ENRABARRESIERIINIEM

%‘F&a AT

Textbook for
MICE English

=B W E4H




A B A A B 43R5 A 5 LR #At

SRREHIE

Textbook for MICE English

Fih HZSE TN
SR I XE SR
2 K B £

| BT Pl PNy Sk ’i‘-‘ %!
< > e i
Y% gy
13 ; .
4

1yt Na X |
i ot

- 1025158

TUTTRAAE

Tie25158
PR35 €7 N a1 T
FE - bR




BBER&E (CIP) ¥iE

SBFEYR/ B R, TORES . —JL.
XA G R 5 K2 AL, 2012

4 [ i F RSB i 45 218 R 5 HL R0 Bkt

ISBN 978-7-5663-0260-1

[.O% I.OF - Q- M. ORKE -3E
- FE¥E - # V. OH31

T E A FE CIP ity (2011) 35282528 5

© 2012 & XHMRFHE S KF HARKE HAREZ AT
WRIRERE BN

SREIZHIE
Textbook for MICE English
ESE IAW R

Y REHRE: £ W

&P RS K ¥ &R
AETHAXEFARE 05 BB S : 100029
HEWGRLTE : 010 — 64492338 | AE4TBEHLIE . 010 — 64492342
M4tk http://www. uibep. com E-mail: uibep@ 126. com

IR ILAESLEDRIA IRITE A FIERE  BrRHIEIL R RAT I AT
AR : 185mm x230mm  14.75 B3 296 TF
201249 AJEESE 1R 2012 4F 9 A58 1 RENKR

ISBN 978-7-5663-0260- 1
EN%¥L. 0001 -3 000 /it E#r: 32.00 T (&EH)



th R it BA

L5 5 2 R e 0 B MR v 45 SR g R TR LS, AR T
ZIPk. A T S S SOEARRIE LR R, RTAMERTE R 5 K Rk 4 2 G
HTXE “4ENHBARR % S R RIEH 7

HXTEFFERUFM P EMA WTO Z/EHESN AA T REFICHE, & FR AR
Z UGB M NA BEFRNZE NLAE “ B FRAE. . AR, KL AR E, FIEE T AL,
AABGRIGEA R RE ), H&AIEARR S 53O iRAnNLEae sy, smilss, HA6)
BkERR, AR, Be. EBUMRS—, WRAR. ShE. WM. BEAE. HEE
ik, FENFEEPFESER. BFESRA. BisRY . Hirat. BEirmpEs. &
HRABIE. BUE RSB TEN BN A E TAA " KRB N A5 BT
KRBk, JiskEEFFAAHERIERAT), EiEEGRESEMBEUSNER, #TE0L
LS, RENEFERL, BRFEFES IR EGMNIGEANA .

KA A E N RUAHE R 55 0T R RIE & T4 N B AR BEAS 7 45 08
B TR LML B R 55/ FH /AR BT U ) DL A R (2R A, AR (R 45
BEUTBLY . (RIS IETIEY . (BEAIGEEMEY. (BEHEBERB). (HHGERE). (E
Frpa &5l CERAME R A IOEERE) . LR R A IE SRS H ) &.

ARIN K mBEE N A EAA FERESHEELR, T HRRHSTENERER,
IR BFERMEWE R T 5, KEAREHFIEE R B R TN S RIIE.

WAk, AEBMEHE T H DR S T B T, BT EE S GF B
www.uibep.com R .

*HIM2 R B K B RAL
S5 B P F kAR
2012 % 1 A



—L

Bl

It

BERMARREZ. R LK. THARKEEZH ISR, 2RATLERIREAL,
M& 2008 FibFREL. 2010 F Lot mApRS, BAZRFLE BB AR
HaRL B ATAE T B E 20%698 E B R, EFHT . KA. K. B4R R
JE. AR EMMAR. TE PR RE. EAFAAXAT LG RE LR, FRTRIT
Mg ZifFert s, BAKEHR. TR, SRLBEMRAGRE T L, BEFZFL
RAEEXNEDER, 2/ BARALHAREZL", Rm, dF2RkLGRELE,
BERNRRELASTER TS EZ, BT AT LEFGL ik LR GH, 473 2EH
BEHINERTE, RBHATEFRLRERERGRRRITIT. SRR RNIFFEREHAR $5
Z, PEHAHTREXALEL T2 R —FTRABRTHYEEAH. L, KT
FFRAGEHFE, hBRFOARE LIIEFM, HARHH PR E L HTFREIED T
1. #ok, EHARTOREERREIRSE, LESF T ERF. LETEHRFANY
HyGRELHFHE TXRCDREEZHAE), ARRFIRAELHAR KB K £ 1
iRl , RBLRBENERAT, H 5B EIRIAEIT T ek,

