic

Goals Improve social conditions and
relieve suffering of beneficiaries

Maximize surplus revenue
from organizational
activities

Ensure fairness and
transparency across different
levels of society

Institutional
stakeholders

Nonprofit social partners, charitable
and philanthropic funders,
beneficiaries

Clients, business partners,
investors, shareholders

National and local government
entities, multilateral funding
agencies, regulators, elected
officials

Social entrepreneurs’
interactions with
stakeholders

Collaboration on specific projects,
knowledge transfer from
organizational peers, service
delivery to beneficiaries

Delivering goods and
services to clients,
developing relationships
with suppliers,
managing investor and
shareholder expectations

Managing relationships with
elected officials, regulators,
and funding agency officials

Social entrepreneurs’
dependencies on
stakeholders

Funding from charitable and
philanthropic organizations,
legitimacy and material resources
from social organizations

Revenues from sales to
clients, reliable service
from suppliers and other
business partners,
investment from
shareholders and
investors

Certification from regulators,
funding from government
agencies and multilaterals,
political backing from elected
officials
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ners. ENVIE, the French social enterprise men-
tioned earlier, was able to grow very quickly be-
cause it partnered with Darty, a household
appliances retailer, to source the used appliances
that were subsequently refurbished by its benefi-
ciaries and sold in its shops (Pache & Hansen,
2006). City Year raised 50% of its budget from cor-
porate sponsors eager to see their company names
associated with the positive image of the highly
visible youth corps (Moss Kanter & Weber, 2001).
Waste Concern, a Bangladesh-based organization
working on sustainable waste management issues
for the developing world, received substantial rev-
enues from the sale of fertilizer produced at a plant
built by World Wide Recycling BV, one of the
world’s leading private sector actors in the treat-
ment of municipal wastes (Enayetullah &
Sinha, 2010).

By way of these interactions with commercial
stakeholders, social entrepreneurs are thus also
embedded in the commercial logic. According to
the commercial logic, an organization’s appropri-
ate goal is to sell products and services to generate
and appropriate profit. In terms of practices, the
commercial logic prescribes the use of for-profit
statuses, the distribution of dividends to share-
holders, and hierarchical governance structures
(Pache & Santos, 2012).

Social Entrepreneurs’ Embeddedness in the
Public-Sector Logic

Finally, the success of social entrepreneurs often
depends upon their ability to garner resources
from public-sector stakeholders—although this
may be contingent upon the level of maturity of
governmental institutions in the country in which
they operate. These include regulatory agencies
that, in some contexts, grant social enterprises
with the right to operate and subsequently evalu-
ate their compliance with regulatory frames. Other
potentially important stakeholders include local,
national, and multinational public funding agen-
cies that may contribute financial resources to the
enterprise when they are engaged in transferring
and scaling their social innovations, especially
when earned-income components of their business
models remain underdeveloped. Political bodies
(national and local governments, elected represen-
tatives) are another important group of stakehold-
ers for social entrepreneurs. They design and vote
the policies that impact the overall provision of
social goods.

For instance, not only did ENVIE succeed at
building strong financial partnerships with local
governments to secure financial support for its

local sites, it alsoactively lobbied the French and
European parliamentarians to influence the def-
inition of European and French regulations on
the management of electrical electronic waste in
order to secure a specific niche for social enter-
prises in an emergent competitive market (Pache
& Hansen, 2006). This strategy allowed the orga-
nization to double its social impact in 2 years.
Similarly, City Year was able to convince Presi-
dent Clinton of the pertinence of national service
and to work with the Clinton administration to
help design a national civic service policy. This,
in turn, secured half of City Year’s budget from
government sources (Moss Kanter & Weber, 2001).
Finally, to grow its operations, Gram Vikas re-
lied very heavily on government financial sup-
port at the national and state levels as well as
political support for their activities from local
leaders in rural Orissa, the Indian state where
the majority of Gram Vikas’ programs are based
(Chowdhury & Santos, 2010). By way of these
interactions with public-sector stakeholders, so-
cial entrepreneurs are thus also embedded in the
public-sector logic. The public-sector logic is fo-
cused on the goal of ensuring fairness and trans-
parency across different sets of activities. It is
further founded upon bureaucratic principles
and, in many countries, on the notion of demo-
cratic governance.

Because they constitute collective designations
of what goals are appropriate to pursue and what
means are appropriate to achieve these goals, in-
stitutional logics shape in important ways what
behavior actors in a given field expect from the
actors with whom they interact. Some degree of
compliance with the logics at play in a given field
is thus an important condition for acceptance and
mobilization of support from stakeholders in this
field. Social entrepreneurs thus need to reach suf-
ficient levels of compliance with each logic to gen-
erate the support needed to survive and thrive.
Further, given their innovative approach to
achieve social goals with economic means, social
entrepreneurs not only need to be aware and enact
each logic to satisfy stakeholders’ demands, they
also need to be able to internally combine social
welfare and commercial logics in order to build
sustainable and stable hybrid strategies. Overall,
building upon recent work in institutional theory
(Battilana & Dorado, 2010; Pache & Santos, 2012;
Tracey et al., 2010), we argue that to be successful,
social entrepreneurs thus need to be skilled at
bridging competing social welfare, commercial,
and public-sector logics.
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TOWARD A MODEL OF SOCIAL
ENTREPRENEURSHIP EDUCATION

This conceptualization of social entrepreneurs as
institutionally embedded entrepreneurs impacts in
important ways how one should conceive of social
entrepreneurship education. If social entrepre-
neurs are first and foremost entrepreneurs, aspir-
ing social entrepreneurs should first be educated
to become entrepreneurs. Social entrepreneurship
education should thus build thoroughly upon the
advances of entrepreneurship education to benefit
from several decades of experience in this field.

Taking Stock of Advances in
Entrepreneurship Education

Since the 1980s, as the entrepreneurship discipline
has grown and gained legitimacy in universities
worldwide, the field of entrepreneurship education
has simultaneously developed and matured (Fay-
olle, 2008; Katz, 2003; Kuratko, 2005; Neck & Greene,
2011; Pittaway & Cope, 2007). While empirical stud-
ies corroborate that entrepreneurship education
positively impacts students’ intentions of becom-
ing entrepreneurs (Pittaway & Cope, 2007) and pos-
itively influences students’ entrepreneurial attri-
butes (Dickson, Solomon, & Weaver, 2008; Gorman
& Hanlon, 1997), there is no consensus on the best
way to teach entrepreneurship to students (Fay-
olle, 2008; Kuratko, 2005).

In terms of content, various topics have been
highlighted as key components of entrepreneur-
ship programs (Bygrave, 1994; DeTienne & Chand-
ler, 2004; Solomon, Duffy, & Tarabishy, 2002), in-
cluding the entrepreneurial process, opportunity
recognition, entry strategies, creative thinking, ne-
gotiation, or fundraising. Overall, the recommen-
dation is to teach, in addition to general manage-
ment knowledge offered in business schools
(including strategy, marketing, human resources,
accounting or finance), a combination of opportu-
nity-specific knowledge and venture-specific
knowledge (Vesper, 1998). Opportunity-specific
knowledge refers to information about specific
market holes or resources available for venturing.
Venture-specific knowledge refers to the practical
know-how for performing the set-up and conduct of
the operations of a particular product or service.

