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A conversation  
could change a life



A study into mental health in the workplace found 
about one third of corporate Australia is suffering 
depression, anxiety or high levels of stress, yet fewer 
than half (47 per cent) were comfortable disclosing  
a mental health condition to a manager.

The pages of this issue are filled with stories of 
people and organisations who work tirelessly to 
take the shame out of mental health and bring the 
conversation to the forefront of our personal and 
professional lives.

A problem shared is a problem halved: simple in 
theory, harder in practice. The suicide prevention 
charity, R U OK? recognises that connecting takes 
courage, and inspires and empowers people to  
share problems through conversations. We hear  
how businesses are embracing R U OK? to make 
Australian workplaces a place of support not stigma. 

Patrick Johnson tells Ben & Co. how Suit Shop is 
helping boost men’s confidence through clothes 
made for comfort, and UBS’ Georgina Mattick  
shares how the company is leading the charge  
in a changing mental health landscape.

From leading the charge to charging down, Ben & Co. 
investigates the effect of digital maximalism on our 
lives. For the first time in history, we can fill every 
flat moment to be continuously distracted from our 
thoughts. Craving a bit of solitude? Practice digital 
minimalism with our simple steps.

Or, get a pet. Ben & Co. investigates the impact of 
animals in the workplace, revealing that working 
groups perform better when dogs are present. 

From healthy mind to healthy body, Chifley retailers 
put a smile on our face with their best superfoods. 

Meanwhile, Chifley is supporting its tenants on the 
journey to mental and physical wellbeing with the 
opening of its new Chifley Lifestyle facility and state-
of-the-art SOMA Collection gym.

If you have feedback or would like to  
get in touch, we’d love to hear from you.

editor@benandco.com.au
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Mind
Cloud Hidden – Tea gives us space to 
re-connect to our place in the world. 
Cloud Hidden seeks to return us back 
to that place by sourcing tea that’s 
grown with respect and allowing 
people the opportunity to experience 
a tea ceremony, as well as teaching 
traditional tea ceremony skills. 
Based in Byron Bay, with travelling 
workshops around the country, Cloud 
Hidden offers the chance to experience 
the meditative nature of tea-making 
and sharing.  

cloudhidden.com.au

Soul
Eym. Candles – When candle fanatic 
and Eym founder, Poppy Wall read an 
article explaining the negative effects 
of synthetic candles (which most 
leading brands are) and the level of 
toxins released when they are burnt, 
she set out to create 100% natural, 
chemical free candles that are as  
pure in aesthetic as they are in 
ingredients. Eym was born, offering 
the purest candles possible using 
only soy wax, cotton wicks and 
essential oils – all carefully selected 
for therapeutic benefits. 

eymnaturals.com

Heart 
The School of Life – With work- 
shops such as How to Enjoy Life,  
How to Find Love and How to be 
Serene, The School of Life addresses 
all matters of the heart and mind. 
Focused on developing emotional 
intelligence, book a class to experi-
ence a more fulfilled life or simply to 
discover new ideas that will exercise, 
stimulate and expand your mind.  
For matters of business, there are 
classes to help identify your career 
potential and find a fulfilling job. 
Something for everyone! 

theschooloflife.com

Body
Modern Fertility – Understanding 
your fertility early can help you plan 
ahead. Modern Fertility makes it 
easy with a comprehensive fertility 
hormone home test. Fertility doctors 
review your test and will create a plan 
if results look abnormal – physician 
expertise without the price.  
Grown Alchemist – Through the 
understanding of cellular renewal  
and nutrient metabolisation,  
Grown Alchemist’s Australian-made, 
scientifically-innovative formulas can 
influence the way the body repairs  
and regenerates the skin. Available to 
all Chifley tenants at Chifley Lifestyle.
 
modernfertility.com 
grownalchemist.com

Editor’s Choice

Eym. Candles

Modern Fertility

The School of Life

Grown Alchemist

Cloud Hidden
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↑ SOMA Collection’s co-
founders Simon Anderson 
and Franco Atashi, with 
host Zoe Diamond. 

SOMA Collection needed a special location to bring its 
founders’ vision to life. After two years of searching, 
Franco Atashi and Simon Anderson found Chifley, 
which has enabled them to deliver the concept of 
what professional fitness and wellness should be in 
a luxurious, timeless environment. “SOMA Collection 
is more than a gym”, says Simon. “It’s a community 
where like-minded successful people who respect 
themselves can reward themselves, which is critical in 
today’s increasingly chaotic lifestyle. The only way to 
offer something different is to break away from main-
stream trends and focus on what matters – the client.”  

When it comes to health and fitness, one size 
doesn’t fit all. While high street gyms cater to the 
mass market, a holistic approach to wellbeing for the 
individual is hard to find. Until now. SOMA Collection 
integrates disciplines that challenge current health and 

wellbeing trends, offering bespoke fitness solutions 
for every member in a space that feels more luxurious 
members club than high street gym. 

“The SOMA Collection experience is like travelling 
first class: service, quality and care is what defines 
us”, says Franco, who spent much of his youth and 
early adulthood competing in national-level martial 
arts. “Every body and mind is different, so creating a 
bespoke fitness program for the individual shouldn’t 
be the exception, it should be the rule. We offer care 
throughout that journey, empowering our members 
to redefine, recharge and relax.” 

Franco and Simon have over 30 years of expe-
rience in fitness between them. As established and 
revered personal trainers, they understand their 
clients’ needs and the role health and wellness can 
play in enhancing their professional careers. “There is 

Above and Beyond
Chifley’s new state-of-the-art health and 

wellbeing destination can take you to where 
you want to be in body and mind.

NEIGHBOURHOOD 4



an increasing number of successful, time-poor clients 
who are not receiving the quality and care they expect 
and deserve”, explains Simon, who has trained some 
of Sydney’s leading CEOs, executives and partners in 
companies such as NAB and Deloitte. “That’s why we’ve 
set up SOMA Collection – it’s a health and wellbeing 
destination that puts clients first. The best for the best.”

