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NCAA Final Four Social Currency Introduction 

!
Cultivating long-term relationships is an increasingly trending topic in today’s social media 
discussions so how can entities increase loyalty while attempting to build strong and mean-
ingful relationships? Well, for starters, the industry is titled social media for a reason, and 
should not be mistaken for “published” media. !
Social advertising and publishing are great for awareness, but don’t do much for building loy-
alty. At the same time, from an engagement standpoint, the overwhelming majority of enti-
ties on social media are in mere reactive mode, addressing mentions as they come through. 
However, some of the best opportunities to engage are available before many of your targets 
even say a word. !
The phrases “humanizing the brand and “brand personification” have been exhausted in use, 
but although the words have been over spoken, marketers have failed to fully embrace the 
concept in full. ‘Social Currency’ represents the value associated with a variety of subtle social 
touchpoints such as Follows, Favorites, Retweets and Lists that can be distributed to target 
individuals. !
In this analysis, Insightpool reviewed the Universities selected to participate in the 2014 NCAA 
Men’s Basketball Tournament and their usage of Social Currency. After collecting all of the as-
sociated publicly available data, we had our Final Four: The University of Cincinnati, San Diego 
State University, Virginia Commonwealth University and The University of Wisconsin. Fittingly, 
Wisconsin made it to the official Final Four as well — they must be having a good year! !
In general, this study is intended to deliver a deeper analysis on how Universities are leverag-
ing Twitter and the wide array of touchpoints the platform facilitates. Follows, Favorites, 
Retweets, and Lists provide great opportunities for an entities to engage with their top tar-
gets. In the University community, these targets could include prospective students, athletic 
recruits, existing students, alumni and more. This opens the door for the creation of share-
worthy moments, both on and offline. !
The aforementioned social touchpoints can be considered highly valuable ‘Social Currency’ if 
they are leveraged with an optimal approach, and they will in turn lead to a larger audience 
following. This translates to more fans who have “opted-in” to your social form of marketing. It 
is very much a win-win from both perspectives, so it is important to consider Social Currency 
as an investment worth buying into. As Wendy Clark, SVP at Coca Cola, puts it, “Be share-wor-
thy in everything you do.” !!!!
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Methodology 

To provide a greater background to our study, we will now specify some of our information. If 
you have read our Fortune 500 Social Currency analysis, you will notice this study was com-
pleted along the same basic premise, although various methodologies clearly had to be 
changed. For one, the Fortune 500 study had to be scaled and adjusted due to the fact that 
only 418 out of the 500 had Twitter handles (still an 83.6% adoption rate). Luckily, studying 
educational organizations, we are fortunate that 100% of the universities evaluated did have 
at least one University Twitter account. Furthermore, we did not deem it necessary to separate 
the universities into sub segments, as we did with the Fortune 500 industries. For these large 
corporations, it made sense to categorize them into their differentiated industries to draw 
conclusions, but this did not apply for this study. !
Next, we will provide a few preliminary numbers and percentages to further set the stage.  !
72%, or 49 of our 68 participants, were following less than 1,000 accounts.  !
60%, or 41 of our 68 participants, favorited less than 30 times in our sample month (February 
9-March 12, 2014). The average amount of follows was 122, with lows of 0 and a high of 2,581.  !
38%, or 26 of our 68 participants, retweeted less than 30 times in our sample month. The av-
erage number of Retweets was 72, with lows of 0 and a high of 568.  !
Overall, these accounts had between 234 and 30,533 total lifetime tweets, averaging 6,257. 
The average Klout score, or level of social influence, stood at 78. To put this in perspective, 
Klout is the standard for influence on a scale from 0-100, Barack Obama boasting a high score 
of 99. The average account age was 4.8 years.  !
Finally, to compare audience sizes, we saw an average student enrollment of 23,687 students 
(both undergraduate and graduates), with a low of 1,588 and a high of 60,169. To further ana-
lyze their audience, we saw the schools averaging 28,884 followers, with a high of 344,422 
and low of 1,377. You will see the breakdown later in the study. !
The compiled data is representative of Twitter records from February 9th, 2014 to March 12th, 
2014 (resulting in a 31 day period). For the purpose of this study, we defined a Twitter Touch-
point as a subtle action that an account can take towards another account. As stated above, 
the Twitter Touchpoint that were assessed include Follows, Favorites and Retweets, as well as 
non-Twitter related metrics including: University enrollment records, Klout scores, RPI Basket-
ball rankings, and account ages.  !
While Follows and Lists were examined on an aggregate level, Favorites and Retweets were 
evaluated based on activity over the last 31 calendar days.  Although some may consider pub-
lic @mentions and private direct mentions (DM’s) as Twitter Touchpoints, we made a con-
scious decision to exclude them from our study. We had originally intended to analyze the 