However, a recent trend in entrepreneurship ed-
ucation emphasizes the need to move away from
educating “about” entrepreneurship (i.e., teaching
students about entrepreneurship principles and
practices) to educating “for” entrepreneurship (i.e.,
equipping students with a set of personal skills,
attributes, and behaviors to allow them to succeed

as entrepreneurs; Fayolle, 2008; Kirby, 2004; Kozlin-
ska, 2011). More precisely, Kirby (2004) recognizes
the need for aspiring entrepreneurs to understand
entrepreneurship principles, practices, and tools,
yet he argues that this is “a minor element in the
equation” (514), emphasizing the need for students
to acquire the skills and behaviors characteristic
of the entrepreneurial individual. Under this view,
developing students’ communication skills, cre-
ativity skills, critical-thinking skills, leadership
skills, problem-solving skills or social-networking
skills becomes essential elements of entrepreneur-
ship education (Rae, 1997).

From Entrepreneurship Education to Social
Entrepreneurship Education

Building upon this trend, we propose a comprehen-
sive model of social entrepreneurship education.
We recognize the need for aspiring social entrepre-
neurs to be trained “about” entrepreneurship and
propose to complement that approach with train-
ing “about” the specificities of the social entrepre-
neurship process. We further propose that aspiring
social entrepreneurs should be educated “for” en-
trepreneurship, to acquire the skills, attitudes and
behaviors required to succeed as entrepreneurs.
Yet we complement Kirby’s (2004) model by outlin-
ing a skill that is essential and unique to social
entrepreneurs’ success: the skill to bridge compet-
ing social welfare, commercial and public-sector
logics.

Educating About Social Entrepreneurship

As future entrepreneurs, aspiring social entrepre-
neurs need to acquire a combination of manage-
rial, opportunity-specific and venture-specific
knowledge, which will allow them to understand
how to set up and manage an organization, how to
seize new market opportunities, as well as how to
conduct related operations. In addition to this busi-
ness knowledge, we believe that aspiring social
entrepreneurs should learn about the specificities
of social opportunities as well as of social
ventures.

The social needs that social entrepreneurs ad-
dress are different, in many ways, from the market
needs that traditional entrepreneurs address. They
may concern clients that cannot afford to pay for
the product or service offered. They may involve
public or social goods which are, in nature, diffi-
cult to charge for. They may require a very elabo-
rate understanding of specific social issues. Given
these constraints, addressing these needs may re-
quire specific resource mobilization strategies, in-
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cluding clients paying for the service but not ben-
efiting from it (through private gifts or public
subsidies), cross-subsidization, and the mobiliza-
tion of volunteer work, among other strategies. For
these reasons, it is important that aspiring social
entrepreneurs be acquainted with the specific
knowledge related to social opportunities, to
allow them to craft sustainable solutions to social
problems.

In addition, aspiring social entrepreneurs
should be taught about the specificities of social
ventures. Given their social mission, social entre-
preneurs can build ventures of various forms, in-
cluding nonprofits, foundations, cooperatives, as
well as the whole range of for-profit forms. Since
these various forms widely differ with respect to
their governance, financial, fiscal, or growth con-
straints, we believe it is important to make aspir-
ing social entrepreneurs aware of these specifici-
ties. The acquisition of this knowledge, however,
will not suffice to contribute to aspiring social en-
trepreneurs’ success.

Educating for Social Entrepreneurship

As future entrepreneurs, aspiring social entrepre-
neurs should develop the skills, attributes, and
behaviors of successful entrepreneurs: This part of

the program should encourage the development of
students’ role orientation emphasizing effective-
ness, their abilities to think both intuitively and
rationally, and their motivation (Kirby, 2004). In
addition, building upon our description of social
entrepreneurs as actors embedded in conflicting
institutional logics, we argue that a key skill that
they need to develop is the ability to bridge the
three institutional logics in which they are embed-
ded. The acquisition of this skill is a necessary
condition for aspiring social entrepreneurs to suc-
ceed at sustaining their social ventures and ulti-
mately, their social impact. Figure 1 summarizes
our proposed model of social entrepreneurship
education.

In the following section, we detail the compo-
nent of this model which we believe constitutes its
major innovation: a pedagogical strategy to help
students acquire the skills to bridge competing
social welfare, commercial- and public-sector
logics.

EDUCATING ASPIRING SOCIAL
ENTREPRENEURS TO BRIDGE SOCIAL WELFARE,
COMMERCIAL- AND PUBLIC-SECTOR LOGICS

To allow aspiring entrepreneurs to acquire the
skills to bridge social welfare, commercial- and
public-sector logics, social entrepreneurship edu-
cation should focus on socializing students into
these logics. We thus detail the process of logics
socialization and explore how various pedagogi-
cal strategies can be mobilized to serve the pur-
pose of logic socialization. We further point to
strategies allowing students to deal with the iden-
tity issues associated with this process. In most

FIGURE 1
A Model of Social Entrepreneurship Education

The social needs that social
entrepreneurs address are different, in
many ways, from the market needs that
traditional entrepreneurs address.
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cases, we propose to combine formal and experi-
ential learning, as widely promoted in the field of
entrepreneurship education (Fayolle, 2008; Ku-
ratko, 2005; Neck & Greene, 2011). While the tools
and approaches we describe below are not neces-
sarily new, we outline in detail how they can be
mobilized and adapted in new ways in order to
develop students’ logics bridging skills.

The Process of Logics Socialization

How does one get socialized into a specific insti-
tutional logic? Building upon previous institu-
tional studies, we argue that two main processes
introduce individuals to the norms and values pro-
moted by a given logic: formal education and ex-
perience. DiMaggio and Powell (1983) highlight the
key role of formal education in shaping the cogni-
tive and value frames of participants, and in turn-
ing them into carriers and enactors of the norms of
a given professional field. This socialization pro-
cess is powerful because the status of university
specialists legitimizes the content of the formal
training, thus increasing the likelihood that such
content is considered as appropriate and readily
adopted by participants. Experience is a second
powerful mechanism through which individuals
become socialized into institutional logics. As the
taken-for-granted rules guiding behavior of actors
(Thornton & Ocasio, 2008), logics are enacted by
individuals as they respond to the various de-
mands generated by organizational life. Logics
shape the way in which goals are perceived, deci-
sions are made, constituencies are prioritized,
tools are mobilized, and investments are chosen. In
addition, they are potentially reinforced by inter-
nal training, promotion, and incentive systems
(Battilana & Dorado, 2010). Experience in a given
field acts as a powerful socialization vehicle, al-
lowing individuals to process this highly tacit in-
formation. It does so by providing the involved
actor with repeated opportunities to socially inter-
act and communicate with members of a given
social group (White, 1992) as well as to observe and
enact its norms (Thornton, 2004).

