
GOP Must Showcase
Ideas, Not More Pork
And More Attacks

O nce and for all, Congressional Repub-
licans didnÕt lose the 2006 elections
because of scandal. They got fired be-

cause they forgot that the purpose of a polit-
ical party is to govern, not simply to get re-
elected. They forgot that ideas matter.

The Òpower, pork, and attackÓ strategy,
devised and executed by former House Ma-
jority Leader Tom DeLay (R-Texas) over the
course of seven years, did bring scandal with

it. But to interpret the 2006 loss as the result
of corruption is to miss the greater point. 

Simply put, voters sacked the Republicans
because they perceived the GOP had done
nothing to address voter problems and funda-
mentally misunderstood their growing con-
cerns with cost-of-living issues. Instead of of-
fering new ideas, Republicans continued neg-
ative attacks and tried to Òout-TipÓ  Tip OÕNeill
when it came to district-by-district pork. 

The problem Republicans faced then Ñ
and still face today Ñ stems from a lack of
substance behind their brand, a reliance on
dogmatic ideology to define themselves
rather than focusing on finding solutions to
larger voter concerns on health care, energy,

jobs, housing and security.
The GOP Òbrand problemÓ has led voters

to believe that Republicans do not care about
people, in particular the middle class. House
Minority Leader John Boehner (Ohio), whose
recent GOP energy proposal is a significant
step toward addressing negative voter percep-
tion, often says that Republicans have to
ÒearnÓ their way back to majority status. 

What does that mean? It means defining a
view of the future that is compelling and pos-
sible, not defining oneÕs opponent. It means
defining a Republican Party concerned about
people, not one that says problems canÕt be
solved or it isnÕt WashingtonÕs job.

It means applying conservative principles

to problems with the kind of intellectual vi-
brancy that underpinned the Reagan and Gin-
grich revolutions. That is the challenge fac-
ing the party in this historic election. The Re-
publican brand problem is all about defining
the future for voters Ñ what a Republican
president and Congress can do to help them.

We need a clean break from the politics
of the past. We have to break from the par-
tyÕs image of power for powerÕs sake, its im-
age of incompetence, of a lack of purpose or
caring. To prove that we are the party best
able to achieve the lofty goals of life, liber-
ty and the pursuit of happiness, we have to
create a modern GOP that embraces change. 

That doesnÕt mean abandoning conserva-
tive principles. It does mean, however, reject-
ing the thinking that got a right-of-center par-
ty on the wrong side of a right-of-center coun-
try. Data show the GOP label itself is a drag
on the party and its candidates at all levels. 

In a recent survey, we tested the Democra-
tic message of unity and change to solve prob-
lems with a Republican message asserting that
Washington is broken and needs fixing to en-
sure a safer, healthier, more prosperous future.

When the statements were read to voters
without partisan attribution, the GOP mes-
sage won by 12 points. When we attached
partisan labels to the very same statements,
it lost by 6 points. Clearly, the Republican
Party brand is in serious trouble. 

Given the products of a political party are
its ideas on issues, years of running cam-
paigns that relied on defining Democrats
rather than Republican policies have weak-
ened the GOP brand. Survey research over
the past four years has shown Democrats with
a huge issue-handling advantage on energy,
education, health care and Social Security. 

What should be even more alarming to
Republicans is that research shows voters
put more faith in Democrats to be more fis-
cally responsible and to better handle the
economy, jobs and the Iraq War. Republi-
cans hold an advantage on one issue, the war
on terror, and they tie on taxes.

How did Republicans dig themselves into
this hole? They simply forgot that the broad-
er purpose behind Ronald ReaganÕs and
Newt GingrichÕs revolutions was to change
America through ideas. When a party is more
concerned about earmarks, hitting up K
Street and attacking the opponent than find-
ing conservative solutions for rising health
care costs, falling home prices or high gas
prices, voters will perceive its leaders as un-
caring and insensitive to their needs. 

Yet, despite the 2006 election debacle and
despite three special election losses this year
in Republican districts, a number of influen-
tial party operatives are arguing for more of
the same. They advise, ÒStick with the sta-
tus quo; attack your opponent, bring home
some bacon to brag about, spend more mon-
ey. YouÕll be fine.Ó Tell that to the three spe-
cial election candidates who wonÕt be join-
ing the House Republican Conference. 

While Democrats face the same kind of
voter discontent, they remain ahead in nation-
al polls because Republicans havenÕt broken
through as a viable alternative. Contrary to
Democratic claims, however, voters havenÕt
embraced their partyÕs ideology over the past
year. That gives Republicans an opening. 

Whether the party can take advantage of
the opportunity depends on whether it ac-
cepts the premise that ideas will win this
election, not money or dogma, and shows
that it is ready to govern. That will take a
clear break from the past to modernize and
create the Republican Party of the future.

David Winston is president of The Winston Group, a
Republican polling firm.
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PUTTING IT IN PERSPECTIVE 
By David Winston

If you met someone who had a Ph.D. in com-
puter science, would you be surprised to learn
that they worked for an oil and gas company?

You shouldn’t be. Providing the energy
for the world’s 6.6 billion people requires an
astonishing level of technology and innova-
tion. 

Many still don’t think of the energy indus-
try as “high-tech.” Unlike a laptop or a cell
phone, a gallon of gasoline doesn’t look par-
ticularly innovative. Yet that single product
embodies a myriad of sophisticated technolo-
gies that go into finding, producing, refining
and delivering every gallon of fuel we use.

In fact, ExxonMobil employs more than
14,000 scientists and engineers, over 1,000 of
them with Ph.D.s. Their expertise is not only in
geology, chemistry and physics, but also
oceanography, paleontology, microbiology,
computer science, environmental science and
medical science.

Backed by our industry-leading invest-
ments in research and development (more
than $1 billion in R&D and technology applica-
tions annually), these men and women are
developing amazing new technologies for
finding and delivering energy, as well as inno-
vations that will allow us to use energy more
efficiently. For example:

• An exploration technology called R3M,
which uses electromagnetic “listening” devices
to detect undersea oil and gas deposits with

minimum impact to the environment; 
• A lithium-ion battery breakthrough that

greatly improves the safety, power and relia-
bility of larger batteries for hybrid vehicles,
thereby helping promote their use to improve
fuel economy and reduce emissions; 

• Advanced vehicle and fuel technolo-
gies that will improve the fuel-economy —
and reduce the emissions — of today’s auto-
mobiles. 

By 2030, global energy demand will be
about 30 percent higher than it is today, even
with substantial efficiency gains. Like today, oil
and natural gas will be called upon to meet
approximately 60 percent of the world’s energy
requirements. Emerging technologies will help
us meet the world's growing energy needs of
oil and natural gas, while also reducing the
impact on our environment. And they can pro-
vide solutions to address the risks posed by ris-
ing greenhouse-gas emissions.

Over the next few weeks, we will use this
space to discuss these emerging technolo-
gies in greater detail.

We’ll also introduce you to some of the
people behind these innovations — the scien-
tists and researchers whose ideas are the
lifeblood of the energy industry, and whose
innovations are essential to our energy future.
It is the current generation of energy profes-
sionals that is developing the next generation
of energy.

next-generation energy
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New technologies Ñ and the scientists and engineers
who develop them Ñ are essential to our energy future .
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