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Unit 1

Exhibition Services

After learning this unit, you should be able to:
* know how to provide services to exhibitors and visitors;
* know how to invite a new customer to attend an exhibition;
* distinguish the difference between types of meetings;
* get familiar with some terms in the field of exhibitions and conferences;

* know how to make a meeting plan.

@ Words and Expressions

logistical adj. of or relating to the management of labor providing and materials

Unit 1 Exhibition Services |



supplies 5 877 T 89, YR

constructor n. someone who contracts for and supervises construction (as of a
building) #iE# ; &/

eye-catching adj. seizing the attention 5| AyE H #); EIRE

carrier n. a person or firm in the business of transporting people or goods or
messages 7KiZ [

checklist n. a list of items ( names or tasks etc.) to be checked or consulted

(BXTHK) B8
@ Terms

trade show #HERE, HE

freight forwarders &£ 1%ia /) Al

value-for-money ¥ {EM; FHEH

temporary staff agencies Iifi it 9 T/E A\ R ALM
installation and dismantling labor % 3& FfI{FHI A T A
publicity arrangement & &% HE

exhibit storage /& 776

g,e Read the following passage carefully. Fill in the blanks with phrases and

expressions provided below. Make changes where necessary.

a list of a variety of furniture and facility

need and preference run smoothly specialize in

Planning and executing a trade show isn’t easy. Lacking attention to details,
organizing a trade show can quickly become a logistical nightmare. The trade show
organizers must select a time and place for the event, attract the trade show
exhibitors, and manage thousands of details in order to make the event a success.

Firstly, the organizers should provide 1. trade show services

before an exhibition. For instance, organizers can offer the exhibitors 2.

designers and constructors who 3. creating eye-

catching trade show exhibits. The rest services could be: providing official freight
forwarders, official air express companies, official carriers, value-for-money

hotels, etc. Secondly, during an exhibition, organizers could also provide services to
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make the exhibition 4. , such as temporary staff agencies,

printing services, security services, official business center, installation and
dismantling labor, mobile phone charging services, keeping cleaning, Internet

access at the fair, parking, free shuttle bus, 5. rental, publicity

arrangement, exhibit storage, etc. Finally, in order to make the trade show more
attractive, the organizers can provide additional services, such as childcare services,
especially for the exhibitors and visitors with young children. Organizers can even
supply an easy to use trade show checklist to prospective exhibitors to help simplify

their planning efforts. Exhibitors’ 6. should also be considered

when planning meals, entertainment and seating arrangements.

ga Check your answers. And repeat the passage sentence by sentence until you
learn the details by heart.

gs Answer the following questions according to the passage.

7. Why should the organizers provide quality services to the exhibitors?

8. What additional services should the organizers provide when they want to

make the trade show more attractive?

Speaking Tasks

Calling a New Customer to Attend the Exhibition

Unit 1 Exhibition Services



i Words and Expressions

prospective adj. of or concerned with or related to the future FHiHY; HKFKH

exposure n. presentation to view in an open or public areas ([ fhE/K ) B
W, B3 gain ~to HEfil |

a (high) volume of a great deal of KE R, fR%E

integral adj. constituting the undiminished entirety ¥4 i 3 & f7 00 75 B9 ; &
N

ground-level adj. that is at or nearest to the level of the ground i K]

configuration n. an arrangement of parts or elements 7 J&y; 4544

rewarding adj. providing personal satisfaction A 25 ; {H15H)
@ Terms

international convention and exhibition company [E Fr£ B /A Al
the Yellow Pages # I

maximize investment #% % i 35 & K 1k

enhance brand awareness 1 55 j i & i1

build strategic relationships % 7 i Bk £ 36 &

market share T {53 %

craft solid messages T i 7] 5 R SL A5 B

target audience(s) HAR%E /7 (&)

distinctive value 7 4 i # (B

gg Work in pairs. Practice the dialog with your partner.

Calling a New Customer to Attend the Exhibition

Dana Smith, the Sales Manager of a famous international convention and
exhibition company, is calling John Weld, the Marketing Manager of a toy company,
and invite him to attend the 23rd International Toy Exhibition to be held in London.

Miss Smith: Good afternoon. May I speak to Mr. John Weld, the Marketing
Manager of Lezhi Toys, please?

Mr. Weld: Speaking, please. Who’s that?

Miss Smith: This is Dana Smith, the Sales Manager of Kuntai International

4 BBEESHEE



Convention and Exhibition Company. I got your message from the Yellow Pages
and I'm calling to see if you are interested in the 23rd International Toy Exhibition.