An important feature of institutional logics is
that they are taken-for-granted prescriptions, of
which individual actors are not necessarily aware
(Meyer & Scott, 1991; Scott, 2001). Socializing indi-
viduals into multiple logics is thus particularly
challenging because it requires making these in-
dividuals aware of the availability of these multi-
ple models of action, helping them understand the
specificities of each model, and teaching them
how to mobilize the logics depending on the insti-
tutional environment in which they operate. We

therefore argue that, in the context of social entre-
preneurship education in business schools, the so-
cialization process into the social welfare, com-
mercial- and public-sector logics proceeds in three
distinct and iterative steps. First, students need to
be made aware of the existence and specificities of
each logic. Second, students need to be given the
opportunity to understand each logic in order to
concretely perceive their influence on actors and
organizations. Finally, they have to be encouraged
to see the complementarities and incompatibilities
between logics, in order to be able to combine
them when necessary.

It is important to emphasize the fact that institu-
tional logics are highly context specific. While
ideas, norms and values clearly travel and diffuse
(Djelic & Quack, 2004), institutional logics remain,
mostly national, if not local phenomena. The social
welfare and public-sector logics, in particular, are
highly dependent upon the sociopolitical regime of
a country. Socializing a group of international stu-
dents into logics is thus highly challenging, since
it will not be clear which logics they should be
introduced to. We propose below a few strategies
to address the specific challenges associated with
educating a group of international aspiring social
entrepreneurs.

Raising Students’ Awareness of the Existence
and Specificities of the Three Logics

For instructors, raising business students’ aware-
ness about the three competing logics is not an
easy task. It requires the combination of two pro-
cesses: immersing students in each of the logics in
order to allow them to conceive of the worldviews
that each logic promotes, and helping students to
take enough distance from them to contrast them
and challenge their taken-for-grantedness.

The first important step in this process is to
expose students to the three competing logics. In
the context of business schools, students get a lot
of exposure to the logic of the commercial sector.
By way of the business courses that they can
take, of the interactions that they have with fel-
low business school students and professors, of
the internships that they can conduct in business
environments, of the guest speakers that they
meet during conferences and courses, business
school students get acquainted with the norms of
the commercial logic, emphasizing the princi-
ples of profit generation, efficiency, and hierar-
chical coordination (D’Aunno, Succi, & Alexan-
der, 2000).

Further, it is important to expose students to the
specificities of the traditional social sector, which
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is a world that business school students are, typi-
cally, not familiar with. The social sector, where
the social welfare logic finds its roots, is a world
where organizations operate with idiosyncratic le-
gal statuses (e.g., nonprofit, foundations, or coop-
eratives); where specific professions (e.g., social
workers or grant makers) or work commitments
(e.g., volunteer work) dominate; and where funding
patterns are quite specific (often involving a com-
bination of subsidies and gifts). A formal introduc-
tion to the social sector, its values, and practices
thus appears as a necessary step in the socializa-
tion of social entrepreneurship students into the
social welfare logic, clearly distinct from social
entrepreneurship courses, where students get in-
troduced to the combination of commercial- and
social-welfare logic. This can take the form of a
course, a seminar, or a module within in a broader
course, focusing on introducing students to the so-
cial sector, including its evolution, specificities,
and its contemporary challenges.

To make students aware of the public-sector
logic, a formal public policy course or module can
help students understand how the public-sector is
organized, how public services are managed, and
what logic guides the behavior of agents in this
sector. Social entrepreneurs are particularly likely
to interact with public-sector referents in three dif-
ferent contexts: to raise funds, to change legisla-
tion, or to transfer and scale social innovations. It
is thus important that the formal courses address
these specific topics and emphasize the ways in
which the public sector is set up to distribute
funds, to conceive or revise legislation, and to de-
sign social innovation policies.

Real-life exposure to the logics is important for
students to properly apprehend their materiality
and their influence on actors’ behaviors. Various
approaches can be combined to allow students
to experience the logics firsthand. Inviting lead-
ers from each sector as guest speakers to share
their views and experience with students is a
powerful means of allowing students perceive
the norms, values, and practices predominant in
each sector. Site visits, where students are in-
vited by a specific social, public, or business
organization to spend a few hours on their site to
meet with various stakeholders are also power-
ful means for students to enter into a given
world. They allow students to get a much clearer
perception of the dynamics at play in the orga-
nization than any school-based guest lecture can
offer. If time and students’ availability permits,
volunteering days, where students are invited by
a social-sector organization to help with a spe-
cific project, are powerful means to introduce

students to the social-sector world. By meeting
with beneficiaries, by interacting with social
workers or project leaders, students get to enter,
for a few hours, into a specific world, and to
understand the rationale that guides action in
this world. International field trips (Klatt, 1988;
Kuratko, 2005), during which students spend a
week in a foreign country to meet with local
social-, business- and public-sector leaders in
their organizations further provides students
with a powerful exposure to social, public, and
commercial logics that may be different from
those at play in their countries, thus encouraging
students to engage in comparisons and to chal-
lenge what they may take for granted.

Given the taken-for-granted character of insti-
tutional logics, students exposed to the three
logics may still not be fully aware of the exis-
tence and specificities of each one. Reflection is
thus a very important process to allow students
to take distance from their experience (Neck &
Greene, 2011) and become aware of these logics.
Instructors play an important role in helping stu-
dents reflect upon that exposure, then distance
from their experiences to progressively make
sense of them. This can be done in the context of
specific sessions, where instructors can guide
students in the identification of each logic, or
through individual or team exercises, where stu-
dents can be asked to reflect upon what they
have been exposed to, to compare and contrast
the values, norms, and practices prevalent in
different sectors, progressively identifying com-
monalities and differences across organizations
and sectors and formalizing their understanding
of the “rules of the game” in each sector. This can
also be achieved in the context of class debates,
or role-plays, where students, or groups of stu-
dents, can be asked to put themselves in the
shoes of different actors.

In instances where the group of students taught
includes multiple nationalities, it is important
that the instructor adapts these interventions to the
audience. It is first important that instructors draw
students’ attention to the fact that these sectors
and their respective norms are highly context spe-
cific. This can be powerfully done by asking stu-
dents with different nationalities to report on the
respective shape, role, and norms of the social and
public sectors in their countries. This can be fur-
ther done by the mobilization of international
cases, examples, and guest speakers, which will
allow students to discover new approaches and
put their context-specific knowledge in
perspective.
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Providing Students With Opportunities
to Enact the Logics

Raising students’ awareness about the existence
and differences between logics is not sufficient to
transform them into proficient social entrepre-
neurs. Learning to enact the logics is an important
next step: In this context, logic enactment refers to
the experience of engaging in activities and social
interactions in a logic compliant way, that is, in
compliance with the rules and norms set by the
logic. Allowing students to enact the various com-
peting logics is as important as allowing students
to speak when they learn a new language.