The NCAA Final Four !
Social Currency Index - 2014  ! ! www.insightpool.com | @insightpool

http://www.insightpool.com
http://www.insightpool.com


public mentions, however, the data would have been skewed due to the outliers practicing 
community management. We were specifically identifying the Universities who were activat-
ing their audience through proactive strategies rather than reactive responses. As for DMs, this 
information is not publicly available.  !
A Twitter account was recorded and analyzed only after we established that it was the Univer-
sity’s official handle. This determination was made after visiting the official University website 
and locating the corresponding accounts. We chose to exclude the Athletic Department (or 
basketball specific) accounts because the study proved more insightful of each University’s 
social presence, looking at their official accounts as opposed to their more niche accounts.  !
We wanted to gauge a real and loyal audience, or following, and not just users or fans that 
identify with the Universities respected sports. We believe an embedded relationship exists 
within every College or University, giving them an unprecedented opportunity to connect 
with their patrons, in turn, driving people and interaction to their subsidiaries. The branches 
that may benefit from simple social engagements include, but are not limited to: each Univer-
sity’s respected Alumni Association, donor population, recruitment and admissions efforts, 
merchandise sales, athletic departments, and fine arts programs. The list goes on and on, 
which begs the question, why is your organization not more proactive and invested in social 
engagement optimization? !!!!!!!
!
!
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Section 1: Follows 

!
Although many users boast their popularity pertaining to the amount of users following 
them, the number of accounts you are following is also one of the main statistics front-and-
center for every Twitter handle. While the number of tweets may indicate activity and the 
number of followers may indicate a certain status, the number of accounts an individual user 
follows is a direct reflection of the accounts or topics they find interesting. From an organiza-
tion’s perspective, a Follow should be viewed as a form of social currency.  !
When brands ‘humanize’ themselves and follow individuals, these small but significant mo-
ments become ‘share-worthy’ as the recipients are often flattered and proceed to tell their 
networks. A Follow possesses real value that can impact a number of marketing metrics such 
as brand perception, and from a long-term evaluation, a Follow can function as a step towards 
increasing brand loyalty and a customer’s lifetime value. !
In terms of the Universities being assessed, there were significant disparities between those 
that have embraced the notion of Social Currency and those that have neglected to date. Ari-
zona State University was at the top of the food chain with the 14,423 accounts they were fol-
lowing. On the opposite end of the spectrum, Western Michigan was following a measly 26 
accounts — they must be pretty special! In relation to The Fortune 500 Social Currency Index, 
one could draw a parallel between Arizona State and Whole Foods, as both entities surely un-
derstand the value of following others.  !
To put this in perspective, the average number of accounts these 68 universities were follow-
ing equals 1,440. Arizona State and Virginia Commonwealth (landing in second place by fol-
lowing 12,482 accounts) were the only two schools to follow more than 10,000. Below you will 
see a table with the Top 10 rankings of the schools assessed, with their respected following 
amount and enrollment ranking. Later, when you see the masses that flock to follow each 
school, it’s quite surprising more schools do not take it upon themselves to reach out to more 
of their benefactors.  !
As seen below, Arizona State and VCU have extended themselves far beyond their competi-
tors, being the only schools to follow 5-digit amounts of users. From there, Oregon, Memphis, 
San Diego State University, East Kentucky, New Mexico, Kentucky, Villanova and Mercer all 
have a relatively significant separation from each other before the numbers start to even out 
in the 1,500 range before plummeting to the low of 26. Arguably most noteworthy, despite 
being just five positions apart, there’s a staggering difference between #1 and #6. (See the 
overall rankings in Appendix A). !
On the other end of the spectrum are the accounts that have achieved the highest mass of 
followings. An interesting predicament comes into play for this category. Take the world-
renowned university Harvard, for example. Although they rank in the bottom 50% for both 
Enrollment and Following, they are able to achieve the highest ranking in Followers. Many 
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would argue knowledge seekers pay close attention their posts and utilize @Harvard as a 
news source, educational tool, and research database. A similar dynamic can be seen with 
Stanford University, although their athletic program consistently wins the Directors’ Cup as 
well. These two programs know how to operate in the social setting, but are fortunate to have 
these followings due to their academic and/or athletic prowess. !!

