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two campaigns—a campaign for resources (the so-called money primary) that 
precedes, and underwrites, the more visible campaign for votes.22

Campaigns in the United States are very costly. In the 2009–2010 electoral 
cycle, congressional candidates raised $1.1 billion and spent most of it. The 
average winning Senate race cost $7 million. Winning House contests averaged 
$1.4 million.23 Thirty years ago (when modern record keeping began), no 
House candidate spent half that much.24 Even controlling for inflation, expen-
ditures for congressional campaigns have more than doubled over the last 
thirty years.

No mystery surrounds these skyrocketing costs. Population growth and 
new campaign technologies—electronic media, polling, and consultants of all 
kinds—account for much of the increase. To be sure, old-fashioned campaigns 
based on armies of volunteers canvassing door-to-door can be effective in some 
contests. But candidates raise as much money as they can for good reason.

Table 4-1 gives some sense of the time commitment involved in fund rais-
ing. According to the results of this time management study of the 1998 cam-
paign of Democratic representative Brian Baird of Washington, fund raising 

TABLE 4-1  �  See How He Ran: Candidate Brian Baird’s Time Budget, 
July–October 1998

	 Hours and	 Percentage 
Activity	 minutes spent1	 of time

Fundraising call time	 397:30	   32

Other fundraising	 36:00	     3

Meeting with individuals, groups, politicians	 146:00	   12

Public events	 96:00	     8

Meeting with media	 31:00	     2

Voter contact	 89:15	     7

Meeting with staff	 58:45	     5

Travel	 203:15	   16

Personal time	 201:30	   16

    Total hours	 1,259:15	 1012

Average hours per day	 10:12

Sources:  Baird for Congress Campaign, 1998; and James A. Thurber and Carolyn Long, “Brian 
Baird’s ‘Ring of Fire’: The Quest for Funds and Votes in Washington’s Third District,” in The Battle 
for Congress, ed. James A. Thurber (Washington, D.C.: Brookings Institution, 2001), 188.
1 Excludes the three days of campaigning in November: 33 hours, 15 minutes, mostly in voter 
contact.
2 Does not add to 100 percent because of rounding.