Internships (Liu, Xu, & Weitz, 2011) are the most
obvious tool to allow students to enact the logic of
a given field. By interacting with organizational
members and by observing what they do, by being
rewarded and potentially sanctioned for their be-
havior in the organizations, students learn—some-
times the hard way—what behavior is appropriate
in a given field and progressively become “fluent”
in the idiosyncratic language of the field. The im-
portant recommendation that we make here is to
encourage students, when possible, to conduct dif-
ferent internships in different sectors (social, pub-
lic, and commercial), in order to develop their flu-
ency in the three logics. If that is not possible, it
may be wise to encourage students to choose in-
ternships that allow them to get exposure to insti-
tutional worlds that they are not yet familiar with.

In addition to internships, consulting projects
(Kickul et al., 2010; Tracey & Phillips, 2007) also
provide students with very valuable enactment op-
portunities. In a team of two to five, students con-
sult an organization that is facing a specific stra-
tegic issue and provide it with a set of actionable
recommendations. To do this task properly, stu-
dents are required to find the right balance be-
tween empathy and distance with the organization
to come up with recommendations that not only
take into account the organization’s constraints
and opportunities but also are compatible with the
organizational and sector culture.

With respect to enactment of the social-welfare
logic, service-learning opportunities (Godfrey,
Illes, & Berry, 2005; Kenworthy-U’Ren & Peterson,
2005), by putting students in the position to serve
the community while engaging in a structured pro-
cess of reflection and learning, is also a powerful
opportunity for students to engage with actors ad-
hering to the social logic and to learn how to adapt
to this world.

Logics enactment opportunities allow social en-
trepreneurship students to experiment with the
norms and practices of a given sectors and, most

important, receive feedback from actors in this sec-
tor. Observing the reactions of coworkers, making
sense of these, and adapting one’s behavior to
these cues are very powerful learning experiences
that will allow students to navigate the complex
social entrepreneurship web of relations. The ex-
perience of cultural shock and the practice of over-
coming it can help students to interact with a wide
range of organizations much more efficiently in the
future: They become aware of the image that peo-
ple in a given sector may project on them as out-
siders and are thus better equipped to send the
appropriate cues of adhesion to this sector’s logic
(for instance, through the adhesion to the logic’s
goals), to reduce resistance and hostility on the
part of members of this given sector.

Creating a space to allow students to reflect
upon these enactment experiences is, again, a key
step in the process of logics socialization. Of par-
ticular importance is the need to allow students to
express the difficulties that they faced when en-
gaging with actors from different institutional
worlds. Because students are likely to have insti-
tutional attachments of their own, immersion in
worlds with values and norms that they do not
adhere to may lead to the experience of conflicts
and tensions, either internal or interpersonal.
These tensions constitute very valuable material
for the logics socialization process as long as they
are analyzed and reflected upon. This can be done
through group discussions, individual mentoring
sessions, or written reports.

Allowing Students to Combine Multiple Logics

Becoming aware of the multiple logics at play in
the social entrepreneurship world and practicing
their enactment are two important and necessary
steps toward becoming a proficient social entre-
preneur. These are, however, not sufficient. Social
entrepreneurs need to combine multiple logics in
ways that allow social impact to be maximized.

Building a successful social enterprise by comb-
ing social goals and economic means is not an
easy task. Studies have shown that social enter-
prises run the risk of abandoning their social mis-
sion, under the pressure to satisfy commercial
logic referents (Battilana, Pache, Sengul, & Model,
2011; Weisbrod, 2004). For instance, some microfi-
nance institutions have been found to charge very
high interest rates (IRIN, 2011) in order to meet the
demands of investors for more financial returns.
Yet, if they choose to defy the demands of their
commercial-logic referents, social enterprises fur-
ther risk bankruptcy or organizational break up
(Pache & Santos, 2010). Tracey et al. (2010) show
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well how Aspire, a very successful British social
enterprise developed as a household catalog de-
livery business to provide jobs to homeless people
went bankrupt because it failed to provide clients
with sufficiently appealing products. Various ped-
agogical strategies thus need to be implemented
to help students acquire the rare skill of logics
combination.

Learning about how to combine logics starts
with the observation of organizations that have
successfully managed to do so as well as the ob-
servation of those that have failed at doing so.
Teaching cases on successful social enterprises
that have managed to combine the pursuit of so-
cial goals through market-based mechanisms is a
powerful introduction for students into the practice
of logic combination. A wealth of teaching cases
from very different countries exist these days that
allow instructors to explore with students the var-
ious steps of building a successful social enter-
prise, from the early start-up stage to subsequent
stabilization and scale-up phases. These cases are
very valuable tools to emphasize the conditions
under which entrepreneurial approaches can be
used and adapted to serve social purposes. What
is important here is to pick cases that provide
students with enough data about the institutional
context in which the social entrepreneur operates:
These cases should, in particular, include informa-
tion about the important external stakeholders (cli-
ents, partners, funders, government) of the focal
social venture, about their expectations as well as
about the way in which the focal venture re-
sponded to these demands. Of further importance
is to structure the case discussion in a way that
shows students how successful social entrepre-
neurs managed to deal the complexity of these
relationships by responding, in strategic ways, to
their demands. Such a discussion should rely on a
careful analysis of how this was achieved and
what challenges were overcome.

Also important, students need to realize how
challenging the combination of logics can be. As
more broadly in the context of entrepreneurship
education, learning from failure (Shepherd, 2004) is
an important way to learn about the challenges of
the social entrepreneurship process. To achieve
the goal of training students to combine logics, it is
important to show them how the incapacity to
bridge competing logics has led social ventures to
fail. This can be done through teaching cases, al-
though few such cases currently exist. In the ab-
sence of such cases, this can also be done by
inviting social entrepreneurs who went through
failure experiences and invite them to openly
share their experience with students. Again, what

will be important in this process is the careful
analysis of the way in which competing logics
were dealt with (or not dealt with) and its impact
on the social venture’s failure.

In addition to the careful analysis of challenges
associated with logics combination and the skills
required to achieve it, it is important to provide
students with opportunities to practice and exper-
iment concretely with this process. Encouraging
students to craft the business plan of a social ven-
ture can be a first step. While there is legitimate
debate in the academic community about the ef-
fectiveness of business plans to lead to successful
ventures (Honig, 2004; Honig & Karlsson, 2004;
Sarasvathy, 2001), we believe that the process of
creating the business plan can have value in the
context of social entrepreneurship education, as a
means to allow students to experiment with logics
combination. Building upon their understanding of
the three competing social-welfare, commercial-
and public-sector logics, aspiring social entrepre-
neurs can use the business plan development pro-
cess as a way to test patterns of logics combina-
tion: What goal should I pursue? To what extend
can I blend my social goal with profit distribution
goals? What types of resources can I mobilize?
What balance can I achieve between revenues
from sales and revenue from gifts and subsidies?
What stakeholders do I prioritize: beneficiaries, cli-
ents, funders, regulators? How do I respond to their
various expectations? What governance mecha-
nisms would best allow me to combine my social
goals with economic efficiency? How will my so-
cial partners react to the fact that I comply with the
commercial logic by choosing a for-profit legal sta-
tus? Would my adherence to social goals, as dem-
onstrated by my mobilization of a nonprofit entity
as a majority shareholder, compensate for that
compliance with the commercial logic? While we
do not contend that the business- planning process
will ensure that students craft the most effective
responses to these questions, we believe that it
will help students raise these very specific ques-
tions and allow them to experiment with potential
responses. This, in itself, is a valuable exercise to
help them acquire the skill of logics bridging.