!

!
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Ranking School Following Enrollment Rank

1 Arizona State  14,423 1

2 VCU  12,482 16

3 Oregon  8,028 33

4 Memphis  6,065 35

5 San Diego State  5,291 15

6 East Kentucky  5,008 45

7 New Mexico  3,900 11

8 Kentucky  2,632 22

9 Villanova  2,320 54

10 Mercer  2,318 59

Ranking School Followers Enrollment Rank

1 Harvard  344,422 45

2 Stanford  192,975 46

3 Ohio State  80,192 2

4 Texas  72,500 3

5 Michigan  67,066 6

6 Florida  64,120 4

7 Wisconsin  61,423 8

8 Oklahoma  60,632 21

9 Arizona State  56,440 1

10 Oregon  53,979 38
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!
Programs such as Cincinnati, Texas, and even Ohio State should be investing more in social 
currency, and in turn cultivate a larger following. In all practicality, schools with the nation’s 
largest Enrollment rates should be growing by a similar size every year in their Twitter follow-
ers. As records indicate, this is not the case, so they are doing something wrong.  
Based on our preliminary research concerning smartphone users who have mobile notifica-
tions enabled (study forthcoming in 2014), a Follow should be considered a valuable social 
touchpoints that goes further than a simple increase in brand awareness. This social currency 
often results in a release of serotonin from the recipient, netting a reciprocated Follow in re-
turn which results in a larger engaged audience to market to on a daily basis. Furthermore, 
the originated Follow can impact increases in other Key Performance Indicators (KPIs) such as 
brand perception, brand loyalty, and activations.  !
A Follow from a brand is frequently so unexpected and gratifying that the recipient will  also 
commend the brand publicly. Even better, a user may broadcast their elations to their own 
audience, which often function as a catalyst for acquiring new followers. Attached below are a 
few examples that exemplify the satisfaction experienced by average users upon receiving a 
verified follow.  
 !!!
 !!!!!! !!!

A Follow here is well worth the 
impression, even when the or-
ganization (Arizona State) al-
ready follows almost 15,000 
users. You can see in the Tweet 
examples above that users are 
still thrilled to connect with 
their favorite school. !!!!!!
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As you can tell, there is a certain level of desperation and 
aspiration when it comes to this form of engagement. In 
this case, not only did @Univ_Of_Oregon’s proactive ap-
proach drive a valuable impression, but it also drove a reci-
procated follow. This in turn yields increased brand aware-
ness and brand reach from @jeffsidebotham’s tweet. From 
our own internal data at Insightpool, we have seen this 
type of broadcast create a significant multitude of new net 
followers, in particular if the user owned a large following. 
We call this ‘The Network Effect.’  When it comes to the dis-

