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This book is a collection of scientific papers from 3 

Professors in the field of Management from the Management 

Department of FEB UNAIR, who happen to have more or less 

the same major theme, namely Transformation for 

Sustainability. Thus, this book was created with the intention 

of making the benefits of the Professor's inauguration speech 

manuscript have a longer duration. Not only during the 

inauguration event, but it can also be read by others who 

were not present at the event. Corporate transformation for 

Sustainability is observed from various points of view that are 

the expertise of academics from the Management Department 

of FEB UNAIR, both from the marketing, financial, and HR 

aspects. 

In-depth conceptual discussion is expected to inspire 

academics in developing further research plans. As for 

practitioners, the recommendations given by the authors are 

also expected to inspire. Thus, the conceptual and practical 

benefits of this book can be felt. So that readers are expected 

to see the reasons why this material should be published. 

Sustainability carried out in the SDGs is a shared work, both 

individuals and institutions that make the socialization of 
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strategies from deep thinking must continue to be carried out. 

Making this book also a form of implementation of SDG point 

4, namely to support the quality of education and point 8, 

namely to increase economic growth and decent work, and 

point 12, namely for sustainable consumption and production 

activities. 

Happy reading and increasing your knowledge, 

hopefully it will be useful and a blessing for all of us. 

 

Writing Team 
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