Mentoring students through this process re-
quires instructors to adapt traditional business-
planning tools to the social entrepreneurship con-
text. In particular, in addition to teaching or re-
minding students about the specificities of social
ventures, it requires instructors to draw students’
attention to the demands of important stakehold-
ers and the strategic importance of taking these
demands into account. They further need to high-
light ways in which compatible elements of the

2012 11Pache and Chowdhury

rich5/zqr-zomle/zqr-zomle/zqr00312/zqr2600d12z xppws S�1 8/14/12 11:44 Art: AMLE-2011-0019-SISEI



various logics can be combined. This can be either
done by complementing a traditional business-
planning course with specific support and mentor-
ing for aspiring social entrepreneurs or by offering
a specifically tailored course on developing a so-
cial business plan.

The business plan development exercise can be
complemented by a formal evaluation process of
the business plan. This can be organized in the
context of the school itself through a pitching ses-
sion in front of a jury, or through encouraging stu-
dents to participate to social business plan com-
petitions. Again, while the real impact of these
competitions on social ventures in terms of en-
hanced survival—social impact and economic sus-
tainability—remains to be demonstrated, we be-
lieve that these competitions are valuable if they
provide students with the opportunity to access
valuable feedback from actors embedded in com-
peting institutional logics. Many different social
business plan competitions exist nowadays, both
at national and international levels. To the extent
that the formal feedback process is provided by
competent actors adhering to competing logics, it
further allows students to practice selling their
ideas to various audiences and to assess the ways
in which the logic combinations they have con-
ceived are received by different audiences. Identi-
fying the competitions that offer that pluralistic
feedback is thus important before engaging stu-
dents in this process.

Dealing With the Identity Challenges
Associated With Logics Bridging

In the preceding paragraphs, we have highlighted
the different pedagogical strategies that can be
mobilized to allow aspiring social entrepreneurs to
acquire the skills to bridge social-welfare, com-
mercial- and public-sector logics. In addition to
these approaches, we stress the importance of pro-
viding aspiring social entrepreneurs with a hold-
ing environment (Petriglieri & Petriglieri, 2010) that
allows them to develop a new complex identity
built upon the multiple values promoted by the
various logics in which the field is embedded.
Making sense of and combining multiple logics is
likely to trigger identity conflicts (Battilana & Do-
rado, 2010; Moss, Short, Payne, & Lumpkin, 2011) for
social entrepreneurship students. Within the con-
text of a business school in particular, choosing a
professional path that combines social with com-
mercial objectives is not an easy move. Student
who think about getting involved in the field of
social entrepreneurship may face various chal-
lenges: (1) the reactions of others students, who

may not understand such choices or who may dis-
miss them; (2) the reactions of their families, who
may be concerned that the student is choosing a
low status and not-well-paying professional path;
(3) their own doubts about the impact of this choice
on their salary, status, or ability to revert back to
the business sector; and (4) internal struggles to
cope with the various norms and values which are
combined within social ventures. Leaving students
to deal with these strong and potentially negative
cues on their own is likely to lead to negative
emotions. It may also lead them to diminish their
commitment to social entrepreneurship as a
means to avoid these negative signals.

It is therefore very important to introduce com-
ponents into the social entrepreneurship curricu-
lum that allow students to engage in relevant iden-
tity work (Sveningsson & Alvesson, 2003) in order to
help them manage this identity transition and so-
lidify their commitment to the field. As defined by
Sveningsson and Alvesson (2003), identity work is
a set of active processes which serve to construct,
strengthen, and revise one’s conception of and
commitment to a particular identity (whether in the
personal or professional realms). Identity work
that takes place around a work role or profession
can be linked to or go against an individual’s core
values and beliefs. Going beyond course content
and experiential learning, identity work interven-
tions in the context of a social entrepreneurship
program should be aimed at supporting students
in understanding and shaping their future profes-
sional and personal identities as social entrepre-
neurs operating at the intersection of distinct
worlds. We believe that Petriglieri and Petriglieri’s
(2010) concept of identity workspaces—which are
defined as “institutions that provide a holding en-
vironment for individuals’ identity work”—may be
particularly relevant to bring identity work con-
cepts and tools to social entrepreneurship curri-
cula, by providing social entrepreneurship stu-
dents with a structure through which they can
explore their emerging identities as social entre-
preneurs. There are several concrete steps that
educators can take to create that space.

Students can get the greatest benefit from social
entrepreneurship programs to the extent that they
are “encapsulated” within them and have intense
engagement with the field by sharing these expe-
riences with a cohort of like-minded individuals.
There are several implications which follow from
this line of thinking. As noted above, developing
an encapsulating program means that rather than
focusing on a set of social entrepreneurship
courses, schools may need to develop programs
which specially select students for a “social entre-
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preneurship track.” This might mean, for instance,
having a competitive application process whereby
students apply to join for a limited number of seats
in the program. Thereafter, intensive engagement
between students themselves, as well as with fac-
ulty members and working social entrepreneurs,
helps students start to develop their identities as
social entrepreneurs. This engagement is
achieved not only through courses, but also, or
especially, through off-campus retreats, work-
shops with visiting social entrepreneurs, and
team-building exercises that help to build very
strong social bonds between students and with the
social entrepreneurship field. In this sense, social
entrepreneurship programs provide an environ-
ment in which students can begin to engage in
identity work—they do not push students to adopt
the identity of social entrepreneur, but rather give
them a safe space in which they can engage in
reflection, self-clarification, and emotional pro-
cessing about what that identity would feel like
(Petriglieri & Petriglieri, 2010).

Beyond the social entrepreneurship programs in
which students are embedded, it may also be valu-
able to develop a broader social entrepreneurship
community—for instance, through kick off and
closing seminars, regular social events, and rela-
tionships with alumni involved in social entrepre-
neurship—to facilitate students’ identity work.
Such a community provides a relational environ-
ment that sends positive feedback about who stu-
dents are, how they are valued, and who they can
be in the future (Gersick, Bartunek, & Dutton, 2000).
This community further provides students with op-
portunities to ask for and receive support as they
potentially engage in transitions toward adopting
a social entrepreneurial identity.

