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Unit1 A Brief Introduction to
the MICE Industry

Learning Objectives

In this unit you are going to know:

e The generally accepted definitions of meetings, conventions, and exhibitions
e The vocabulary and key phrases commonly used in this industry

Warming-up Questions

e What is a meeting?

e Can you give some examples that are “meetings?”

e What can be achieved by attending a meeting?

e Have you ever attended any conventions, symposia, forums and seminars? Can you
tell the difference between those gatherings?

Text A

Sharpen Your Vocabulary in the MICE Industry

According to a recent UNWTO report on the Meetings, Incentives, Conventions
and Exhibitions industry, the MICE industry or “The Meetings Industry” is one of the
key drivers of tourism destination deyelopment and an important generator of income,
employment and foreign investment. Beyond economic benefits, the MICE industry
presents opportunities for knowledge sharing, networking and capacity building,
making it an important driver for intellectual development and regional cooperation.

The Manual of Congress Terminology, published by the International Association
of Professional Congress Organizers (IAPCO)® gives specific definition to each term
in the acronym MICE as follows:

@ http://www.iccaworld.com/aeps/aeitem.cfm?aeid=29
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Meeting:

General term indicating the coming together of a number of people in one place,
to confer or carry out a particular activity. Frequency can be on an ad hoc basis or
according to a set pattern, as for instance annual general meetings, committee
meetings, etc.

Incentive Travel:

A travel reward given by companies to employees to stimulate productivity. Also
known as an incentive trip; sometimes simply incentive.

Convention

Gathering of delegates, representatives, and members of a membership or industry
organization convened for a common purpose. Common features include educational
sessions, committee meetings, social functions, and meetings to conduct the
governance business of the organization. Conventions are typically recurring events
with specific, established timing.

Exhibition:

(1) An event at which the primary activity of the attendees is to visit exhibits on
the show floor. These events focus primarily on business-to-business (B2B)
relationships. (2) A display of products or promotional material for the purposes of
public relations, sales and/or marketing. Same as Exposition or Trade Show.

According to ICCA, the International Congress and Convention Association, 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.

Those distinctions are not only a matter of terminology. Every type of meeting has
its own purpose, format, requirements, timetables, and characteristics. In their book,
Krugman and Wright analyze several meeting types according to their objectives and
parameters.

1. Purpose. A meeting may be held to inform, organize, debate, motivate, educate,
communicate, or reach a decision. There is a similarity of purpose among a congress, a
forum, and a symposium, which seeks to inform, communicate, and provide
opportunities to debate issues. A conference is useful to inform and reach decisions,
whereas a convention may be called to organize, inform, motivate, communicate,
debate, and vote. The purpose of a seminar is to inform and educate. These distinctions
are important because they influence timetables, room setups, speaker selection, and.
many other program decisions.

2. Number of Participants. Conferences, forums, and seminars usually are
attended by a few dozen, whereas congresses and conventions have a large number of
delegates. A symposium may have a large or relatively small attendance. Though these

.4'



Unit 1 A Brief Introduction to the MICE Industry

are subjective terms, one would not refer to a meeting of fewer than 100 persons as a
congress.

3. Frequency. A convention usually is held annually, whereas a congress may be

held annually, biannually, or on an ad hoc basis. A symposium also is held periodically,
but conferences, forums, and seminars have no established frequency. They are called
as needed or when deemed advisable.

4. Duration. Conferences normally last one day or more. Seminars can cover
anywhere from one to six days. Symposia and conventions tend to last three to four
days, and congresses may be three to five days, depending on the location and the
topics to be covered.

5. Organization Timetable. There is no consensus on the time required to organize
an event. A conference could be planned in as little as a few weeks. A forum or seminar
requires two to six months. At least one year is needed for a symposium, and from one
to four years for a congress or convention.

6. Communications before the Event. Pre-meeting communication for forums and
conferences is minimal: Location, date and time, topics, speakers, and registration data
are usually adequate. Conventions use a dedicated Web site and/or a series of mailings
because program details are not included in the early information. Communications for
symposia, seminars, and congresses must be very detailed because they influence the
recipient’s decision to attend.

7. Program Dynamics. There is an essential relationship between speakérs and
attendees that, if overlooked, could result in a failure. Delegates attend a seminar,
symposium, or congress because they are interested in the subject and the speakers.
Speakers are perceived as authorities.

In most cases, a participant at such events has chosen to attend and has paid a
registration fee. Interest in the issues, a need to form one’s own opinion, and a desire to
contribute to the ultimate decision move people to attend a conference or forum.
Convention delegates, in contrast, have been called on to participate, with little or no
opportunity to influence the dates, location, duration, or program content.
Consequently, they tend to be more critical and analytical in their relationship to
speakers.

It is important to understand the characteristics of various kinds of meetings and
identify them correctly in communications, in promotional materials, and at industry
educational events. For that matter, even journalists and authors of event-related texts
should demonstrate a knowledge of the terminology in order to contribute to a better
understanding of the profession.

(Excerpted and adapted from Attp.//www.iapco.org/publications/on-line-dictionary/dictionary/ and

¢5¢
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Global Meetings and Exhibitions by Krugman C., Wright R. R.)