SRA RS L Z . XD RIGRET, X2 CELBFRE, £ XL
LR OIEL. BRIL. Y FEH LRk %% (B MICE—Meeting, Incentive Travel,
Convention #» Exhibition ). A% Ff i Z LB @462 XA &I,

(DRFAEFAEY REHLBZRER L MFnFEVRERFREY, LTHLE
IMAR EEARALRBLERINAR BEF LA . KB 16 20, ARF ALK,
R ITAR G NE LB R B 4E 09 B2 A @, #$ LKA Listening for Warming-up (%7 7
#H& ). Reading for Input (#r M # %k ). Workshop Activities (&= ) = K345, £
% 9 “Workshop Activities” %~ “Exercises for Text Input ( iR L AR %4 5] ) 4=
“Enhancement Performance (5%t 3) ) "@ A4,

AP BEF AT IUAF &G4 5

1. E&RERF

BRATER —AH AT, DREBLRA-—TAFLENRE, XEAREL%E
AT, iR RGSREEHRM. IRBEMEEL LK, FLERETLFTEH
BA EANEE, BLEAIME L LRI IES G54,



2 | smumEseE

Yook L KA R ARIF RREA G BT Bk, BREF L Z%MN. Fhifleid
M. {2 KA — AR LT A G IA 508K T AR B A, BT RAXR T eH
FAHAREBRFOENER, BZA4THGEZT AL .

1aiE 5 KM E BRTHFNENE E, M R LA K, A 43T 648 21 4,
e ARk LG Z 5. AEK. i, ZATARFLHBETERELR. AHA
A At ikt Ae 2 HE E AR T A LA RE,

2. AP AR ZHEFTEGRERFZH AP 16 4EL, HE LRI —RKAE 2000
BiEAR, FEEAMRSHEERLTARAITREGHFHMER, A FTEARMBK LK
B, HIFTA S LR [ SATIR LG IHAE, VR B #ATIRILL T AAR, *F T ARmbiksF
WA, FIFTA YRR, % AMIRILHaEIFLT.

3. APHFTAR %A FENNE, EMLETAFLZER. ATRIERERFZ KA Ao
BRAFAANLGARMBEPI YK, XELEHFRPEPAN. HRELIFTER
www.uibep.com T #.

4. KB HEMEB|RFM ZRIES0 T LA, B Lif B, T IRBAE LTI
Fo R B E T RPRE.

FEIEAARE A RBMAG T B TREZRAXRS RRAMHER, LB KBS,
. XAHEFFMERLRE, Bit, HPHENERERELEAAFHHEIL, &
PikA EFRARTRARGES AR, 5B AN EHPHBIET.

APHEIQLKRSERAE: Z) &, TMMATER, FATHATHARLIA L.
ERBENEE: THAE 14320, UERE 5-8 L4, £23% 9-12 0, #HZF 13-16
#7,

BB AR B ERAEAT R E LR P A PTIHF), LA BRI EA BT KEFRF
FHEEaFE, SR, ATRALFAKFGAR, FT¥—KEERSFRRIL, F
J- Kk # AR iR 48 i

252
2012 % 3 AF L&



Contents

Unit 1 Definition of MICE INAUSHy s+ tssesessesssssssstssistsiiiiisiiiisiisiss s 1
URIE 2 TyPes OF MEetings: -+t trestesseesssussessstsssiss it 13
Unit3  Who HOLAS MEEHIES -+ ++s+eseeseessesssassessressussissiis it 25
Unit4 Trends in the Meetings INdUSLry - s sssseessssssssssesssessssstnsssssssssssssssissssississns s 27
Unit5 Establishing Marketing Objectives and Action Plans «--«+««sesseesereresesmmineneninennen 49
Unit 6 Selecting Target Markets-« -« - s essseressssessssssssersssisiss st 61
Unit 7  Promoting NEw SHOWS  +ttssesesserssessessims sttt 75
Unit8 Managing the Sales Effort: -« wseutsieriiusimiitiiiiii i 89
Unit9 Organizing for CONVENtion Sales =+ ++sseesssrrssssrsssssessasmssssasssssssssnisssissssissnissnss 101
Unit 10 Organizing and Hosting International Events -«««-ss-rreerrrrmeeermminnmimiiiniiniiniia, 115
URit 11 REISIEALION -+ +ssesessessessesses st 129
Unit 12 Housing Meeting Aftendees - +-sssssssseessssssssssississiesisssissississis s 143
Unit 13 EXRibIting AbDroad--s ---s+rrssseesssssessssssesssississssisissasissss o 155
Unit 14 The Main International MICE Organizations ........................................................ 169
Unit 15 Safety and SECUIity -+ -+ wssrrssisemssersssesisssisis st 183
Unit 16 POSt-CONVENTION REVIEW «+++c-rrcreersrerrermrerimresntatttittesieeetestesae e et s e 195
SCripts fOr LiStening Materials:« -« - - -wseesussussmssusmmssssiuissiasin s 209