tributions of follows, we believe there is something to be said not only for organizations with 
large followings, but also for organizations that follow a lesser amount of accounts. We call 
this ‘The Scarceness Effect.’  Refer to the illustration to the left, as it demonstrates the per-
ceived value of the follow relative to the number of followers. !
Exclusivity in Follows brings with it certain levels of appreciation, driving followed accounts to 
a “country club” type of membership feeling. However, the aggregate positive outcomes out-
weigh the negatives when it comes to handing out follows more frequently. Just ask Arizona 
State , who ranks 19 on the overall NCAA Social Currency list, yet ranks #9 of overall NCAA 
March Madness Twitter audiences and number 1 overall in this category. Their willingness to 
be generous with their follows likely played a significant role in amassing a large Twitter fol-
lowing and achieving fantastic levels of social currency. !
On the other hand, it’s a shame when large organizations (and defending Champions) like 
Louisville, have a wealth of followers, but fail to reciprocate the action. This is a huge part part 
of the reason Louisville finished at the bottom of our social currency rankings. 
 !!!!!!!!!!!!!!!!!!!
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If they are using Follows as a mechanism for monitoring a certain subset of individuals, 
Louisville should take advantage of Twitter’s list tool that we will describe shortly. Organiza-
tions should utilize Follows as social currency, and Lists or personal accounts if they want to 
monitor a certain group of individuals. !
It is not too late for an organization to start being more generous with this form of social cur-
rency. For Universities like Ohio State, Texas and Michigan who have large followings but 
hardly follow in return, they can use The Scarceness Effect to make bigger impressions than 
universities who follow a lot of people.  The logic of The Scarceness Effect implies when an o
rganization who has been sparing with their follows in the past extends a follow to a user, this 
follow carries more weight and value, in turn leading to a more powerful impact from a social 
currency perspective, and a much more loyal Follower in the end. !
Another metric we studied was the ratio of the number of Followers to Following, illustrating 
how many users follow an organization to how many the organization follows. The average of 
the 2014 NCAA Tournament participants was 69 followers in return for each account followed.  
To put this in perspective, the largest ratio belongs to Harvard, at 594 to 1. Eastern Kentucky 
holds the smallest ratio at .91.  !!!!!!!!!!!!!!!!!!!!!!!!!!!!
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Section 2: Favorites 

!
Many Twitter users habitually practice Twitter’s Favorite feature. You can say it is even abused 
by some. Whether a user may have been favorably mentioned, find the content compelling, or 
want to save it for later, a variety of uses exist for Favoriting. Similar to Follows, a favorite pro-
duces an instant notification from the user who produced the tweet, and is a valuable addi-
tion to an organization’s social currency. !
While individuals have made great use of the feature, far too few Universities have developed 
an optimal strategy around this form of social currency. The biggest difference between Fol-
lows and Favorites lies in the distribution. While both can be interpreted as highly comple-
mentary touchpoints to a Twitter user, Follows can only be used one time for any given user. 
On the other hand, Favorites could be used every day, on every tweet, if it were appropriate. !
Here are the Top 10 March Madness participants based on number of Favorites: !

!!!
Similar to Follows, the Favorites category has a clear leader: Duke University. Within the 31-
day timeframe developed, they had nearly 2X the number of Favorites compared to the sec-
ond-greatest user, Cincinnati. Of all the universities sampled, 85% had been Favoriting to 
some extent over the month period analyzed. Universities tend to Favorite anything related to 
their accomplishments, but also anything positive or supportive. !

Ranking School Favorites within the past 31 days

1 Duke 2,581

2 Cincinnati 1,583

3 Kansas 721

4 Wichita State 349

5 Mount St. Mary 304

6 Wisconsin 274

7 Colorado 248

8 Albany 222

9 Coastal Carolina 209

10 Manhattan 195
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!
In our data, we saw an average of 122 favorites between February 9th and March 12th. The 
eleven schools with zero favorites included: Stephen F. Austin, Stanford, Villanova, Wofford, 
Massachusetts, Texas Southern, Xavier, Louisville, Nebraska, Dayton, and Memphis. While 
Stanford benefits from seemingly innate recognition, the other schools must learn to leverage 
this form of Social Currency if they want to effectively build their audience. !
Applying a Favorite to your social strategy is an easy opportunity to make a great social im-
pression, especially for any positive tweets about your brand. As we move through the first 
quarter of 2014, a heavy emphasis for social marketers has been placed on developing 
stronger long-term relationships with your existing or potential audience, and Favorites pro-
vide a great social currency that can be used over and over again.  !
Favorites are simple, only requiring one click, and can be used at scale without being obtru-
sive to your followers. They are the ideal touch point for generating relationships over time, as 
universities would only need to engage through favorites for the mentions pertaining directly 
to your organization. An example of engagement through favoriting is seen below: !!