—~ Voecabulary

incentive /m'sentrv/ n R, A, BB

convention /kan'ven{(a)n/ n. K& J4, |l L

exhibition /eksr'bif(o)n/ n B¥; &I BES

generator /'dzenarerto/ n Xed; RASR; £75F

intellectual /mto'lektfual; -tjuol/  adj. #eiR#y; MEEAE; ZM ke

manual /manju(s)l/ n F#, B, E&éH

terminology /t3:mr'noladzi/ n. A, RiE (%)

association /asousrerf(a)n; -fi-/ n BA, BAR; BRAK, 4AH; e

professional /pra'fef(a)n(a)l/ adj. B &y; ZHKF

confer /kon'f3:/ v &£F; AT, #H

ad hoc /=d/ /hok/ adj. WeuF&HG; HAley; H16

productivity /prodak'trviti/ n £Fh; AF%

delegate /'deligat/ v ERRRR AR BK; BAR
n KAk, REH KRR

convene /kon'viin/ v BE; X%

recur /rr'’ks:/ v BAE, 2K

attendee /. zten'di:/ n BEH

exhibit /1g'zibrt; eg-/ n BY (2); BRE&; i£E

promotional /pra'moufonl/ adj. R4k ; Keite; LR

exposition /ekspa'zif(a)n/ n MiE; Y4

initiative /'nifotrv; -fa-/ n. 4T, BLRIMHH, IR

encompass /m'kampas/ v 4 A%

distinction /dr'stm(k)f(a)n/ n. EKAl; 28; KHi; £

format /'fomat/ n RX, BX, BX

parameter /pa'remits/ n B4 R¥G AE; REBEE; REAX

motivate /moutivert/ v. Rl A MR R

symposium /sim'pauziom/ n. ( Z.#: symposia) $Mititd, BEikd; ¥
ML E

participant /pa:'tisip(a)nt/ n 5%, Somk

conference /'konf(2)r(a)ns/ n. £ titd; it BE

forum /'fo:rom/ n ®IE, Wke; RN, ERE

seminar /'semma:/ n. AritEe; Aita

congress /'kongres/ n. B4 REke

.6.



Unit 1 A Brief Introduction to the MICE Industry

subjective /sab'dzektrv/
annually /'@njusli; '&njuli/
biannually /bi:an'jusli/
periodically /;prorr'pdikali/
" deem /dizm/
duration /dju'rerf(a)n/
consensus /kan'sensas/
registration /red3i'strerf(o)n/
recipient /r1'sipront/
dynamics /dar'nemiks/
ultimate /'Altrmat/
analytical /&eno'litik(a)l/

PHRASES

on an ad hoc basis
seek to

refer to ... as
contribute to *
call on

tend to

PROPER NOUNS
UNWTO

TAPCO

ICCA

adj. W&, NAH

adv. —F—K, &F

adv. HFF#

adv. EH¥; 1&R

KA, 443 £%K
HaatiE; B

—%; Rt

L EM, B BILAE, EMHE

. BEE TAE; BEE, 58
HAFE, hF

adj. Ri&Hy; RiGH; LW

adj. HH¥H), SIEG; ET oW

N8N NN

A ERMEA, REZHT
71 B

Jo oo R AE

AHT, F&

2K; ¥F; 58, 8%
e T

United Nations World Tourism Organization

IR LR

International Association of Professional Congress

Organizers B R4 L2 AREWHE
International Congress and Convention
Association B iF X £ 2234

- Reading Comprehension Tasks

Task 1 Please read the text and answer the following questions.
1. How can the MICE industry benefit the social development?
2. What is the main purpose of an incentive trip?

3. What activities may occur during a convention?

4. If you want to develop a B2B relationship and learn about the latest products in your

field, what event may be the best for you to attend?
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5. If you attend a seminar, what will you expect from this event?
Task 2 Please fill in the blanks and empty spaces in the following table according
to the parameters of meeting types mentioned in the text.

Types of meeting | congress forum |symposium| conference |convention| seminar
i t i bl .
Purpose To, Same as Same as » 1:;3““ o.orgamze To inform
L congresses | congresses inform, |54
a few T
Number of dozen, numb fl_ of
Partictpant delegates
annuall 1o e
Frequency ¥ periodically | established | annually | established
E— frequency frequency
normally
0 Not anywhere
Duration sientionad last one day | 3 to 4 days o
or more ——
Organization |[From __ to to as little as a
Timetable years months few weeks
Communications e very A dedicated
minimal ;
before the Event detailed
Program Attendees Not Not 23?%?;2
Dynamics are mentioned mentioned
A
Vocabulary Tasks
Task1 Please match the words in Column A to their respective definitions in
Column B.
Column A Column B
. . A. adj. taking place within the mind and modified by individual
incentive .
bias
intellectual B. n. a person who gets something
recur C. adj. being the last or concluding element of a series
initiative D. n. a distinguishing difference
L E. n. agreement in the judgment or opinion reached by a group
distinction
as a whole
format F. n. apositive motivational influence