To achieve the level of sophistication required, 
Franco and Simon worked with interior design studio, 
Giant Design. “When we deconstructed the guys’ brief, 
we quickly realised it was all about building relation-
ships in a place that feels exclusive”, says Ed Kenny, 
Founding Director of Giant. “Every aspect of the int- 
erior design aims to encourage social interaction. The 
tiered seating becomes a place to wait for a class but 
also to gather for information sessions, recharge your 
phone or meet friends. It really puts the ‘club’ back 
into fitness club.” 

SOMA Collection has four key offerings – Social, 
Strength, Studio and Spa. Strength offers the combina-
tion of personal training, free weights, circuit training 
and premium equipment and machines, while Studio 
includes Pilates, yoga and fitness classes. Treatment 

rooms will offer bespoke massage, physiotherapy, well-
being and beauty, and an infrared sauna to clear toxins, 
decrease inflammation, soothe muscles and increase 
your overall energy. A concierge service, breakout 
areas, snack bars, exclusive events and an education 
calendar, all add a social spin to this holistic offering. 

SOMA Collection will be hosted by ex-Soho 
House membership lead, Zoe Diamond, and its team 
of experienced trainers will include both Franco and 
Simon, as well as Anton Solopov, an ex-world champion 
boxer, who will be the new boxing coach. “Our team 
shares our values”, says Franco. “We are your challenger 
and your confidante and through the utmost care, we 
empower our clients.”

EXCLUSIVE INTRODUCTORY OFFER 
20% off business class memberships and complimen-
tary welcome pack for Chifley residents.  
Join before 30/9/2019. 

SOMA Collection 
Ground, Chifley

↓ SOMA Collection’s Yoga, 
Pilates and Barre studio.

 “Every body and mind is different, so creating a bespoke 
fitness program for the individual shouldn’t be the exception,  

it should be the rule.”
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Our increasingly active lifestyles and desire to strike 
a healthy work-life balance has led many Australians 
to rely on end of trip facilities at their workplace. The 
EOT concept is soaring to new heights to embrace 
wellness as a whole, and Chifley is flying high after 
its recent $6.5 million investment in customer service 
and wellness. 

Think ‘end of trip’ and it conjures images of 
basement car parks (for cyclists), dingy showers and 
smelly sports kits. Chifley Lifestyle is the antithesis 
of the traditional sports changing room, feeling more 
like an exclusive day spa that delivers wellness, as 
well as convenience. 

“Perceptions of what end of trip is have changed 
significantly over the last ten years,” says Rob Wors-
ley, Chifley General Manager. “Cyclists are no longer 
the focus, as customers are now using the facility 
throughout the day for anything from changing after 
exercise, to blow drying hair or changing into evening 
wear. The term ‘end of trip’ no longer seems relevant.”  

“It had to be beautiful,” adds Worsley, who created 
the brief based on customer feedback. “Chifley’s Man-
hattan-style architecture is distinctive in the Sydney 
skyline. It was important to be true to that architectural 
intent, but in a contemporary way.” 

Architects Gray Puksand responded to the brief 
with luxurious, exquisitely detailed amenities using 
opulent materials and considered lighting. By carefully 
considering every aspect of the users’ needs, they have 
created a place that sustains active bodies, busy lives 
and a healthy work-life balance. 

“Ultimately, we wanted to achieve something we 
call “Luxurious Convenience”, in a space that provides 
a prestigious members club experience,” says Anna 

Breheny, Director of Interior Design at Gray Puksand. 
The spaces gleam with polished stone, brass detailing 
and glass screens, inspired by Chifley’s Art Deco her-
itage and its atrium dome. “Chifley Lifestyle offers a 
seven-star service, synonymous with the exceptional 
quality and reputation of the Chifley brand. This flows 
through every aspect of the new facility, including a 
personalised laundry service, which is free to Exec-
utive users.” 

Having previously worked on similar landmark 
projects, such as Melbourne’s prestigious 101 Collins 
Street, Gray Puksand has been instrumental in redefining 
what a modern, Australian lifestyle facility looks like. 
Working collaboratively with Chifley, they challenged 
each other to ensure that every aspect is optimised 
with the customer experience in mind. “Every design 
detail has been customised to create an environment 
that fully satisfies the users’ requirements”, Breheny 
continues. “From speed showers and hanging vanity 
stations with top and front lighting to eliminate 

A Chifley  
Lifestyle

Chifley’s decadent 
new lifestyle facility 
combines world-class 
design and luxury 
materials to inspire 
new levels of health 
and wellbeing for  
its tenants. 

← Chifley Lifestyle offers 
seven-star service, 
synonymous with the 
exceptional quality  
and reputation of the 
Chifley brand.

↗ Once the doors close 
behind you, the volume 
is turned down, you feel 
completely disconnected 
from the outside world.
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shadowing, to clever biophilic lighting that simulates 
natural daylight in the underground space.”

As a society, we now understand more about 
wellness and the confluence of mind and body for 
holistic health. Andrea Brown, Head of Knight Frank’s 
Project Management & Building Consultancy says, “The 
demand for an exceptional workplace now includes 
the need to consider the health and wellbeing of the 
employees, forming part of a broader shift to improve 
productivity, drive innovation and retain the best and 
brightest talent. For Chifley’s tenants, this means their 
business also thrives.” 

Uptake of Chifley Lifestyle has been enthusiatic, with 
usage doubling in the two months since opening. 
Worsley considers Chifley Lifestyle as a metaphor 
for modern Australian business. It’s a lifestyle and 
product model which is now being exported globally 
by architects such as Gray Puksand. “This facility is 
the best of its kind in Australia” he says. “The result 
is exceptional.” 