RETEIEIICES - +++++++++r+rvsessensernaret ettt e et st 226



Definition of MICE Industry

_ Learning Tasks

After studying this unit, you are expected to:

1. be able to distinguish meeting, incentive meeting, conference, convention, congress,
exhibition;

2. know the developing trend and the major markets of the MICE industry and their
differences;

3. have some idea of the role of technology and the green approach towards meeting;

4. remember the important terminology as listed hereinafter.

Part One: Listening for Warming up

Listen to the passage and answer the following questions:

1. Why do people have meetings?

2. What is the definition of an incentive travel?

3. What is an exhibition?

4. What is the term that is a collective abbreviation for the several separate yet converging
activities?
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Part Two: Reading for Inputs .

Definition of MICE Industry

IAPCO (the International Association of Professional Congress Organizers) publishes a
book called “Meetings Industry Terminology” which functions as a dictionary for the meetings
industry. These are the definitions as put out by IAPCO:

Meeting—general term indicating the coming together of a number of people in one place,
to confer or carry out a particular activity. In terms of frequency, a meeting can be on an ad
hoc basis or according to a set pattern, as for instance annual general meetings, committee
meetings, etc. A meeting can be classified as international if it includes attendees from two or
more countries, regardless of whether it is held at a domestic or foreign location. Meetings are
classified as foreign / national when they are held outside the host country and attended by
delegates from the host country only.

Incentive—meeting event as part of a programmed session which is offered to its
participants to reward a previous performance. It deals more with hospitality than convening,
which includes receptions, dinners or banquets, and hours to interesting destinations.

Conference—participatory meeting designed for discussion, fact finding, problem solving
and consultation. As compared with a congress, a conference is normally smaller in scale and
more select in character—features which tend to facilitate the exchange of information. The
term “conference” carries no special connotation as to frequency. Though not inherently
limited in time, conferences are usually of limited duration with specific objectives.

Exhibition/Event—Events at which products and services are displayed. Recently, there
has been an industry driven initiative to not use the “MICE Market” label and instead say “The
Meetings Industry” which encompasses all the above.

Congress: (U The regular coming together of large groups of individuals, generally to
discuss a particular subject. A congress often lasts several days and has several simultaneous
sessions. The length of time between congresses is usually established in advance of the
implementation stage, and can be either pluri-annual or annual. Most international or world
congresses are of the former type while national congresses are more frequently held annually.
@ Meeting of an association of delegates or representatives from constituent organizations.
® European term for convention.
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Business Tourism: Business tourism is the provision of facilities and services to the
millions of delegates who annually attend meetings, congresses, exhibitions, business events,
incentive travel and corporate hospitality. Please note that as is the case for many terms in the
meetings industry, there is not one commonly used definition.

MICE Industry Trends & Markets

MICE industry is one of the fastest growing segments within the tourism industry
generating millions in revenues for cities and countries. Europe and the United States still
remain the major markets worldwide in respect of the number of meetings, conferences and
exhibitions. On ICCA’s global ranking, USA and Europe dominate in the MICE business, with
Vienna ranking first in the meeting industry followed by Singapore and Barcelona in the
second and third place respectively. The United Kingdom has managed to surpass France
climbing to the fourth place. It is worth mentioning that Australia remains 8th and Switzerland
is a newcomer in the global ranking taking 10th place.

According to Meetings Professional International (MPI), the total number of meetings
planned, proposal activities, the number of attendees per meeting/event and expenditures per
meeting/event are all likely to increase. Additionally, client-side planners expect to receive a
larger share of their organizations’ budgets. Yet, respondents remain cautious due to concerns
about the general economy and the rising costs of oil and travel.

Meetings are becoming a valued tool for furthering organizational objectives and success,
with a majority of client-side meeting planners indicating that meetings are considered
important within their organizations.