DISCUSSION

We argue here that social entrepreneurship edu-
cation may be conceived as a process through
which students are taught “about” entrepreneur-
ship and social entrepreneurship as well as “for”
entrepreneurship and social entrepreneurship. We
propose, in particular, that aspiring social entre-
preneurs need to acquire the behavioral skill of
bridging competing social-welfare, commercial-
and public-sector logics. We thus view social en-
trepreneurship education as a process through
which aspiring social entrepreneurs become “tri-
lingual” students. In other words, they are taught
to become fluent in the three different languages
and conventions of the worlds in which they garner
resources, to be at ease with the cultures of these
different worlds, and to be able to interact with

members of these worlds in a culturally sensitive
way. We further show how a variety of pedagogi-
cal tools can be mobilized and adapted to train
students to become “trilingual” in this manner.

Assessing the efficacy of our model will be an
important next step. The extent to which entrepre-
neurship education impacts entrepreneurial attri-
butes (Dickson et al., 2008) and entrepreneurial out-
comes (Matlay, 2008) is much debated in the
entrepreneurship field, suggesting that the rela-
tionship between education and entrepreneurial
success is at times tenuous (Fayolle, Gailly, & Las-
sas-Clerc, 2006; Vesper & Gartner, 1997). It is likely
that similar results will apply to the field of social
entrepreneurship. To assess the performance of
our model, it will be important to identify clear
pedagogical objectives that will be measured
against outcomes and impact. We argue that our
model of social entrepreneurship education has
the potential to impact entrepreneurial outcomes
in different ways. First, it will allow aspiring social
entrepreneurs to better identify the opportunities
that lie at the intersections of the three institu-
tional spheres. Second, it will enable them to mo-
bilize resources more efficiently from different
types of stakeholders. Third, by providing aspiring
social entrepreneurs the tools to build a network of
institutional supporters across sectors, it may en-
sure the sustainability of their ventures. Assessing
the outcomes of the program against these goals
would thus be an important first step.

Our model of social entrepreneurship education
is novel in two important ways. First, it links social
entrepreneurship education to advances in entre-
preneurship education, highlighting elements
from entrepreneurship education that are particu-
larly relevant for social entrepreneurship educa-
tion and elements that are specific to the latter
field. Second, it is the first to recognize the depen-
dencies that are constitutive to social enterprises.
Our model therefore emphasizes the need
for aspiring social entrepreneurs to familiarize
themselves with both the traditional social and the
public sectors, two sectors from which social en-
terprises have traditionally wanted to distance.
We contend that training future social entrepre-
neurs without making them aware of the logics of
these two worlds and without training them to
interact with their actors is problematic: Such stu-
dents would run the risk of alienating themselves
from very important resource providers who could
play strategic roles in the maximization of their
social enterprises’ impact. We thus encourage the
development of social entrepreneurship curricula
that introduce content and experiences related to
the social and public sectors. Traditionally, cover-
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age of these sectors in social entrepreneurship pro-
grams has been inadequate.

The approach that we promote does not suggest
that students in social entrepreneurship programs
should be enticed to adhere to and promote the
logics of the three sectors. Rather, we believe that
students should be encouraged to think critically
about their potential impact and to adopt the
norms and values that best fit with their personal
views. We argue that what is important is that
students develop the skills to productively interact
with actors from all three institutional spheres
within which they will have to operate to succeed
as social entrepreneurs.

This conception operates across all subsectors of
the social entrepreneurship space. However, stu-
dents should be made aware that the patterns of
institutional influences vary by subsector. While,
for instance, the microfinance sector might be
highly dependent upon the commercial logic,
given its need for capital and its focus on financial
activities, other sectors, such as education, for in-
stance, might be built on stronger connections to
the public sector. In any case, social entrepreneur-
ship curricula should raise students’ awareness
about these specificities and allow them to com-
bine logics in different ways, depending on the
particular influence patterns present.

We additionally argue that such a conception of
social entrepreneurship education is relevant in-
dependent of the national context in which it is
proposed. However, we recognize that the degree
to which the social entrepreneurship sector is de-
pendent upon the three institutional logics that we
have outlined in this paper varies by country. For
example, in some contexts, the influence of the
state may be very strong, as in Scandinavian coun-
tries. In other instances, it is much weaker, as in
many emerging economies (Khanna & Rivkin,
2001). Social entrepreneurship programs should
therefore adapt the emphasis put on the socializa-
tion into a given logic depending on the degree to
which the sector is dependent upon this logic for
social or material support. We further recognize
that other institutional logics may influence social
enterprises in important ways, such as, for in-
stance, the community logic or religious logics.
Depending on the profile of the students and the
environments in which they plan to launch their
social ventures, it may be highly relevant to add to
our framework pathways for socialization into
these additional logics.

The approach that we propose here should fur-
ther be tailored to the backgrounds of participants.
Students enter programs with different degrees of
exposure to the world of social entrepreneurship.

While some students might start as a blank slates,
not steeped in any of the three logics (Battilana &
Dorado, 2010), others—such as executive education
participants—may join social entrepreneurship
programs with some degree of presocialization
into one or several logics (either through previous
training or through work experiences). Any pro-
gram targeted at educating social entrepreneurs
should thus take participants’ backgrounds into
account and adapt program content as a function
of the new socialization required.

Our model is primarily designed for business
school contexts, but it is important to note that it
can be adapted to other pedagogical settings, such
as public policy or engineering schools. However,
since it builds in important ways on a core “entre-
preneurship” curriculum, designing a social entre-
preneurship program in these other schools may
require an important investment in the develop-
ment of entrepreneurship material, in addition to
the social entrepreneurship material empha-
sized here.

The approach that we propose has important
implications with respect to the profile of instruc-
tors who deliver such a social entrepreneurship
program. To conceive the formal courses, structure,
the experiential-learning modules, and help stu-
dents in their discovery process of the multiple
logics, it is essential that instructors are them-
selves socialized into the three logics. This might
be the case if a single instructor combines training
and experience in the various sectors, or if the
social entrepreneurship program is lead by multi-
ple instructors who each bring a deep understand-
ing of a given logic.

Finally, we hope that management education
and entrepreneurship education scholars can fur-
ther develop the pedagogical strategies proposed
here and test their implications in the classroom.
For instance, by comparing social entrepreneur-
ship curricula which explicitly incorporate multi-
ple logics-building skills to those which mainly
focus on providing social-venture and social op-
portunity-specific knowledge, we may be able to
get an idea of the relative efficacy of the type of
program we propose. With such testing, initiatives
for educating social entrepreneurs and social in-
novators can be refined and extended for even
more diverse settings and audiences.