Chifley Lifestyle 
P1, Chifley

← Hanging vanity station 
mirrors have been designed 
with lighting from above 
and to the front, eliminating 
shadowing to the face.

↓ The spaces gleam with 
beautiful polished stone, 
brass detailing and glass 
screens inspired by the 
dome in the lobby space 
atrium.

→ Clever biophilic lighting 
simulates natural daylight  
in this underground space.

NEIGHBOURHOOD 8



 “The demand for an exceptional workplace now includes  
the need to consider the health and wellbeing of the employees, 

forming part of a broader shift to improve productivity, drive 
innovation and retain the best and brightest talent.”
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More than 
a suit

Is a suit just a suit?
We think that dressing has an immense power to 
influence somebody’s confidence, comfort and the 
way they view themselves. 

In what ways have you seen suits transform men? 
Confidence, certainly. We aim for the garment being 
an extension of the wearer and this comfort and ease 
of wear has a multitude of positive effects. It’s one 
less thing for them to think about. 

Can you give us any stories you remember  
particularly well? 
We often see it with grooms, that we’re able to shift 
the way they think about dressing. These are often 
guys who, outside the wedding setting, aren’t consid-
ering dressing this way as an option or a possibility in 
life, and after their wedding suit we see them come 
back as they felt inspired and confident, and we were 
able to remove the fear of the process. That’s always 
great to see. 

When it comes to meeting, measuring up and 
handing over a new suit, what’s your favourite part 
of the process? 
The relationships we can build, being able to really 
understand someone’s needs and getting it right for 
them in the end. 

How does Suit Shop cater to different body types?
We aim to take away the intimidation of what it can 
mean to see a tailor. It’s not stuffy – it’s about the 
best result and making the client feel great no matter 
their body type. There are no exceptions, just as there 
isn’t one body type that looks best in a suit; it’s about 
learning how to dress and that’s different for everyone.
 
Personally, how do clothes make you feel?
When they are right, comfortable and happy. 

‘Enclothed cognition’ is the effects of clothing on 
cognitive process – in your experience, how much 
are our thought processes based on our physical 
experiences, including the clothes we wear? 
Hugely – comfort can’t be under-rated in someone’s 
sense of wellbeing. Not being able to bend freely and 
feeling restricted can be very distracting. Similarly, 
some clients can’t stand to feel a tag scratching or 
feeling something on their waist. Comfort is the most 
important thing. 

What would you say to someone who lacks confi-
dence when it comes to suiting? 
It’s about trying to change their point of view of what 
a suit is. Suits aren’t always the answer, it’s more how 
to dress. A suit might be part of that picture as long 
as it’s approached in the right way with a view to 
comfort and a sense of elegance. 

Suit Shop 
Upper Ground, Chifley

Suit Shop’s Patrick Johnson talks to  
Ben & Co. about the effect of clothing on 
men’s mental health. 

NEIGHBOURHOOD 10



The World Health Organisation defines mental health 
as a state in which every individual realises his or her 
own potential, can cope with the normal stresses of 
life, can work productively and fruitfully, and is able 
to make a contribution to her or his community.

From a workplace perspective, businesses are 
only beginning to understand that the daily pressures 
of working life are a growing burden on mental health, 
and while people continue to increase the time spent 
in the workplace, the pressures on individuals will 
only increase. 

Thankfully, corporate wellbeing is finally gaining 
traction as a key to successful business outcomes and 
this trend will naturally lead to a focus on what can 
be done now and in the future to support a positive 
mental health environment.

Any corporate occupier that has moved office in 
the last decade, will have gained an insight into the 
growing focus on amenity and wellness across major 
commercial buildings in Australia. 

Amenity is at the heart of the physical response 
to human needs and by definition, considers the 
presence and support of pleasantness and delight. 
Doesn’t sound like an office, does it?

So far, the story of demand and response has 
predominantly been one of physical amenity, with the 
appearance of end of trip facilities, gyms and exercise 
studios becoming an expected provision in any high 
quality building. 

As with any new trend, it is fundamentally driven 
by occupier demands and the physical response is 
what we see when the hoarding comes down after 
a period of construction, complete with Dyson hair 
dryers and the fluffiest of towels. 

However, a recent Knight Frank survey of over 100 
global corporate occupiers, reveals a seismic shift in 
future demand towards amenity that supports learning, 
health, sanctuary and human interaction. 

The reason is simple. An amenity provision that 

caters far more to the emotional and mental wellbeing 
of people, is becoming critical in a world where we 
now spend on average one third of our lives at work.

Looking through the lens of financial cost, PwC 
has previously estimated that mental health absentee-
ism costs Australian businesses $4.7 billion each year, 
whilst presenteeism (where people are less productive 
due to mental health reasons) is estimated to cost 
Australian business $6.1 billion each year.

Learning
In an increasingly disrupted labour market, the impact 
of industry change can be swift and severe on a per-
son’s mental health, opening the door to anxiety and 
depression. Learning and upskilling however, allow for 
ongoing personal development and empowerment of 
people, helping them to be more resilient in the event 
of major change. 

Common auditorium spaces are the physical re-
sponse to this demand and allow for life-long learning 
environments to exist and flourish. 

Health
With up to five generations of workers occupying any 
one office and with a blurring of the lines between 
professional and personal life, it is unsurprising that 
demand is growing for on-demand health services to 
be incorporated into buildings and workplaces. 

Large corporate occupiers are starting to include 
these provisions as part of their suite of in-house 
services on offer to employees, while a number of 
boutique operators are already active in the Australian 
market, creating the right mix of health services for 
the workforce of major corporate institutions.

Sanctuary
The progress in new technology within the workplace 
has led to people suffering from “info-toxication”, a 
situation where so much information is received on a 

daily basis that it simply cannot be processed or actioned. 
This has been a key driver behind the increase in work 
related stress, but will also create more demand for 
different amenities as people desperately seek focus 
space in the world of disruptive tech. 