  !!
Duke University, notorious for favoriting, engaged with Justin here. Notice there is no dimin-
ishing return on their handing out favorites. Users do not care, nor notice, when a universities 
favorite count begins getting high. For the most part, users will not assess this information, 
resulting in the same euphoric feeling each time it happens. !
While existing mentions of your brand may often be the best remarks to favorite, there are 
also further opportunities to utilize this form of social currency. A creative opportunity to uti-
lize favorites arises through using Twitter’s keyword search engine. Here you can locate relat-
able keywords or phrases that your social team may be monitoring, and willing to reward. !!!!!!!!!!
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!
Section 3: Retweets 

!
There are many ways to incorporate a Retweet on Twitter. Our study looked at all of the differ-
ent versions and compiled them to just represent the total amount of retweets.  What was 
searched for in a tweet on the accounts’ timelines were the following terms: "RT @", "MT @" 
and "Retweeted On". RT simply means retweeted, MT means modified tweeted, and “Retweet-
ed On” is followed by the date.  !
Retweets are great way to flatter users, so much so that you are exclaiming that your brand 
wants to showcase your text in front of your entire audience. In turn, this can mean that 
retweets are more exclusive in use. Similar to Favorites, Retweets are most often used for 
broadcasting positive mentions, or key accomplishments. One key finding in our study of 
these universities’ retweets was that the majority of the retweets shared were being retweet-
ed from other handles under the same university name.  !
For example, below is a retweet of the Cincinnati Athletic Department’s tweet, from the offi-
cial Twitter handle of Cincinnati stating that it’s a great afternoon to come out and watch the 
Bearcats’ baseball game. A lot of cross promotion occurs through retweets, particularly in the 
university industry. This is attributed to the wide spread amount followers who follow differ-
ently targeted accounts from their university, but may still be interested in hearing about 
main events.  

 !!!!!!!!!!!!!!!!!!!!
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 !
Another example of a retweet 
success can be seen here, be-
tween user Valeria Pena and 
the University of Arizona. This 
demonstrates the relationship 
being built through Retweets. 
Not only did they retweet Va-
leria, but it was the 3rd time, 
and she vividly remembers 
this and is quick to point it 
out. This is very satisfying for 
your follow!
ers, but furthermore, is satisfy-
ing for any Average Joe to no-
tice Retweets like this. Any-
time they believe they’ll have 
a chance of being retweeted, 
and see others being retweet-
ed, they may begin engaging 
with the university more. Well 
done, Arizona.  !

Below is a list of the top ten universities ranked based on number of retweets: !
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Ranking School Retweets within the past 31 days

1 Cincinatti 568

2 Saint Louis 218

3 Arizona 211

4 Mount St. Mary 201

5 Kansas State 195

6 Kentucky 159

7 Albany 156

8 VCU 153

9 San Diego State 152

10 Xavier 138
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In the analyzed timeframe, Cincinnati was the top user of Retweets with 568, which translates 
to an average of 18 Retweets per day. At that rate, Cincinnati would eclipse the University 
monthly average of 72 in less than five days. Cincinnati used more than 2X the number of 
Retweets than any other NCAA Tournament team. On the opposite end of the spectrum, there 
were six Universities with fewer than five Retweets during the entire month. These include: 
Memphis, Dayton, Providence, Texas Southern, Stanford, and Stephen F. Austin. Albany is the 
big performer both here, and in favorites. This shows their understanding of the power of so-
cial currency. !!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!!
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Section 4: Twitter Lists 