CONCLUSION

Societal needs have become, in all parts of the
world, more pressing, and business school stu-
dents are expressing a growing interest in ad-
dressing them. As scholars and educators in busi-
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ness schools, we cannot remain oblivious to these
important trends. The promise of the field of social
entrepreneurship has only recently started to be-
come recognized in business schools, following the
long struggle by entrepreneurship scholars and
educators to have their field recognized (Katz,
2003). If it manages to teach students about and for
social entrepreneurship, social entrepreneurship
education has the potential to radically and posi-
tively impact the lives of students and, through the
social ventures that they create and help to oper-
ate, the lives of many others outside the walls of
business schools. By starting a process of linking
recent advances in entrepreneurship education to
organization theory, we hope to inspire educators
to embrace this field as an exciting scholarly op-
portunity and to develop targeted programs that
help aspiring social entrepreneurs explore their
future profession and develop social ventures that
thrive in pluralistic environments. More important,
we hope to contribute to the foundations of a field
of social entrepreneurship education which exhib-
its relevance for business school students, for the
ventures that they will manage as well as for the
societal needs that they will address.

REFERENCES

Austin, J., Stevenson, H., & Wei-Skillern, J. 2006. Social and
commercial entrepreneurship: Same, different, or both? En-
trepreneurship: Theory and Practice, 30: 1–22.

Battilana, J., & Dorado, S. 2010. Building sustainable hybrid
organizations: The case of commercial microfinance orga-
nizations. Academy of Management Journal, 6: 1419–1440.

Battilana, J., Pache, A. C., Sengul, M., & Model, J. 2011. Combin-
ing social and economic objectives: On the challenges of
sustaining a hybrid organisational form, Working Paper.

Bornstein, D. 2004. How to change the world: Social entrepre-
neurs and the power of new ideas. New York, NY: Oxford
University Press.

Boschee, J. 2001. The social enterprise sourcebook. Minneapolis:
Northland Institute.

Brock, D., & Kim, M. 2011. Social entrepreneurship education
Handbook. Washington, DC: Ashoka U.

Brock, D., Kim, M., & Davis, S. 2008. Social entrepreneurship
teaching resources Handbook. Washington, DC: Ashoka.

Brock, D. D, & Steiner, S.D. 2009. Social entrepreneurship edu-
cation: Is it achieving the desired aims? SSRN Working
Paper Series.

Bygrave, W. B. 1994. The portable MBA in entrepreneurship. New
York: Wiley.

Chell, E. 2007. Social enterprise and entrepreneurship. Interna-
tional Small Business Journal, 25: 5–26.

Chowdhury, I., & Santos, F. 2010. Scaling social innovations: The
case of Gram Vikas. In Scaling social impact: New thinking.
New York: Palgrave Macmillan.

D’Aunno, T. A., Succi, M., & Alexander, J. A. 2000. The role of
institutional and market forces in divergent organizational
change. Administrative Science Quarterly, 45: 679–703.

Dacin, P. A., Dacin, M. T., & Matear, M. 2010. Social entrepre-
neurship: Why we don’t need a new theory and how we
move from here. Academy of Management Perspectives, 24:
37–57.

Dees, G. J. 1998. The meaning of social entrepreneurship. Stan-
ford, CA: Stanford Graduate School of Business.

Dees, G., Anderson, B., & Wei-Skillern, J. 2004. Scaling social
innovation: Strategies for spreading social innovations.
Stanford Social Innovation Review, 1: 34–43.

DeTienne, D., & Chandler, G. N. 2004. Opportunity identification
and its role in the entrepreneurial classroom: A pedagogi-
cal approach and empirical test. Academy of Management
Learning and Education, 3: 242–257.

Dickson, P., Solomon, G., & Weaver, K. M. 2008. Entrepreneurial
selection and success: Does education matter? Journal of
Small Business and Enterprise Development, 15: 239–258.

DiMaggio, P., & Powell, W. W. 1983. The iron cage revisited:
Institutional isomorphism and collective rationality in or-
ganizational fields. American Sociological Review, 48: 147–
160.

Djelic, M. L., & Quack, S. 2004. Globalization and institutions:
Redefining the rule of the economic game. Northampton,
MA: Edward Elgar.

Elkington, J., & Hartigan, P. 2008. The power of unreasonable
people: How social entrepreneurs create markets that
change the world. Cambridge: Harvard Business Press.

Enayetullah, I., & Sinha, M. 2010. Hazardous waste management
in Bangladesh: A country inventory. Dhaka: Bangladesh
Department of Environment and Forests.

Fayolle, A. 2008. Entrepreneurship education at the crossroads:
Towards a more mature teaching field. Journal of Enterpris-
ing Culture, 16: 325–337.

Fayolle, A., Gailly, B., & Lassas-Clerc, N. 2006. Assessing the
impact of entrepreneurship education programmes: A new
methodology. Journal of European Industrial Training, 30:
701–720.

Gersick, C. J., Bartunek, J. M., & Dutton, J. E. 2000. Learning from
academia: The importance of relationships in professional
lives. Academy of Management Journal, 43: 1026–1044.

Godfrey, P. C., Illes, L. M., & Berry, G. R. 2005. Creating breadth
in business education through service-learning. Academy
of Management Learning and Education, 4: 309–323.

Gorman, G., & Hanlon, D. 1997. Some research perspectives on
entrepreneurship education, enterprise education and ed-
ucation for small business management: A ten-year litera-
ture review. International Small Business Journal, 15: 56–78.

Honig, B. 2004. Entrepreneurship education: Toward a model of
contingency based business planing. Academy of Manage-
ment Learning and Education, 3: 258–273.

Honig, B., & Karlsson, T. 2004. Institutional forces and the writ-
ten business plan. Journal of Management, 30: 29–48.

Integrated Regional Information Network. 2011. Bangladesh: Mi-
crofinance institutions pushed loans, admits major NGO.
United Nations Office of the Coordination of Humanitarian
Affairs.

2012 15Pache and Chowdhury

rich5/zqr-zomle/zqr-zomle/zqr00312/zqr2600d12z xppws S�1 8/14/12 11:44 Art: AMLE-2011-0019-SISEI



Katz, J. A. 2003. The chronology and intellectual trajectory of
American entrepreneurship education 1876–1999. Journal of
Business Venturing, 18: 283–300.

Kenworthy-U’Ren, A. L., & Peterson, T. O. 2005. Service-learning
and management education: Introducing the “WE CARE”
approach. Academy of Management Learning and Educa-
tion, 4: 272–277.

Khanna, T., & Rivkin, J. 2001. Estimating the performance effects
of business groups in emerging markets. Strategic Manage-
ment Journal, 22: 45–74.

Kickul, J., Griffiths, M., & Bacq, S. 2010. The boundary-less class-
room: Extending social innovation and impact learning to
the field. Journal of Small Business and Enterprise Devel-
opment, 17: 652–663.

Kirby, D. A. 2004. Entrepreneurship education: Can business
schools meet the challenge? Education � Training, 46: 510–
519.

Klatt, L. A. 1988. A study of small business/entrepreneurial ed-
ucation in colleges and universities. Journal of Private En-
terprise, 4: 103–108.

Kozlinska, I. 2011. Contemporary approaches to entrepreneur-
ship education. Journal of Business Management, 4: 205–220.