Quiet rooms or zones where no phones are 
permitted are becoming a more common feature of 
buildings and tenancies, and will continue to grow 
as a trend in a world where an average of 120 emails 
are received each day – that’s one every four minutes.

An original response was the growth of well-
ness, meditation and prayer rooms however as the 
importance of escaping the daily stresses of work 
life increase, there are already much more sizeable 
portions of corporate tenancies being set aside as 
sanctuary spaces, where relaxation and even sleep 
are the tools at hand to regain our mental balance. 

Human Interaction
Despite the ability to work in ever more remote locations 
due to the advancement of technology, the importance 
of social interaction is increasingly acknowledged as 
key to an organisational success. 

Workplaces are therefore increasingly being 
designed to cater for those people who can operate 
remotely, but sporadically arrive for face-to-face in-
teraction with colleagues.

This trend has most visibly played out in work-
places and buildings dedicating huge swathes of 
footprint not just to desk space, but to spaces where 
people can meet. 

Human interaction has a huge and central sig-
nificance in every great historical culture, from the 
Aboriginal reverence for meeting places, to the ancient 
Greek Agora, to the Speakers Corner of 1850’s London. 
Today’s version cannot simply be a chat at the office 
water cooler       – it needs to be more. 

The Business 
of People

Knight Frank’s Cleo Vaughan, Partner, Project Management 
& Building Consultancy, and Dermot Lowry, Partner, Head 
of Occupier Services, tell Ben & Co. why forward-thinking 
organisations are putting their people first. 
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R U
It’s estimated that 45 per cent of 
Australians will experience a men-
tal health condition in their lifetime, 
while one in five Australian workers 
is currently experiencing a mental 

R U OK? 12



OK?
health condition. By some estimates, 
the rate of depression among exec-
utives is double that of the general 
population. What’s the answer? Ask 
a simple question. 

R U OK? 13
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On 7th July 2005, Collins was the chief operating 
officer of the Underground, when suicide bombers 
targeted three London trains, and a bus, killing 52 
people and injuring 700 more. 

The day after the attack, he led a team to restore 
80 per cent of the network. Within four weeks the 
tube was fully operational again. For that first month, 
Collins’ focus was “to get the wheels turning again 
and minimise the impact to the customer.” 

“After that, you start to reflect on your personal 
experience,” says Collins, who moved to Sydney in 
2013 for his current role. Despite the organisation 
not having the structures in place to deal with such 
trauma, he considers himself “very fortunate” that he 
had mentors and family he could talk to. “If I didn’t 
have that support, it would have had a long-term 
effect,” admits Collins, who worked his way to the 
top through every aspect of the job, from sweeping 
platforms to driving trains. 

His experiences, however, left a lasting impression 
and taught him an important lesson. “I learnt,” he 
told the Australian Financial Review in 2014, “and this 
is one of my passions – if you give people support, 
treat them as individuals, they will come with you 
anywhere, under any circumstances.”

Today, that passion is channelled towards chang-
ing the stoic, “militaristic” culture in an industry 
that is nearly 80 per cent male and in which there 
are about 20 incidences of suicide a year. “What I 
saw initially was a lot of mental health issues were 
being ignored and the Australian view was to ‘suck it 
up’ [because] you’re a bloke,” he says. “Blokes aren’t 
good at talking about things, as my wife often tells 
me, but the importance of talking it through with 
a supportive person is hugely beneficial. I think it’s 
vital and we have to demonstrate from the very top 
that we want to support people.”

Collins spends “a lot of time” on the floor, with-
out an entourage in tow, talking to individuals, he 
says: “It’s amazing the conversations you have, even 
from that.” Sydney Trains has also implemented a 
Mental Health Program for Frontline Leaders, a Peer 

Support Program, and they hold two R U OK? Days: 
one general and one specific to rail-workers. “It has 
really opened the door,” he says. “R U OK?, for me, is 
being there to listen and understand and give people 
the opportunity to reach out and realise there is no 
shame or mark against them because they’ve said 
they can’t cope.”

And with more people travelling on Sydney trains 
than ever and demand for punctual trains heightened 
by the invention of apps, there is “a lot of pressure” 
on the management team to “keep our heads above 
water”. “This is why R U OK? Day is important”, he 
says, adding trauma is not the only event employees 
need support through but also the “accumulation 
of small or intermediate” professional, financial or 
personal stresses. “We really do need to look after 
our employees.”

The brainchild of Sydney ad executive, Gavin 
Larkin, R U OK? Day was born in September 2009. 

In his own words, “a bit of a prick” and, in the 
words of a close friend, “a quintessential alpha 
male”, the father-of-three had a successful career, 
a beautiful wife and an enviable home, but Larkin 
was struggling with depression beneath the flawless 
surface of his life. “I started to worry I would do what 
my dad did and take my own life,” Larkin admitted 
to the ABC in 2017.

Larkin’s father Barry hadn’t admitted his own 
vulnerability to anyone and took his life in 1995. De-
termined for others not to suffer the same fate, Larkin 
spearheaded the National awareness campaign, that 
now reaches more than 80 per cent of Australians. 

Tragically, Larkin was diagnosed with stage four 
lymphoma in February 2010. Three weeks later, his 
12-year-old son, Gus, was diagnosed with a brain 
tumour. Larkin continued to promote the campaign 
from his hospital bed, doing his final interview on R U 
OK? Day in September 2011. In that interview, he told 
ABC radio that, despite the complexities of suicide, 
a common theme is that people become isolated. 

“Staying connected and getting connected is 
very important,” the 42-year-old Larkin said, adding 

Howard Collins knows a thing or two about 
trauma. The Sydney Trains CEO, who has 
worked in the rail industry for more than 40 
years, was working for the London Under-
ground in 1987 when a fire at King’s Cross 
Station killed 31 people. 