Mr. Weld: We’d love to. But you know we are a medium-sized company and
have never attended any exhibitions.

Miss Smith: Never mind. If you want to maximize investment and make the
most of prospective business, an exhibition will provide a unique opportunity to gain
exposure to a high volume of potential clients.

Mr. Weld: Yes, I think so. Opportunities to contact possible customers are
important.

Miss Smith: You are right. Besides, in the exhibitions, you can enhance
brand awareness, build strategic relationships, and obtain or grow your market
share with new prospects. Of course, you can introduce your new products and
services, maintain and expand existing customer relations, develop partnerships and
alliances, among a host of other opportunities.

Mr. Weld: I see. Attending exhibitions is a good way to do advertisement. But
what are the keys to reach my trade show objectives?

Miss Smith: Crafting solid messages is an integral part of reaching trade
show objectives. Meanwhile, you can connect with your target audience(s) to com-
municate clearly the distinctive value your company brings.

Mr. Weld: When are you going to hold the exhibition?

Miss Smith: We plan to hold the exhibition in mid-July in London. We can
offer a total of more than 80, 000 square meters of exhibition space.

Mr. Weld: Well, can you tell us more details?

Miss Smith: Sure. There are 15 ground-level exhibition halls, and flexible
separation and combination of the halls are available on demand to meet various con-
figuration needs.

Mr. Weld: Sounds good. Thank you so much. It sounds so rewarding to
attend your exhibition. I will discuss with my boss and call you later.

Miss Smith: OK. We’re looking forward to your calling! Goodbye.

53 Repeat the dialog and decide whether the statements are true or false. If it is
T true, put “T” in the space provided or “F” if it is false.

9. This is the first time for Lezhi Toys to attend the large-scale International

Unit 1 Exhibition Services
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Exhibition.

10. There are many advantages attending exhibitions, such as making the
most of investment, enhancing brand awareness, and getting a great number of clients
as many as possible.

11. Lezhi Toys has decided to take part in the International Exhibition.

gs Work with your partner to create your own dialog.

Reading Passage A

Types of Meetings, Conventions and Expositions

Meetings

1 Meetings are conferences, workshops, seminars, or other events designed
to bring people together for the purpose of exchanging information. Meetings can
take any one of the following forms:

® Clinic: A workshop-type educational experience in which attendees learn
by doing. A clinic usually involves small groups interacting with each other on
an individual basis.

e Forum: An assembly for the discussion of common concerns. Usually
experts in a given field take opposite sides of an issue in a panel discussion,
with liberal opportunity for audience participation.

® Seminar: A lecture and a dialog that allow participants to share

6 WBEHEE



experiences in a particular field. A seminar is guided by an expert discussion
leader, and usually 30 or fewer persons participate.

® Symposium: An event at which a particular subject is discussed by
experts and opinions are gathered.

® Workshop: A small group led by a facilitator or trainer. It generally
includes exercises to enhance skills or develop knowledge in a specific topic.

2 The reason for having a meeting can range from the presentation of a
new sales plan to a total quality management workshop. The purpose of meetings
is to affect behavior. For example, as a result of attending a meeting, a person
should know or be able to do certain things. Some outcomes are very specific;
others may be less so. For instance, if a meeting were called to brainstorm new
ideas, the outcome might be less concrete than for other types of meetings. The
number of people attending a meeting can vary. Successful meeting require a great
deal of careful planning and organization. In a major convention city, convention
delegates spend approximately $423 per day, almost twice that of vacation
travelers.

3 Meetings are set up according to the wishes of the client. The three main
types of meeting setups are theater style, classroom style, and boardroom style.

® Theater style generally is intended for a large audience that does not need
to make a lot of notes or refer to documents. This style usually consists of a raised
platform and a lectern from which a presenter addresses the audience.

® Classroom setups are used when the meeting format is more instructional
and participants need to take detailed notes or refer to documents. A workshop-
type meeting often uses this format.

® Boardroom setups are made for a small number of people. The meeting

takes place around one block rectangular table.

Association Meetings

4  Every year, there are thousands of association meetings that spend
millions of dollars sponsoring many types of meetings, including regional, special
interest, education, and board meetings. When choosing a location, the
association meeting planner considers the destination’s availability of hotel and

facilities, ease of transportation, distance from attendees, transportation costs,
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and food and beverage. Members attend association meetings voluntarily, so the
hotel should work with meeting planners to make the destination seem as appealing
as possible.