Kuratko, D. F. 2005. The emergence of entrepreneurship educa-
tion: Development, trends and challenges. Entrepreneur-
ship: Theory and Practice, 29: 577–597.

Liu, Y., Xu, J., & Weitz, B. 2011. The role of emotional expression
and mentoring in internship learning. Academy of Manage-
ment Learning and Education, 10: 94–110.

Mair, J., & Marti, I. 2006. Social entrepreneurship research: A
source of explanation, prediction, and delight. Journal of
World Business, 41: 36–44.

Matlay, H. 2008. The impact of entrepreneurship education on
entrepreneurial outcomes. Journal of Small Business and
Enterprise Development, 15: 382–396.

Meyer, J. W., & Rowan, B. 1977. Institutionalized organizations:
Formal structure as myth and ceremony. American Journal
of Sociology, 83: 340–363.

Meyer, J. W., & Scott, R. W. 1991. Organizational environments:
Ritual and rationality (2nd ed.). Newbury Park, CA: Sage.

Moss Kanter, R., & Weber, J. 2001. City Year Harvard Business
School teaching case.

Moss, T. W., Short, J. C., Payne, G. T., & Lumpkin, G. T. 2011. Dual
identities in social ventures: An exploratory study. Entre-
preneurship: Theory and Practice, 35: 805–830.

Neck, H. M., & Greene, P. G. 2011. Entrepreneurship education:
Known worlds and new frontiers. Journal of Small Business
Management, 49: 55–70.

Pache, A. C., & Hansen, M. T. 2006. Scaling social enterprises:
The case of ENVIE and ACTIF in France: INSEAD teaching
case.

Pache, A. C., & Santos, F. 2010. When worlds collide: The inter-
nal dynamics of organizational responses to conflicting
institutional demands. Academy of Management Review,
35: 455–476.

Pache, A. C., & Santos, F. In Press. Inside the hybrid organiza-
tion: Selective coupling as a response to enduringly com-
peting institutional logics, Academy of Management Jour-
nal, forthcoming.

Petriglieri, G., & Petriglieri, J. 2010. Identity workspaces: The
case of business schools. Academy of Management Learn-
ing and Education, 9: 44–60.

Pittaway, L., & Cope, J. 2007. Entrepreneurship education. Inter-
national Small Business Journal, 25: 479–510.

Rae, D. M. 1997. Teaching entrepreneurship in Asia: Impact of
pedagogical innovation. Entrepreneurship, Innovation and
Change, 6: 193–227.

Sandler, M. 2010. Social entrepreneurship in education: Private
ventures for the public good. Journal of School Choice, 4:
348–352.

Santos, F. 2009. A positive theory of social entrepreneurship:
INSEAD Working Paper.

Sarasvathy, S. D. 2001. Causation and effectuation: Toward a
theoretical shift from economic inevitability to entrepre-
neurial contingency. Academy of Management Review, 26:
243–263.

Scott, W. R. 2001. Institutions and organizations. Thousand
Oaks, CA: Sage Publications.

Seelos, C., Mair, J., Battilana, J., & Dacin, M. T. 2011. The embed-
dedness of social entrepreneurship: Understanding varia-
tion across local communities. Research in the Sociology of
Organizations, 33.

Shepherd, D. 2004. Educating entrepreneurship students about
emotion and learning from failure. Academy of Manage-
ment Learning and Education, 3: 274–287.

Smith, B. R., Barr, T. F., Barbosa, S. D., & Kickul, J. R. 2008. Social
entrepreneurship: A grounded learning approach to social
value creation. Journal of Enterprising Culture, 16: 339–362.

Solomon, G., Duffy, S., & Tarabishy, A. 2002. The state of entre-
preneurship education in the United States: A nation wide
survey and analysis. International Journal of Entrepreneur-
ship Education, 1: 65–86.

Sveningsson, S. F., & Alvesson, M. 2003. Managing managerial
identities: Organizational fragmentation, discourse and
identity struggle. Human Relations, 56: 1163–1193.

Thornton, P. H. 2004. Markets from culture: Institutional logics
and organizational decisions in higher educational pub-
lishing. Stanford, CA: Stanford University Press.

Thornton, P. H., & Ocasio, W. 2008. Institutional logics. In R.
Greenwood, C. Oliver, R. Suddaby & K. Sahlin-Andresson,
(Eds.), The Sage handbook of organizational institutional-
ism, vol. 840. London: Sage.

Tracey, P., & Phillips, N. 2007. The distinctive challenge of edu-
cating social entrepreneurs: A postscript and rejoinder to
the special issue on entrepreneurship education. Academy
of Management Learning and Education, 6: 264–271.

Tracey, P., Phillips, N., & Jarvis, O. 2011. Bridging institutional
entrepreneurship and the creation of new organizational
forms: A multilevel model. Organization Science, 22: 60–80.

Vesper, K. H. 1998. Unfinished business entrepreneurship of the
20th century. San Diego, CA: USASBE.

Vesper, K. H., & Gartner, W. B. 1997. Measuring progress in
entrepreneurship education. Journal of Business Venturing,
12: 403–421.

Weisbrod, B. 2004. The pitfalls of profits. Stanford Social Inno-
vation Review, 2: 40–47.

White, H. 1992. Identity and control: A structural theory of social
action. Princeton, NJ: Princeton University Press.

16 SeptemberAcademy of Management Learning & Education

rich5/zqr-zomle/zqr-zomle/zqr00312/zqr2600d12z xppws S�1 8/14/12 11:44 Art: AMLE-2011-0019-SISEI



Anne-Claire Pache is associate
professor of social entrepreneur-
ship at ESSEC Business School
(France), holder of ESSEC’s Chair
in Philanthropy. Pache holds a
PhD in organizational behavior
from INSEAD. Her research fo-
cuses on social enterprises, and
more broadly on hybrid organiza-
tions, to understand how they
sustainably incorporate multiple
institutional logics.

Imran Chowdhury is assistant
professor of management at the
Lubin School of Business, Pace
University. Chowdhury’s re-
search focuses on social entre-
preneurship, social responsibil-
ity, and business in emerging
economies. He received his PhD
from ESSEC Business School.

2012 17Pache and Chowdhury

rich5/zqr-zomle/zqr-zomle/zqr00312/zqr2600d12z xppws S�1 8/14/12 11:44 Art: AMLE-2011-0019-SISEI



JOBNAME: AUTHOR QUERIES PAGE: 1 SESS: 1 OUTPUT: Tue Aug 14 11:45:01 2012
/rich5/zqr-zomle/zqr-zomle/zqr00312/zqr2600d12z

A—TS: Please break after hyphens in titles and headings throughout.Page: 1

B—Blurb: To this point, however, social entrepreneurship education suffers from a lack of a clear
theorizing.

C—Blurb: The social needs that social entrepreneurs address are different, in many ways, from the
market needs that traditional entrepreneurs address.

AUTHOR QUERIES

AUTHOR PLEASE ANSWER ALL QUERIES 1


