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About This Course
Youth Leadership & Advocacy treats young people as leaders of today, not tomorrow. Eight modules build

progressively: grounding a personal leadership identity, understanding what advocacy really is (and how it

differs from awareness-raising), core skills of communication, decision-making and teamwork, mapping

stakeholders and power, designing a complete advocacy campaign with SMART goals, using digital tools

responsibly, leading ethically and inclusively, and sustaining impact through monitoring and well-being. Each

module includes real case examples and reflective activities, culminating in a capstone advocacy project.

Course information

Course Youth Leadership & Advocacy

Instructor Ms. Thandiwe Mbeki

Level Beginner

Structure 8 modules · 45 lessons · 8 weeks

Assessment Module quizzes (pass mark 60%) and a final test (pass mark 80%). Certificate issued
on final success, verifiable at acla.io/verify.

What you will be able to do
1. Define leadership in your own words and distinguish it from authority or position.

2. Identify your personal values, strengths, and lived experiences as sources of leadership.

3. Compare common leadership styles and recognize their strengths and limitations.

4. Draft a personal leadership statement to guide your growth throughout the course.

5. Define advocacy and distinguish it from related concepts such as charity, service, and awareness-raising.

6. Identify the main types of advocacy and the situations in which each is most effective.

7. Explain the policy or decision-making cycle and identify entry points for youth influence.

8. Select an issue and articulate why it matters, to whom, and what change is being sought.

How to use this study guide
This guide is the complete companion to the Tapi Learn mobile course. Each chapter corresponds to one

course module and reproduces every lesson in full, including the key takeaways. Read a lesson in the app,

then revisit the same text here to revise; the structure and headings match the in-app lesson reader. After

finishing a module, take the module quiz in the app (60% to pass), and after all modules, the final test (80%

to pass) to earn your verified ACLA certificate of completion.
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Module 1: Foundations of Youth Leadership
Leadership is a set of behaviors and relationships, not a title or position. Values, strengths, and personal story

are foundational sources of leadership credibility, especially for young people who may lack formal

authority. Effective leaders adapt their style — directive, participative, servant, or transformational — to fit

the situation. A personal leadership statement provides a compass for gr

5 lessons · 10m

1.1 What Is Leadership?
Leadership is often mistakenly equated with holding a title — team captain, class president, club founder. In

practice, leadership is better understood as a set of behaviors: the ability to see a need or opportunity, to

imagine a better outcome, and to influence others to move toward that outcome together. Anyone can

practice leadership, regardless of age, title, or formal authority, because leadership is fundamentally

relational rather than positional. Youth leadership carries a distinctive character. Young people often lead

without the formal authority, resources, or institutional access available to adult leaders, which means youth

leadership frequently depends more heavily on trust, credibility, relationships, and creativity than on

positional power. This constraint is also a strength: because young leaders must build influence rather than

assume it, they often develop unusually strong skills in persuasion, coalition-building, and adaptive

problem-solving.

1.2 Values, Strengths, and Story as the Foundation of Leadership
Effective leaders lead from a clear sense of what they value and why. Values act as an internal compass,

guiding decisions when the right path is not obvious and helping leaders remain consistent even under

pressure or criticism. Equally important is self-awareness of one's strengths — the abilities, knowledge, and

dispositions a person brings to a team or cause — as well as awareness of one's growth areas, which shape the

kinds of collaborators and mentors a leader should seek out. A leader's personal story — the experiences,

challenges, and relationships that shaped their perspective — is also a powerful leadership asset. Many of

history's most effective youth-led movements began with an individual's personal encounter with an injustice

or unmet need. Learning to tell that story clearly and authentically is one of the most transferable skills a

young leader can develop, useful in everything from a scholarship interview to a legislative testimony.
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1.3 Leadership Styles
No single leadership style is correct for every situation. Effective leaders develop range and learn to select an

approach suited to the people, task, and context in front of them. Four styles commonly observed in youth

leadership contexts include: Directive leadership — providing clear instructions and structure; most useful in

emergencies, tight deadlines, or with new or inexperienced teams. Participative leadership — inviting input

and shared decision-making; most useful when buy-in, creativity, and morale matter, and time allows for

consultation. Servant leadership — prioritizing the growth and needs of team members above the leader's

own recognition; builds trust and long-term team capacity. Transformational leadership — inspiring a shared

vision and motivating people toward ambitious, values-driven change; particularly common in youth-led

social movements. Rather than adopting a single fixed style, skilled leaders learn to read a situation and

adapt: offering clear direction during a crisis, inviting collaboration when designing a new project, and

consistently modeling the humility of servant leadership in day-to-day team relationships. You do not need a

title to lead. You need a reason to act and the willingness to bring others with you.