Across the world, workload tops the list of internal factors impacting the meetings

function. External factors such as rising oil costs also weigh on the meetings function.

Workload Economy
Organizational budget changes Travel Costs
Shifting organizational goals/strategies Cost of Oil/Gas
Organizational growth Changes in Technology
Shorter lead times Increasing Globalization
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Difference Among Markets

In North America significant growth is predicted in both the number of events and also in
budgets. Time constraints, security and environmental concerns are high in North Americans’
agenda. Economic trends are overtaking the cost of events. In Europe the growth will still be
maintained as far as the number of events is concerned but the increase will not continue in the
budgets. Cost and ROI remains high in Europeans’ agenda.

Within Asia, China is showing an increasing demand for incentives and Vietnam is
predicted to be a strong competitor for Singapore in the near future. To encourage Middle
Eastern and other business travelers to stage or expand their business events in Singapore, the
Singapore Exhibition & Convention Bureau—a group of the Singapore Tourism Board (STB),
has launched a new set of initiatives to help drive the growth, volume and caliber of business
events staged in the country. The initiatives aim to rally the MICE (Meetings, Incentive Travel,
Conventions and Exhibitions) industry to meet the targets envisioned for the Business Travel
and MICE (BTMICE) sector in the Tourism 2015 strategic blueprint and to establish

Singapore as the ideas exchange capital of the world.

Virtual Meetings and Technology in MICE Industry

In a world that terrorist alerts and economic trends are a common sense many
corporations are adopting the e-conferences as a solution to save money and time. Small and
medium sized enterprises (SMEs) in US and Europe are using more often the tele-seminars
and virtual meetings in order to eliminate travel expenses.

Virtual meetings are becoming more popular as business executives are hungry to learn
and stay on top of the latest trends. On the other hand, as virtual meetings are still on a new
trend there are no significant statistical data.

On the other hand, technology plays a vital role in the MICE business not as a
replacement of the face to face experience of meetings but as a means of facilitating the
meetings and events organizers, exhibitors and planners. New technology tools are being
launched in MICE exhibitions around the world to help buyers or meeting planners to do their
Jjob in more effective way.

In Australia the Melbourne’s Meetings and Convention Bureau says that technology
ensures that “Wow” factor in entertainment and spectacular functions for incentive groups.
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Climate Awareness in the MICE Business

Climate changes and carbon emissions in particular are high in the MICE agenda. Many
associations in US, especially the Association of Corporate Travel Executives (ACTE) are
trying to steer the industry to adopt a “greener” policy.

The industry is definitely now turning towards a greener approach as associations are
cooperating and promoting conferences centers, hotels and airlines which adopt
environment—friendly practices.

Surveys indicate that companies who adopt a “green” policy can actually save money
using methods which can really reduce costs and drive to a lowering of carbon emissions.

—Adapted from: Lawson, Fred. Congress, Convention and Exhibition Facilities: Planning,
Design and Management. Princeton: Architectural Press, 2000.

Q Jocabulary ©

adhoc a/ad. 4% %)44 ()

agenda n. B FR; AR

alert n. &, TR, THKRE; LxbnE

caliber n. 9#; H#;, FF, KF, £F

confer v. Bk, W& [(+with/on)]

connotation n. H i

constituent a. A (24R) #, L4

convene v. &2 R%; B% (£10)

encompass v. @4 B4, OH

envision v. A%, R#

hospitality n. ¥F%&; R ¥$HBFHF

incentive n. R|#; AN B

initiative n. HA|HFAY; HIOS

overtake v. it b; At F; Ait

pluri-annual a. % F—%k 4

rally v. 8%; H%; (£37) &6, %

select a. it b Reg; Hika);, L6, HhFe, 24
spectacular a. HIE); HEWE; FIAZEE; RAH
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stage v. FX|; BT, KH

steer v. E (A) f&, Bk, B3 T4 RY
virtual a. Edi4y; FE L

wow int. "EE

QO 7'echnical Terms and Proper Nouns ©

IAPCO H R+ k& ydire

Incentive Tour/Travel R Ehskiaf

Convention and Visitors Bureau (CVB) 21X 53 5
Singapore Tourism Board (STB)  #7 Au3k 4% 4% &)
virtual meetings AR

PCMA % L& ZHhe

ICCA BRXAF2NHE

MPI (Meetings Professional International) B FR&iX TAE# B8
ROI (Returns on Investment) X% =4k

CIC AFLEEL

IAEE BERFAKSR 8 e

IFEA EFFH K2

O Notes ©

1. IAPCO, EHprt ke WXQE,/\?” h4x, 42FRJ& the International Association of Professional

Congress Organizers. %ML T 1968 4, ZHE IK/TJ’:?lk
organizers). 2WURKIA G (meeting planners). [Efr/E K2

LX*H?P\%‘ (professional
v RENREBRG 15

EBNZ A 51 (managers of international and national congresses) H—XKEBEFEMA
ZAHL# (non-profit organisation), E7EEEHEFRII. HEHRARES

kR 457K F (raising standards of service among its members ).