Illustrations by 
Charlotte Ager
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that people shouldn’t worry about “tipping them over 
the edge” by asking questions. “Most often it can be 
the bridge back because what it does is allow them 
the chance to vent and really what most people are 
looking for is someone to talk to.”

Larkin died one week later, and Gus died two 
years after that. Last year, his wife Maryanne, said 
R U OK? Day is “emotional”, however, she believes 
her husband would be “so proud it has become what 
it has become”.

R U OK? CEO, Katherine Newton agrees. “R U 
OK?’s vision and mission remain the same, and we 
see Gavin’s legacy growing from strength to strength. 
More people are aware, willing and feeling more con-
fident to have an R U OK? conversation,” Newton says.

She notes the rail industry, under the leader-
ship of Collins, as an “incredible” example of this. 

“They’ve been on board with R U OK? Day for five 
years now,” she says. “It started with a couple of 
thousand employees having a BBQ and now, over 
50,000 employees take part across the country.” 

According to the Harvard Business Review, well-
ness programs don’t work unless you create a culture 
in which it is acceptable and encouraged to prioritise 
self-care. Newton notes the R U OK? Day campaign 
is often the first step in shifting culture. “It’s not just 
the ‘hello, how are you going?’ when you pass each 
other in the lift. It’s about genuineness and taking 
time for each other,” she explains. “What we say is 
‘the cupcakes and the morning teas on R U OK? Day 
are great but meaningful chats have to accompany 
the cupcakes and it needs to be all year round’.”

 Kathryn Howard is an R U OK? Non-Executive 
Director and Partner at the law firm, Hall & Wilcox. 
She says she sees change on the ground of the legal 
industry, significant in a profession with some of the 
highest rates of mental illness and where working 
30 hours straight is not uncommon.

“There is a shift in the mentality and a real 
willingness to look and see the signs in people and 
support them,” says Howard, whose own firm offers 
flexible working arrangements, a free counselling 

service, a parent policy so both mums and dads can 
take leave, bereavement leave, yoga classes, mind-
fulness training and performance reviews not only 
based on the money they bring in, but the way they 
treat their colleagues. 

“The ongoing challenge is to create environments 
where people feel supported and if they themselves 
are going through a tough time they can tell some-
one and not feel as though it will compromise their 
career or they will be made to seem weak or it will 
deprive them of opportunities.” Howard adds that 
too many people feel they have to “put on a brave 
face” when they shouldn’t have to. 

“I think, perhaps we’re getting better with speaking 
about things and if you talk to people, there’s almost 
noone who’s not touched by this. Everyone you talk 
to is deeply affected by mental health.”

At 38, Philip Burguieres became one of the 
youngest CEOs ever to run a Fortune 500 company. 
During his career, he was named CEO of the Year 
three times by Financial World Magazine and became 
vice chairman of the NFL team, the Houston Texans. 
Throughout this time, Burguieres was suffering 
clinical depression. 

“One doctor told me to ‘just take a vacation,’ 
thinking it was stress,” he recalled to PBS in 2008. 

“But it really wasn’t just the job, and it wasn’t just 
stress. I think my major episode was really the cul-
mination of undiagnosed depression, a condition I 
had been fighting for years.”

While he initially hid it from colleagues “because 
it seemed like admitting to weakness, or failing”, 
he took some time out, sought help, got better and 
returned to work. Burguieres went on to become a 
vocal advocate for mental health in the workplace 
by talking about his own experience. “I estimate 
that 50 per cent of CEOs, at some point in their 
lives, experience depression. I receive calls about it 
daily, and at least twice a week I meet CEOs who are 
struggling or have struggled with depression,” he 
said. “It’s hard for CEOs who suffer from depression. 
They’ve got these huge responsibilities, and they’re 

making $5 million a year. They can’t just quit, and 
they shouldn’t. But you have to have meaning and 
balance in your life.”

“We’re all human,” says R U OK?’s Newton. “We 
all go through the same things, we all have tough 
times at home, some of us are carers, some of us live 
with mental illness, some of us are grieving, some of 
us have a tough time at work with our health, sleep 
or productivity.” 

Howard agrees. “We spend way too much time 
in the office not to have people who care about us 
in the workplace,” she says. “Which other people 
do you see as much as the people you go to work 
with? We spend 10 hours a day, five days a week, at 
least, with people at the workplace. We work under 
extreme pressure, at the workplace. Fundamentally, 
we’re all people. Should we not bring our whole 
selves to work?”

Slowly, the stigma in Australian workplaces is 
subsiding, evidenced by the proliferation of events 
such as R U OK? Day where people bravely share 
their struggles and let others know, they too, can get 
better. “People hearing these stories of recovery, it 
just might give someone hope in their darkest hour,” 
Howard says. “There’s that old saying that a problem 
shared is a problem halved and it really is.” And, as 
Newton says, “An R U OK? conversation can change 
a life or indeed it can save a life.”

R U OK?  
ruok.org.au 

“I learnt, and this is one of my passions, that if you give people  
support, treat them as individuals, they will come to you anywhere, 

under any circumstances.”
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Five tips for improving  
your mental health in  
the workplace.

1.

2.

4.

3.

5.

Take a break once an hour to increase  
work productivity.

It’s OK to say no. Set your boundaries  
and state your reasons.

Make taking work home the exception and  
not the rule and don’t make emails a part of 
your routine outside work.

Negotiate a flexible working arrangement  
to better suit your life.

Leave the workplace and exercise during lunch.

 *Care of the Mentally 
Healthy Workplace Alliance.
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Inside Out

Photography by Nick Bowers 
Styling by Jerrie-Joy Redman-Lloyd

They say you are what you eat. Put a  
smile on your face with a selection of super  

ingredients, courtesy of Chifley retailers.