!
While each of the Social Touchpoints evaluated tend to be underutilized, Lists are no different. 
Lists offer a great way to organize specific subsets of Twitter users and monitor their collective 
stream of tweets separately.  !
It is noteworthy to mention that there are two different types of lists, private and public.  Pri-
vate Lists offer a great way to monitor specific people without their knowledge of you follow-
ing. As with Direct Messages, Private Lists can only be seen through your own Twitter account 
so we were unable to track thes 
e lists. Considering the study is focused on Social Currency, this exclusion is not an issue. !
Contrary to Private Lists, Public Lists can be viewed by anyone on Twitter. Best of all, those in-
cluded on public lists can be notified of this inclusion, offering another opportunity for build-
ing Social Currency and a more meaningful relationship with your target audience. More can 
be said of this if their inclusion is on a list appealing to them. Take this screen shot of a list cre-
ated by Oklahoma, for instance. Which of Oklahoma’s followers wouldn’t want to be included 
in a 13-member list titled “Super Sooner Fans”? !

  !
Oklahoma created this list to monitor a subset of individual accounts they deemed Super 
Fans.  They could have made this list private, however, the knowledge of this list for the gen-
eral follower population is Social Currency in itself. If you consider the desperation and aspira-
tions we discussed earlier to be followed by your favorite university, think about what your 
followers would do to be included in a Super Fan list.  !
Here’s the big takeaway: if you’re going to make the list public, make sure to make it compli-
mentary. Positive words like top, best, and favorite will drive further satisfaction from those 
included, and further efforts from others to get included.  Another example of how Oklahoma 
uses lists is seen here. !
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This feature is to keep track of the various handles under the Oklahoma umbrella. This is also 
beneficial to followers, as some of them may be interested in following the happenings around 
the university deeper. There is undoubtedly value in running and keeping track of lists, although 
they are not as powerful on the impression side.  !
As of March 12, 2014 here is the list of top 10 universities based on number of Public Lists. !

!!!
Furthermore, the average number of public lists was seven, and twelve schools had zero public 
lists. These twelve schools include: Memphis, Western Michigan, Tulsa, Texas Southern, NC State, 
Nebraska, Iowa State, North Dakota State, Baylor, New Mexico, Stephen F. Austin, and North Car-
olina. As a university, or major conglomerate organization, Twitter becomes increasingly difficult 
to manage without properly leveraging Twitter Lists. While they may have private lists, these 
schools should have at the very least one public list in place that could serve as a directory of 
some sort for their interested audience. Lists are growing in popularity, and will become increas-
ingly important as Twitter feeds become full of obtrusive Twitter cards, ads, pictures, and pro-
moted tweets. Lists allow you to see your Twitter feeds as you would a newspaper; much more 
manageable and targeted streams. It is important for schools to look at the bigger picture, and 
understand what their followers see when they click on their handle.  !!!!!!!
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Ranking School # Public Lists

1 VCU 34

2 Eastern Kentucky 29

3 Syracuse 24

4 Michigan 21

5 Wisconsin 20

6 UCLA 19

7 Duke 19

8 Stanford 16

9 Arkansas 16

10 Oklahoma 15
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Section 5: Overall NCAA Social Currency Rankings 

!
Throughout the entirety of our study, we analyzed engagement from the universities to the indi-
vidual accounts.  This section aggregates all of the data collected and determines the overall 
ranking of the 2014 NCAA March Madness participants’ Social Impression usage. We strongly be-
lieve that you will have a bigger audience if you can have a higher social currency ranking. !
After internal evaluation, we determined certain impressions outweigh others, in terms of rele-
vance and currency valuation. For this study, our calculation was based off a formula giving each 
school’s following ranking 45% weight, favorites 45% weight, and Retweets 10% weight. We do 
understand there is much room for interpretation and differentiation in regards to the formula, 
however this is how we deemed appropriate.  !
Follows and Favorites are easiest to distribute so they received the most weight. Follows, in par-
ticular, establish a relationship with your audience, and allow them to trust you and feel con-
nected in a way that YOU (the organization) actually reads and can be influenced by their tweet-
ing. Favorites allow the relationship to expand through constant contact. We weighted this 
touch-point so heavily weighted because it’s the most subtle, yet sincere, way of reconnecting 
with your audience and showing them you care and listen to them.  !
On the other hand, Retweets have certain caveats to consider. In the case of Retweets, the uni-
versities evaluated are much more delicate with what they choose to publish. For the most part, 
we tracked accomplishments and horizontally synced university happenings as the main retweet 
material. Unlike a favorite or a follow, a Retweet is front and center on the university’s Twitter 
feed and is viewed by everyone who follows the organization. Followers were appropriately 
thrilled to be retweeted by their schools, which really builds a bond of loyalty, in turn social cur-
rency.  !
Furthermore, often the universities who still engage with people regularly choose not to retweet 
very often because it is not content that caters to the material they are trying to produce. This 
was the reasoning behind the 10% weight. Lists, followers, and enrollment size were excluded 
from the formula because the majority of these organizations are not currently using Lists in the 
form of a social currency, and enrollment size/followers are not relevant towards social touch-
points. Below is the list of our Top 10 universities ranked by their social currency scores. You 
will find the full results in Appendix A following the conclusion. !!!!!!!!
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THE SOCIAL CURRENCY FINAL FOUR

