
 

 

 

 

 

 

Taking science from 
the lab to the people 

David Bacon 
Course: BSc majoring in genetics and 
pharmacology 

Year of graduation: 1992 

Job: Creative Director, H & T 

Career: Account executive & copywriter, Sudler 
& Hennessy; Creative Director, Communovate 

Reflection: “Using basic scientific processes, 
there is nothing that can't be made better. 
Think, create, test, review, tweak, repeat. It 
works in marketing, product development, 
sales." 

 

 

“As scientists we are great 
explorers but I don’t think 
that’s enough today. We 
need to become great 

storytellers too.”     

David Bacon loved the intellectual excitement of 

university. He was fascinated by his genetics lecturers’ 

talk about the health improvements that would flow 

from the revolutionary Human Genome project, then 

just beginning.  

“Genetics seemed to be standing on the edge of a 

golden age,” he recalls. Meanwhile, in geography 

classes, it seemed that humanity was on the edge of 

doom – because of a phenomenon called  “climate 

change.”  

“A few years ago I watched Al Gore’s (climate change 

documentary) An Inconvenient Truth – and I was 

saying:  ‘My geography professor told us all this 20 

years ago!”.  

Universities point to the future 

“It struck me then: universities are a glimpse into the 

future. If you want to see what we’ll be talking about in 

10 or 20 years time, look at what the universities are 

doing now.” 

But back in 1992, as a new graduate, Bacon wasn’t 

sure of his own future. Potential honours projects didn't 

appeal – he “didn't want to spend (his) life in a lab”.   

After a year travelling and working in the UK and 

Europe he came home to find his friends doing 

honours. He wanted a job, but feared his degree was 

too general to land him an interesting science job. So 

he sat down and reviewed the skills the course had 

given him.  

Taking a lateral approach 

“They were: the ability to research, to analyse 

information and to present information verbally or in a 

report. I thought a lot of organisations could do with 

someone like that.” 

He then fired off more than 50 applications for 

positions, including “marketing assistant” and “chief 

operating officer”.  A media-buying firm knocked him 

back but steered him to an advertising agency that 

specialised in science and healthcare products. 

Twenty years later, the 43-year -old father of three is 

the creative director of H&T, a similarly specialist 

agency whose Sydney office has been invited to 

present pitches on the cult ABC advertising show The 

Gruen Transfer for three years in a row. 

H&T’s work ranges from commercials for vaccination 

against cervical cancer to information campaigns and 

apps for farmers using genetically modified seed 

produced by biotech companies. 

Need for communication in Science 

This week, for example, Bacon has been working up 

material to help doctors who might use a new 

haematology drug produced by one of the firm’s clients. 

His science background helps when dealing with 

medical specialists and the statistical research, he says.  

“I know what questions to ask. And If someone hands 

me a clinical paper or a scientific report, I understand 

what a P-value is.” 

Bacon spends his life doing communication work on 

behalf of scientific companies. He stresses that 

scientists themselves need to work harder at 

communicating with the general public. 

"As scientists we are great explorers but I don't think 

that's enough today. We need to become great 

storytellers too. People don't want to how it works, they 

want to know how it impacts their lives. How it can make 

their lives better." 

 