INSIDE OUT 18



 
Apples courtesy of Top Juice; egg courtesy of SAL;  

sardines courtesy of Encasa.



Bioglan Hi-Zorb Turmeric powder  
courtesy of Chifley Pharmacy; tomatoes and chilli  

courtesy of The Gardens.
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Charcoal bread and mushrooms courtesy of SAL; 
papaya courtesy of Top Juice.
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Salmon courtesy of Fishbowl.

INSIDE OUT 22



Salad and cauliflower courtesy of The Gardens.
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Digital Minimalism. “The smartphone provided a new 
technique to banish [the] remaining slivers of solitude: 
the quick glance,” Newport writes. “At the slightest 
hint of boredom, you can now surreptitiously glance at 
any number of apps or mobile-adapted websites that 
have been optimised to provide you an immediate and 
satisfying dose of input from other minds. It is now 
possible to completely banish solitude from your life.”

While solitude is often defined as the state of 
being alone and might conjure the thought of escaping 
to a remote cabin somewhere, Newport is referring 
to mental solitude, the subjective state where our 
minds are free from the input of other minds. This 
means we can be in a crowded coffee shop or on a 
busy bus, and still experience solitude. If we’re not 
checking our phones.

In her book, The Call of Solitude, psychologist Ester 
Buchholz writes that solitude “gives us the power to 
regulate and adjust our lives. It can teach us fortitude 
and the ability to satisfy our own needs. A restorer of 
energy, the stillness of alone experiences provides us 
with much-needed rest.”

As well as improving our wellbeing, solitude can 
make us more successful. It is essential for insight gen-
eration, reflection, strategising and connecting with 
our priorities. “Creativity, innovation and invention 
are often fuelled by a fallow period – a good night’s 
sleep, going for a walk, being in nature, having space 
to think,” adds workplace psychologist, Margaret Fuller. 

“Having these appendages hooked in 24/7 means there 
is no opportunity for us to do our best creative work. 
We just do reactive work.” 

Fuller adds: “Checking our phones means always 
checking what’s going on outside of ourselves. It’s 
all external. What we’re not doing is checking what’s 
going on inside ourselves and checking ‘how does it 
sit with our goals and vision?’. Solitude gives us a filter 
and the capacity to do in-depth thinking.”

A recent study by the University of Virginia found 
participants chose to subject themselves to electric 
shock rather than be alone with their thoughts. But 
there is another influence at play.

The greatest challenge of creating solitude and 
enjoying the benefits of mental space is that tech-
nology companies actively create products to hijack 
our attention. As recent tech “whistleblowers” have 
revealed, the apps we use are not neutral tools, they 
have been engineered, based on human behaviour 
design, with a very specific revenue-oriented purpose: 
to keep us “using”.

That is why Netflix and YouTube autoplay episodes, 
why ‘likes’ were added to Facebook (they keep us clicking 
back in to check our ‘likes’), why the notification symbol 
for Facebook was changed from blue to red (it feels 
more urgent), why we can tag others in a single click 

The way we have come to use particular products, from 
seemingly simple soft drinks to complex technology, 
is a far cry from what they were designed for. 

Take Coca Cola, for instance. When it was in-
vented in 1892, with its ten teaspoons of sugar and 
caramel colouring E150d, it was intended as a cure 
for morphine addiction, headaches and impotence. 
Fast forward to 1992, SMS was created as a way for 
telecom companies to alert customers to network 
problems. In 2019 however many people drink Coca 
Cola like it’s morphine and more than five billion people 
around the world use SMS, collectively sending about 
270,000 messages each second.

The iPhone is no different. When it was first 
released in 2007, it was intended as an iPod that 
could make calls. Today the iPhone, complete with 
its endless array of apps, high fidelity cameras, social 
media connectivity and access to the wormhole of the 
internet, has become our “constant companion” and 
people are checking their phones up to 150 times a day.

We can no longer escape connectivity, even when 
we might want to; there’s now 5G, rating systems and 
even Wi-Fi on planes. We are always ‘on’ and it’s having 
an effect. The 2018 Deloitte Global Human Capital re-
port noted, “Driven by the always-on nature of digital 
business and 24/7 working styles... more than 40 per 
cent of all workers face high stress in their jobs, neg-
atively affecting their productivity, health, and family 
stability... white-collar workers often complain of an 
endless stream of emails and messages that make it 
impossible to disconnect from their jobs.”

Separate research from Deloitte found constant 
connection is sapping us of “truly finite” resources: 
our time and attention. “While companies may benefit 
from tech-enabled increased productivity in the short 
term, the blurring of the line between work and life 
follows a law of diminishing returns. The value derived 
from the always-on employee can be undermined by 
such negative factors as increased cognitive load and 
diminished employee performance and well-being.” 
The report added: “Information overload is not only 
distracting, but potentially mentally damaging.” 

In the last decade, it has become so significant 
of an issue that corporate wellness programs are now 
worth an estimated $8 billion in the US alone. This 
figure is expected to rise to $11.3 billion by 2025.

This never-ending stream of stimulation also 
means, “a moment can feel strangely flat if it exists 
solely in itself ”, writer Laurence Scott puts it in his 
book The Four-Dimensional Human: Ways of Being in the 
Digital World.

For the first time in history, we can fill every flat 
moment, and, for the first time, we have the ability 
to be continuously distracted from our thoughts, as 
computer scientist, Cal Newport puts it in his new book, 

(the dopamine rush it gives others to know you were 
thinking about them) and why Twitter refreshes when 
we “pull-down” the screen, a concept borrowed from 
Las Vegas casino slot-machines to keep us pulling the 
handle. It is the “bottomless design” of social media 
feeds and online entertainment platforms. “People 
don’t succumb to screens because they’re lazy, but 
instead because billions of dollars have been invested 
to make this outcome inevitable,” Newport writes.