Conventions and Expositions'"

5 Conventions are generally larger meetings that include some form of
exposition or trade show. A number of associations have one or more conventions
per year. These conventions raise a large part of the association’s budget. A
typical convention follows a format like this:

® Welcome/registration

® Introduction of president

® President’s welcome speech, opening the convention

e First keynote address by a featured speaker

® Exposition booths open ( equipment manufacturers and trade suppliers)

® Several workshops or presentations on specific topics

e Luncheon

® More workshops and presentations

e Demonstrations of special topics (e. g., culinary arts for a hospitality
convention)

e Vendors’ private receptions

® Dinner

e Convention center closes

Types of meetings

6 There are different types of meetings and purposes for having a meeting.
There are annual meetings'”’, meetings held by private or public companies or
board and committees, there are fund-raisers, and there are professional and
technical meetings. Popular types of meetings include:

7 Annual Meetings Annual meetings are meetings that are generally held
every year by corporations or associations to inform their members of previous and
future activities. In organizations run by volunteers or a paid committee, the
annual meeting is generally forum for the election of officers or representative for

the organization.

8 mBESEE



8 Board, Committee Meetings, Seminars and Workshops, Professional
and Technical Meetings Board meetings for corporations must be held annually
and most corporations hold meetings monthly or four times a year. Of course, not
all are held in hotels, but some are, and that bring in additional revenue.
Committee meetings are generally held at the place of business and are occasionally
held in hotels. Seminars are frequently held in hotels as are workshops and
technical meetings. To meet these needs, hotels and convention centers have
convention and meeting managers who go over the requirements and prepare
proposals and event orders and budgets.

9 Social, Military, Educational, Religious, and Fraternal Groups
(SMERF) " Often these groups are price conscious, due to the fact that the
majority of the functions sponsored by these organizations are paid for by the
individual, and sometimes the fees are not tax deductible. However, SMERF
groups are flexible to ensure that their spending falls within the limits of their
budgets; they are a good filler business during off-peak times—meaning they
frequently bring hotels business during otherwise quiet times.

10 Incentive Meetings'*' The incentive market of MICE" continues to
experience rapid growth as meeting planners and travel agents organize corporate
incentive travel programs to reward employees for reaching specific targets.
Incentive trips generally vary from three to six days in length and can range from a
moderate trip to an extremely lavish vacation for the employee and his or her
partner. The most popular destination for incentive trips is Europe, followed
closely by the Caribbean, Hawaii, Florida, California. Because incentive travel
serves as the reward for the unique subset of corporate group business,
participants must perceive the destination and the hotel as something special.
Climate, recreational facilities, and sightseeing opportunities are high on an

incentive meeting planner’s list of attributes to look for.
i Words and Expressions

seminar n. any meeting for an exchange of ideas Hff i} 4>
for the purpose of in order to &y T «+++:- (B HH)
workshop n. an occasion when a group of people meet and work together in

order to share and develop ideas about a particular subject or activity % i

Unit 1 Exhibition Services
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attendee n. a person who is present and participates in a meeting H & &

interact with gain mutual effect i EA/ER, BEMHE S

forum n. a public meeting or assembly for open discussion i°}i£<r; 15

in a given field in a certain field 7F - — 435

symposium n. a conference for the presentation of scientific or scholarly
research papers g4 ; THEMRES

facilitator n. someone who makes progress easier #§ B ; #E#H#H

range from ... to ... vary from ... to ... P eeee Bl eveeeey PAoveees I/ RETRTE
i

brainstorm new ideas pool the wisdom of the masses 2 &~

concrete adj. definite; positive BEH, BAFAAY, #AE M

approximately adv. nearly; about ¥T{bl, K%

be intended for mean EFg; H------ HEH

lectern n. desk or stand with a slanted top used to hold a text at the proper
height for a lecturer £ &

3

instructional adj. of or relating to or used in instruction $§ %), HEFH
rectangular adj. having four right angles SEJE /), KHEH

sponsor v. assume responsibility for or leadership of A& i ; #Bh; {BiX
exposition n. exhibition of goods, etc. B¥ &, 4

keynote n. the principal theme in a speech &

featured adj. made a feature or highlight; given prominence {E 4% ) ;

booth n. a tent or small building where goods are sold or games are played

B, A

luncheon n. a midday meal % ; ERXHFE

demonstration n. a show or display; the act of presenting sth. to sight or
view /N0 ; ik

culinary adj. of or relating to or used in cooking &f 55 #); = 1H K

vendor n. someone who promotes or exchanges goods or services for money
BB/l IR, L2775 MR

fund-raiser n. a social function that is held for the purpose of raising money

HBE, HBEEYS
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