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ＳｃｉｅｎｃｅＰｒｅｓｓ，２００６．（ｉｎＣｈｉｎｅｓｅ）．

［４］ＭＩＡＯＹＸ．ＭａｒｋｅｔｉｎｇＭ．Ｂｅｉｊｉｎｇ：ＴｓｉｎｇｈｕａＵｎｉｖｅｒｓｉｔｙＰｒｅｓｓ，２００４．（ｉｎ
Ｃｈｉｎｅｓｅ）．

０２ ＡｓｉａｎＡｇｒｉｃｕｌｔｕｒａｌＲｅｓｅａｒｃｈ ２０１５