Platforms such as Instagram are “experimenting” 
with the removal of likes for the benefit of user’s 
wellbeing. Adam Mosseri, CEO of Instagram, said the 
decision was made because, “We want people to worry 
a little bit less about how many likes they’re getting 
on Instagram, and spend a bit more time connecting 
with the people that they care about.” This gesture 
has been widely criticised by experts who claim such 
moves are “about money, not mental health”. 

This sense of manipulation and frustration 
with our attention being commandeered by tech 
corporations has led to a rebellion of sorts and more 
people embracing the idea of digital minimalism. It 
is, Newport explains, “a philosophy of technology in 
which you focus your online time on a small number 
of carefully selected and optimised activities that 
strongly support things you value and then happily 
miss out on everything else”.

It may seem extreme to go against the rapid current 
of technology, but what’s extreme is how much time 
everyone else spends staring at their screens, Newport 
argues. “The problem is that small changes are not 
enough to solve our big issues with new technologies.”

HOW TO PRACTICE DIGITAL MINIMALISM
1.  Take a 30-day break from optional technology, 

that is the apps, websites and digital tools that 
our professional and personal lives aren’t depen- 
dent on.

2.  During the break, explore activities and behaviours 
that you find satisfying and meaningful.

3.  For each optional technology you reintroduce, 
ask what value it serves in your life and how you 
will use it to maximise this value.

Digital 
Minimalism

“Nomophobia” – the twitchy 
unease of being without our 
mobile phones – was the 2018 
Cambridge Dictionary word of 

the year. Ben & Co. investigates 
how we can switch off in a time of 
endless connectivity.
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HR Manager 

UBS

Georgina  
Mattick

Georgina Mattick has been  
UBS’ HR Manager for nearly ten 
years. She talks to Ben & Co. 
about how UBS goes above and 
beyond to cater to the diverse 
mental health needs of its 

employees. From family guid-
ance and resilience workshops, 
to mentoring programs and 
counselling support, UBS is 
leading the charge in a chan-
ging mental health landscape.

CONVERSATIONS 26





CONVERSATIONS 28



“A colleague once said that a challenging job,  
a good personal relationship and a hobby are  
three things to help every day be a good day.  

I tend to agree with that.”

Have you ever had to overcome any mental health 
hurdles, either personally or professionally? 
I have come across mental health challenges in both 
my professional and personal life. Thankfully, these 
days people are more open to discuss mental health 
challenges, which is a positive shift.

If so, what has it taught you? 
As we discuss mental health more and more, it has 
helped the broader community to view it as a serious 
illness and one that requires the same amount of 
support and treatment as a physical illness.

Do you currently ever experience stress or anxie-
ty? How do you approach it? 
For anyone to say they haven’t experienced stress 
and anxiety at some point in their life would surprise 
me. Sharing it with those around you and tackling 
it one step and one day at a time has proven to be 
a good formula for me to deal with these instances. 
A colleague once said that a challenging job, a good 
personal relationship and a hobby are three things to 
help every day be a good day. I tend to agree with that.

Do you have advice for people experiencing stress 
and anxiety in the workplace? 
Share it with the right individuals at the right time. 
Ensure you have a systematic approach to getting 
through the difficult times and ensure you do what 
you would suggest for others in a similar situation.

How has the conversation around mental health 
changed at UBS in the last decade? 
It is more widely understood and there are more 
avenues for individuals to seek support and treat-
ment. Mental health problems are common, but help 
is available, and UBS offers resources to help any 
staff member or someone in their family in need of 
immediate, short-term counselling support. 

It’s said that new university graduates are the 
most anxious generation. Why do you think anxiety 
levels are so much higher than before? 
Competition at the graduate level is increasing. 
For this age group, social media has always been a 
part of their lives. The technology results in greater 
awareness of what peers are doing and therefore 
more likelihood of comparison. In addition, there are 

a wide variety of roles and industries to choose from, 
which could make young people feel overwhelmed.

How can managers help calm their anxiety and be 
more effective? 
Through a qualified psychologist, we have provided 
training for line mangers to assist managers deal with 
any of their own mental health issues or that of a 
team member. Being educated on identifying signs of 
mental health concerns and providing our managers 
with strategies and resources should they need it. 

In what ways does UBS support the mental health 
of its employees? 
UBS sees the mental health of its employees as a top 
priority. We regularly hold workshops such as “A Life 
Changing Manager Workshop” and “The Resilience 
Workshop” facilitated by experts to provide staff 
with suggestions on how to better manage their own 
or a team members’ mental health. We encourage 
flexible work practices and working from home. UBS 
has an office shutdown over the Christmas break 
to encourage staff to ‘recharge’ and take some of 
their leave in one solid block. For staff who are new 
to parenthood, Tresillian come into our offices to 
provide professional advice, education and guidance 
to families with a baby, toddler or pre-schooler. We 
also provide a working parents program which aims 
to identify the key challenges of being a working 
parent, and tactics for being successful. 

Policies and procedures are available, should 
an individual need leave from the workplace and 
managers are encouraged to assess the situation and 
provide flexibility if needed. UBS has a traditional 
Employee Assistance Program, in which staff and 
their immediate family members are entitled to six 
free sessions with a psychologist (per issue). UBS also 
offers Executive Health Checks for its staff.

In your experience, does anxiety look different in 
men? How can we respond to the multitude of 
ways that anxiety manifests in different people?
Anxiety can be expressed in a number of different 
ways: anger, frustration, reduced social interaction, 
panic attacks and persistent worrying. Each individ-
ual can have any of these responses whether they 
be male or female. 

Why are organisations like R U OK? so important? 
From an employer’s perspective, they are integral to 
reducing the stigma of mental health and providing 
organisations guidance in how to create a healthy 
work environment and help those suffering from a 
mental health related illness.