13100 ™)k 53 A

WK R HRAT
H #iZ41437F 35 EEH

2. MICE industry is one of the fastest growing segments within the tourism industry

generating millions in revenues for cities and countries.
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B SRR P R REBARK — AN 53, BERE LR 2SN TR 2 0 [ 7 SRR
BT E .

R SWEBHEVENRBERRT —MAT L, AR AZRE &R 3O 7 bR
R EHMRRRTE R “2RL”. EEREF L, SRIWEHEE S MICE
industry, &% &1 (meetings) (FEIBA R MANEI). ZENHRHF (incentive tour) .
K2 (conference, ¥ B h S M A KA LR &) FE KL (exhibition F
exposition). J&i& Meetings, Incentive Tours, Conventions 5% Exhibitions [ & & {14
HHME T MICE.

3. ICCA, FAk&E54 4, £ 2 International Congress and Convention
Association, /& HATEFSBUTEAZ TS, BIET 1963 4, SEAL TH7 =BT
FifY, fERVENE. REMFFRAIrEL, DHHH 80 MEZKH 800 X445, HH
P ICCA A H 16 2K, W1, LE#EEFMTO. IR EFSNHO0%. T EEBHIX
A 3 K. ICCA fENERrN SRS, HERRELAXRHFHIIEEBRES), XK
ERRUMERRMRW, P REDBR T EEE, AW 3R e RS R
Rk, BASW. BREXLRIL (MICE) /K. ICCA RAEMHE ARG
B EBFRNARE MMETE, ARARMIT RS RSN Eir i EHE
MALEHERF ICCA BUA; REEFRBTTENIEE, BEMHRE. BRI R
ik AR GRENSHIS, EEPRMBE R, B PTFRa AT EGE.

4. USA and Europe dominate in the MICE business, with Vienna ranking first in the meeting
industry followed by Singapore and Barcelona in the second and third place respectively.
B REMKMES RS 3 E UL, AV HEZHFE—, M,
=L 53 AR HT AN IR F R
fERE: AR A “with + 448 +IRAESM A7 M OB O A% 450, FLSTH followed by...
R L ARIEHCRTE.

5. Time constraints, security and environmental concerns are high in North Americans’ agenda.
B e A EA AR 2 2RI ) B
flRE: agenda B “WHHRE” MEME, WREMEHFHKIIEXFELDRNIE, HHE
EHZEM. EATLLBE on the top of the agenda.

6. Within Asia, China is showing an increasing demand for incentives and Vietnam is
predicted to be a strong competitor for Singapore in the near future. ‘

B WM, E R RBIIRE T KB E BT, BREEANZ B AR R A BT N
A NI TEFRTTF.
fi#%%: an increasing demand for...[IR AR “Xf----MIFRBRMA”. B, HE
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demand R VE: WRUFEANIEBEKEE, in demand for J5HIERFEY (S5 );
WHRERTEEY) (B KUt, be in big demand I AN IXFP= T RKE K.

7. To encourage Middle Eastern and other business travelers to stage their business events in

Singapore, the Singapore Exhibition & Convention Bureau—a group of the Singapore
Tourism Board (STB), has launched a new set of initiatives to help drive the growth,
volume and caliber of business events staged in the country.

B T SR AR AN A B 45 RAT B RTINS A AR SE S, B R GRm
BRI RE—AI1) WA T —RFIERE RSk (e 28T N3 i 5 iE sh R R -

fi#®E: the Singapore Tourism Board (STB) 5444 the Singapore Tourist Promotion
Board, 1964 FIF#HIEE, &—ABFEHESIME AP SR 2 — iR % ]
Bl AN EARE] A, ARG | EEX 7 D B mti = b ity 8 %%

FEG AR BT AN A A B AR 1 2 07 B i ARAR 7] R B A% . 1997 48, FFAREAILA
The Singapore Tourism Board (STB).

8. New technology tools are being launched in MICE exhibitions around the world to help

buyers or meeting planners to do their job in more effective way.

