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° Mondy, R. Wayne, Noe, Robert M., Premeaux, Shane R. Human
resourcemanagement Upper Saddle River, N.J. : Prentice-Hall, c1999. p. -5.

! Gary Dessler. Human resource management , Englewood Cliffs,N.J.
:Prentice Hall, copyrights,1997. p.72.

° Rue, Leslie W., Byars, Lloyd Lee, Brooks, John R. Management,1945
Chicago : Irwin, ¢1997, p. 4.

® John M. Ivancevich. Human resource management., 1939-

Boston,Mass. : Irwin/McGraw-Hill, c1998. p. 708.
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