THE SOCIAL CURRENCY ELITE EIGHT
Rank University Favorite Rank RT Rank Follow Rank

1 Wisconsin 6 11 13

2 Cincinnati 2 1 28

3 San Diego State 25 9 5

4 Virginia 
Commonwealth

31 8 2

5 Tennessee 17 30 12

6 Eastern Kentucky 20 53 6

7 Oregon 31 22 3

8 Mount St. Mary’s 5 4 34

Rank University Favorite Rank RT Rank Follow Rank

1 Wisconsin 6 11 13

2 Cincinnati 2 1 28

3 San Diego State 25 9 5

4 Virginia 
Commonwealth

31 8 2
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Congrats to Wisconsin for claiming the #1 spot in this social currency study! We looked for 
Universities that were consistently leveraging a variety of touchpoints across the board. It was 
also interesting to note Eastern Kentucky and Albany in the top 10. These schools snuck into 
the tournament on the last day of region play! Also, schools like Harvard and Stanford were 
neck-in-neck in many different categories of the study and certainly noteworthy -- maybe 
they are keeping close tabs on each other! !
Looking at the list of the top ten universities, it’s impressive to see universities like Eastern 
Kentucky, Mount St. Mary’s, Gonzaga, and Albany utilize these proactive Social Touchpoints to 
their advantage. These guys are all in the bottom quarter of the rankings when it comes to 
enrollment size! They certainly know what they’re doing in social. In these cases, they are all 
‘appealing’ universities, but the organizations have managed to leverage Twitter to engage 
and create additional touchpoints with their targets that can ultimately yield stronger loyalty 
over time.  It’s also worth noting that Mount St. Mary’s ranks 67 out of 68  on the overall en-
rollment ranking so your overall size and popularity should not inhibit your success and activi-
ty on Twitter. !
While organizations like Arizona State should get all the recognition in the world for optimally 
leveraging Follows to their advantage, it’s a shame to see them entirely neglect a comparably 
valuable impression like Favorites, and as a result, you won’t see them in our overall top 10. In 
a similar fashion, Duke and Cincinnati, who topped off the Favorites, were not near the top 
when it came to leveraging follows.  !
Finally, it’s worth noting the disappointment we see in the Louisville Cardinals. Finishing in 
68th place, their ranking for follows, favorites, and Retweets were all in the bottom 5%. A 
school as popular as Louisville could leverage social to grow and build relationships exponen-
tially.  !!!!!!!!!!!!!!!!!!!
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Conclusion 