Overall, how would you say we can overcome the 
stigma of mental health at work?
By humanising the mental health discussion. UBS 
draws on existing senior staff members, who are 
comfortable sharing challenging experiences, to 
co-host open group discussions on how they coped 
or did not cope. We have an “open door program”, 
which provides support for development and men-
toring by our senior staff members. 

What things would you say are most important in 
maintaining everyday optimum mental health? 
A work/life balance, exercise and a healthy approach 
to food, sufficient sleep and gratitude. Also, do 
something that you really enjoy regularly. 

What could you not get through the day without? 
My morning coffee.

In the spirit of being open, tell us something your 
colleagues might not know about you? 
I always wanted to become a florist. I worked at 
our local florist from the age of 14. I adore flowers 
but not the early mornings, so I don’t think I would 
have been very good at the 3am flower market run. 
However, I still find that if I have flowers on my 
kitchen bench, I am calmer and better equipped to 
handle my two young children.

UBS 
Level 16, Chifley 
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living in the moment, to trust and the importance of 
enthusiasm, Maisie was a daily lesson in transparency. 

“No pretences, no vanity, no ulterior motives, no defen-
siveness, no fear of being judged, just plain honesty 
and, most important of all, humility. I can’t think of 
a better transparency checklist for business leaders.”

With regular reports of stressed employees leading 
to absenteeism and poor productivity, having animals 
around can help alleviate these feelings, through light 
relief and a calming presence. “We all know that petting 
an animal brings about feelings of comfort which can 
lead to a reduction in stress and fatigue”, says Hollee 
James, General Manager of Delta Society – a leader in 
providing programs to support positive interactions 
with therapy dogs and people. Delta Society’s ‘Paws 
the Pressure’ program visits workplaces across Australia 
to reduce stress and uplift and invigorate employees. 
According to James, this results in “cohesive teams 
and increased mindfulness”. 

The Human Animal Bond Research Institute 
has studied the effect of dog presence on group 
problem-solving. Their research indicates improved 
cohesion, trust and cooperation in groups with a dog. 
They have also conducted a (US) nationwide survey 
showing greater employee engagement and retention 
in pet-friendly workplaces.

Steve Wiggins witnesses first-hand just how good 
dogs are for people and businesses every day. Well 
known in the Sydney CBD for his three Dalmatians, 
Tassie, Jax and Ralf, Steve is a regular visitor to several 
buildings including Telstra, Suncorp and Chifley. “Most 
encounters end up with people saying, ‘You’ve made 
my day’ or ‘Wait until I tell everyone about this!’”, he 
says. Tassie, Jax and Ralf hold celebrity status around 
the city (they have 10k followers on Instagram), and 
are often spoiled with ‘Puppacinos’, or cheesecake 
from Lorraine’s Patisserie.

“From the Mayor at Town Hall to the guys living 
rough at Martin Place, everyone is happy to see them” 
says Steve. “These dogs are my family they make me 
and the people in our neighbourhood happy. Sydney 
is a big neighbourhood and we have to look after 
each other. Having so many dogs can be expensive, 
but their loyalty, friendship and unique personalities 
are worth the investment.”

To work at their best, people need to be engaged, 
healthy and have the freedom to be themselves. As 
individuals strive for greater work-life balance, and 
employers look for ways to encourage wellbeing, 
allowing pets in the workplace seems to be a good 
way of doing both. 

Did you know that you’re 30 per cent less likely to 
have a heart attack and 40 per cent less likely to 
have a cardiovascular incident when you own a cat? 
Studies show that pets not only increase happiness 
and decrease depression, but they also help reduce 
stress and anxiety.

Owning a dog, for example, means more exercise; 
regular walking can lower blood pressure, cholesterol 
and triglyceride levels, which prevent things like heart 
attack and stroke. Animal interaction, whether it’s 
playing and laughing, comfort or cuddling, leads to a 
release in calming endorphins such as oxytocin – even 
watching a fish swim brings a sense of calm. In the 
early 2000s, researchers found that people were less 
stressed when conducting difficult tasks with a pet 
around than a friend or a spouse. 

Pets can also combat feelings of loneliness by 
providing unconditional love and companionship, and 
giving owners a sense of purpose. Military facilities 
often use dogs to help soldiers deal with post-trau-
matic stress after finding that those who have a pet 
are more responsible; that having someone who cares 
about them helps their treatment. And thanks to the 
increased socialisation that pets provide, there are 
now social platforms and even dating sites tailored 
to the pets you have.

From the personal to the professional, animals 
bring out the best in people. Even the most imposing 
figures seem more human when they have a dog by 
their side. From Silicon Valley CEOs to world leaders, 
it’s an instant mood lifter, productivity booster, con-
versation starter and stress reliever. 

According to a new survey conducted by Kelton 
Research for Banfield Pet Hospital, the path to career 
success starts with a childhood filled with pets. An as-
tounding 90 per cent of the C-suite executives surveyed 
grew up with a pet, and 78 per cent partially attribute 
their career success in part to owning a pet as a child. 
An impressive 77 per cent of C-suite executives said 
they came up with a business idea while walking a 
pet, and 62 per cent of these business leaders believe 
pets had a positive impact on their ability to build 
relationships with co-workers and clients.

According to Colombia Business School Professor 
William Pietersen, his black Lab and companion of 
14 years, Maisie, taught him profound lessons about 
leadership. “Leadership development is self-generat-
ed. We enrich our insights when we turn our lens on 
a wider field. To my surprise and delight, I found a 
number of rich, sometimes humbling, insights from my 
relationship with Maisie.” From encouragement and 

Pets are famously 
good for health,  
but are they good  
for business?

Paws for
thought 

“Animal interaction, whether it’s playing and laughing, comforting 
or cuddling, leads to a release in calming endorphins such as  
oxytocin – even watching a fish swim brings a sense of calm.”
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