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been matched (or rather mismatched) with a mentor as a part of the
company's orientation and assimilation program.  The "mentor" not
only did not support him, he seemed to intentionally create situations
where he could embarrass the young man.  This included putting his
mistakes or lack of knowledge in "public view" at staff meetings.
Without support, the employee was considering leaving to find another
employer.

In this case, the employer was at fault for not knowing or not caring
how to effectively match up and monitor the progress of mentoring
teams.  Unfortunately, some companies will pair up a team arbitrarily.
They will team someone who has been with the department or company
for a long time with a new employee, giving neither guidelines nor
support, and call this their mentoring program.
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