!
In conclusion, we’ll keep it simple: Social touchpoints result in Social Currency. The more So-
cial Currency you deliver, the  greater affinity your audience will have to your University. This 
somewhat costless distribution across various touchpoints will prove priceless in the growth 
of your relationship building. Despite the labor and creative costs associated, the gains can be 
exponential when it comes to your Key Performance Indicators (KPIs) such as reach, percep-
tion, awareness, loyalty and content activations. !
While social advertising can be effective for brand awareness, long-term relationships are cul-
tivated and maintained when brands show they care about their most relevant people over 
time. An old marketing adage referred to as ‘The Rule of Seven’ maintains that seven impres-
sions will ultimately leave an indelible impression. Follows, Favorites, Retweets and Lists serve 
entirely different purposes, but they provide similar values. The variety of options allows 
brands to maintain diversity in terms of how they engage their key influencers and followers. !
By now, we hope all social marketers understand the power of these simple and subtle en-
gagements. While most marketers are primarily reacting to inbound responsibilities, or fo-
cused on publishing to the masses, they’re mistakenly sidestepping the best opportunities. !
Don’t wait for your fans to engage you -- go engage them. Stay ahead of the conversation so 
you can shape the interaction and ultimately, craft a long-term relationship. Take a proactive 
mentality. Whether it’s an individual, brand or University, in today’s connected era you need to 
be human — that’s why we call it social media. !!!!!!!!!!!!!!!!!!!
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Appendix A: Social Currency Rankings 

Overall University Favorite 
Rank

RT Rank Following 
Rank

Weighted

1 Wisconsin 6 11 13 9.65

2 Cincinnati 2 1 28 13.6

3 San Diego State 25 9 5 14.4

4 Virginia Com-
monwealth

31 8 2 15.65

5 Tennessee 17 30 12 16.05

6 Eastern Kentucky 20 53 6 17

7 Oregon 31 22 3 17.5

8 Mount St. Mary's 5 4 34 17.95

9 Gonzaga 14 19 22 18.1

10 Albany 8 7 31 18.25

11 Wichita State 4 17 33 18.35

12 New Mexico 23 53 7 18.8

13 Michigan 13 14 27 19.4

14 Duke 1 16 43 21.4

15 Iowa 22 45 18 22.5

16 Milwaukee 17 52 23 23.2

17 Colorado 7 28 40 23.95

18 Kansas 3 33 45 24.9

19 Arizona State 47 39 1 25.5

20 Manhattan 10 26 42 26

21 Kentucky 49 6 8 26.25

22 George Washing-
ton

34 48 14 26.4

23 Oklahoma State 26 60 20 26.7

24 Weber State 11 50 38 27.05

25 Arizona 19 3 41 27.3

26 Virginia 43 13 15 27.4
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27 Mercer 47 19 10 27.55

28 Delaware 52 12 11 29.55

29 Creighton 28 36 30 29.7

30 Texas 30 56 24 29.9

31 Louisiana 
Lafayette

14 34 46 30.4

32 Connecticut 31 46 29 31.6

33 Ohio State 24 47 36 31.7

34 Michigan State 12 38 52 32.6

35 Coastal Carolina 9 17 60 32.75

36 Syracuse 40 37 25 32.95

37 Villanova 58 42 9 34.35

38 Pittsburgh 46 61 17 34.45

39 American U 52 26 19 34.55

40 Memphis 58 67 4 34.6

41 Tulsa 16 24 56 34.8

42 Oklahoma 27 29 44 34.85

43 Harvard 40 39 35 37.65

44 North Carolina 39 32 39 38.3

45 Iowa State 52 44 26 39.5

46 Stanford 58 65 16 39.8

47 NC State 28 43 54 41.2

48 Baylor 36 31 49 41.35

49 Western Michigan 21 19 68 41.95

50 Stephen F. Austin 58 65 21 42.05

51 North Dakota 
State

49 41 37 42.8

52 Saint Joseph's 36 23 55 43.25

53 Florida 36 15 57 43.35

54 Providence 55 63 32 45.45

55 UCLA 45 50 48 46.85

56 BYU 44 53 50 47.6

57 Cal Poly 34 58 59 47.65
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58 Xavier 58 10 47 48.25

59 Saint Louis 55 2 53 48.8

60 New Mexico State 40 59 57 49.55

61 Kansas State 49 5 61 50

62 Nebraska 58 35 51 52.55

63 Massachusetts 58 25 63 56.95

64 North Carolina 
Central

55 48 66 59.25

65 Texas Southern 58 67 62 60.7

66 Wofford 58 56 65 60.95

67 Dayton 58 64 64 61.3

68 Louisville 58 62 66 62
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