B AW HRETFBAE SRS RIES P RAMEMH, UHBZE M BURRI#H

BRI T,
fi#®E: meeting planners 2R RIA .

Part Three: Workshop Activities -

Section A: Exercises for Text Input

I. Answer the following questions:

1. What does MICE stand for?

2. What is the difference between a congress and a conference?

3. Please list the trends that will affect the MICE industry.

4. Please name some of the main meeting and exhibition organizations in the world.

II. Translate the following into English:

1. WA TR T AT —BURARE ST A R &

2. AR WRIBAEE ARG AN ESSART REEHERRS MBS,
3. MR EN. 5 NG ERAEKSNEAFTEBR.

4. FERRFEATIEF, SRISKKRIR. HERE st E K 0l E A -
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5. QAT — B2t SR E AR 7 3 AL K.

6. LRI R A MARTL T AT L5 R AR TE SR Wb 35k RO A Yo A AR AT A
7. B INBBUR SR EAR 2 1 SR Sah o 2 R0 oAt 3 77 R 95 N 03 B AT 7 505 30

8. AT WHBMMAIE, REAFETERESVARUSVFRT RN

II1. Decide whether the following statements are true or false:
1. IAPCO functions as a dictionary for meeting industry.

. Frequently meetings are held on an ad hoc basis.

. Conferences are usually smaller than congresses in scale.

. An international meeting is one that is beld in a foreign country.

wn b WD

. Since the total number of meetings planned, proposal activities, the number of attendees per
meeting/event and expenditures per meeting/event are all likely to increase, client-side
planners expect to receive a large share of their organizations’ budgets.

6. In Europe, more meetings and events will be held and the meetings budget is unavoidably

getting bigger and bigger.

7. The cost of holding a meeting in Europe and its ROIs are higher than that in North America.

8. When business executives are hungry, they prefer to choose to attend e-conferences.

9. Technology, while facilitating the meetings and events organizers, exhibitors and planners,

will never replace the face to face meetings.

10. Where there is a meeting being held, carbon emissions are vey high.

Section B: Enhancement Performance
IV. Cloze: Choose the best answer from A, B, C, D to fill in the blanks in the following
passage.

A meeting is a conference, workshop, seminar or other __ 1 _ designed to bring people
together for the purpose of exchanging information. Meetings do not include exhibits. An _ 2 is
“an event designed to bring together providers of products, equipment and services in an
environment in which they can demonstrate their products and services to a group of attendees
at a convention or trade show.” When meetings are combined with expositions, the event is
called a convention.

Historically, the meetings, conventions and expositions industry has mirrored the changes

in the overall __ 3 industry. As the hospitality industry saw great increase in expenditures,
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meetings, conventions and expositions experienced great growth as well.

With the many changes the hospitality industry has undergone in the past years, the
importance of meetings, conventions and expositions has become more recognized. The need to
communicate with one another face to face has beenthe _ 4  behind the growth of this industry.

There are four major _ 5  of the conventions industry: planners and the groups
they _ 6 , host facilities, services and exhibitors. Planners are individuals or groups that
plan meetings, conventions and expositions. Planners fall into a number of categories.
There are corporate meeting planners who work exclusively for a corporation, association meeting
planners who were exclusively for an association, or _ 7  meeting planners who _ 8 out their
services to both associations and corporations. Association management companies as well as
travel agencies are also becoming more active in planning meetings, conventions and
expositions.

Services refer to all those individuals and organizations that provide support for the
meetings, conventions and expositions __9  of the industry. Service suppliers include, but
are not limited to, ground handlers, destination management companies, entertainers,
decorators, transportation companies, attractions and tour guide companies.

Exhibitors are financially intertwined with all segments of the meetings, conventions and
expositions industry. They provide much of the __10 _ needed for planners to hold meetings,

conventions and expositions.

1. A. item B. form C. event D. occasion

2. A. exhibit B. exhibition C. emporium D. exposition

3. A. hospitality B. tourist C. meeting D. travel

4. A. driving force B. decisive role C. dominant factor D. contributing part
5. A. forms B. components C. companies D. corporations

6. A. cooperate B. belong to C. represent D. contact

7. A. individual B. eligible C. available D. independent

8. A. conduct B. carry C. contract D. work

9. A. segment B. section C. part D. party

10. A. income B. revenue C. earnings D. taxes

V. Translate the following into Chinese:
For a decade researchers have highlighted the fact that MICE (Meetings, Incentives,



