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Mexican culture is changing, however. Both government and business are 
challenging traditional business practices. The youthfulness of the workforce and 
the liberalization of the regulatory environment has given birth to a new "can do" 
spirit which is gradually permeating both society and business. Even so, old 
customs die hard. 

Honour is important. The sensitive business person deals first with the individual 
and then with the issue. For this reason, an employee should never be corrected in 
front of peers. This could cause personal damage which may be impossible to 
repair. Privacy and delicacy are much appreciated in such situations. 

Canadian business people with extensive experience in Mexico have commented 
on the reluctance of Mexicans to say no. It can take a while for the Canadian 
newcomer to understand how to interpret the "ye"s which has been given in 
response to a question. Saying that one does not have the answer is difficult for 
Mexicans; they tend to be very polite and solicitous at all times. It is better to 
provide no answer at all than to deliver bad news. Sensitivity is essential and there 
is no substitute for experience. 

Competent Spanish speakers who are well-acquainted with the interests of the 
Canadian firm are vital to any negotiations. This remains true even when the 
Mexican officials and company executives on the other side are proficient in 
English. Even if expert translation is available, language can still be a barrier to 
doing business in Mexico. It is not so much a question of rendering words exactly 
but of capturing nuances and interpreting gestures. Canadians doing business in 
Mexico should be careful to go beyond simple words to understand the spirit in 
which the transaction is being conducted. 

The selection and training of personnel to manage international partnerships is 
critical to how the firm is able to deal with associated cross-cultural issues. These 
managers must be able to: 

71 appreciate their partners' points of view; 

understand how the behaviour of the respective parties is perceived by the 
partner; 

CI express their ideas so that counterparts can easily understand both their 
intentions and the messages communicated; 

IN manage stress and ambiguity; and 

ZI sensitize themselves to the cultural background of others and adapt their 
management style as appropriate to the situation in which the partnership 
operates. 