1.4 Case Study: From Personal Experience to Public Leadership A recurring
pattern amon
From Personal Experience to Public Leadership A recurring pattern among young civic leaders worldwide is

that their public advocacy begins with a private experience: a students' council member who struggled with

anxiety becomes a leading voice for school mental-health resources; a teenager who lived through a flood

becomes an organizer for climate resilience in their town; a young person navigating a disability becomes an

advocate for accessible public transport. The pattern illustrates a broader principle: leadership does not

require waiting for permission or perfect expertise. It begins with paying close attention to one's own

experience, recognizing that experience as a legitimate source of insight, and choosing to act on it in service

of others facing something similar.

1.5 Hands-On Activity
Describe a moment when you influenced a decision or outcome without holding formal authority. What

made that influence possible? List three personal values that you want to guide your leadership. For each,

write one sentence describing what that value looks like in action. Which of the four leadership styles do you

rely on most naturally? Which would you like to strengthen, and why? Draft a two- to three-sentence

personal leadership statement describing the kind of leader you want to become and the change you want to

help create.

Module 2: Understanding Advocacy
Advocacy is distinct from charity and awareness-raising because it targets a specific decision and

decision-maker. Effective campaigns often combine multiple types of advocacy: direct, grassroots, coalition,

media, and self-advocacy. Understanding an institution's decision-making cycle helps advocates time their

efforts for maximum influence. A strong advocacy foundation starts with a precise stat

5 lessons · 10m
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2.1 What Advocacy Is — and Is Not
Advocacy is the deliberate act of speaking, organizing, and acting to influence decisions, policies, resources,

or attitudes in support of a cause. It is distinct from charity, which addresses immediate needs (such as

donating food), and from awareness-raising alone, which builds knowledge or concern but does not

necessarily target a specific decision or decision-maker. Advocacy is distinguished by its focus on change: a

specific ask, directed at a specific audience with the power to grant it, supported by a deliberate strategy.

This distinction matters because many well-intentioned youth initiatives stall at the awareness stage — a

poster campaign, a social media post, an assembly presentation — without ever converting that awareness

into a concrete ask directed at someone empowered to act. Effective advocacy training encourages young

people to move beyond "raising awareness" toward asking a precise question: who has the power to make the

change we want, and what, specifically, are we asking them to do?

2.2 Types of Advocacy
Advocacy takes multiple forms, and effective campaigns often combine several: Direct advocacy —

engaging decision-makers directly through meetings, letters, testimony, or petitions. Grassroots mobilization

— organizing peers and community members to demonstrate collective support or concern, such as through

rallies, walkouts, or signature drives. Coalition advocacy — partnering with other groups or organizations to

combine resources, credibility, and reach around a shared goal. Media and public advocacy — using

traditional or digital media to shape public narrative and build pressure for change. Self-advocacy —

speaking up for one's own needs, rights, or interests, often a foundational skill that precedes advocacy on

behalf of others.

2.3 Understanding the Decision-Making Cycle
Advocacy is most effective when it is timed and targeted to how decisions are actually made. Whether the

target is a school administration, a local council, or a national legislature, most institutional decisions move

through a recognizable cycle: an issue is identified and placed on the agenda; options are researched and

debated; a decision or policy is adopted; the decision is implemented; and, eventually, the results are

reviewed. Advocates who understand this cycle can identify the moment when their input will carry the most

weight — for example, submitting recommendations while a policy is still being drafted, rather than after it

has already been finalized.
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2.4 Case Study: Reframing a Complaint as an Advocacy Ask A group of
students frustrate
Reframing a Complaint as an Advocacy Ask A group of students frustrated by a lack of accessible

mental-health support initially expressed their concern through informal complaints and social media posts.

Engagement was high, but nothing changed, because no specific decision-maker had been asked to do

anything specific. The group later reframed their effort as a formal advocacy campaign: they researched

comparable schools' counseling ratios, drafted a one-page proposal recommending two additional counselor

positions, gathered signatures from students and parents, and requested a meeting with the school board's

budget committee ahead of its annual planning session. The shift — from general frustration to a specific

ask, aimed at a specific decision-maker, timed to a specific decision point — is what transformed awareness

into a genuine advocacy campaign, and ultimately contributed to a budget commitment the following year.

Awareness asks people to care. Advocacy asks someone with power to act.

2.5 Hands-On Activity
Choose an issue you care about. In one sentence, state the specific change you want to see. Who has the

formal authority to make that change? List at least two possible decision-makers. Which type(s) of advocacy

— direct, grassroots, coalition, media, or self-advocacy — seem best suited to this issue, and why? At what

point in the relevant decision-making cycle is your issue right now? What does that suggest about your

timing?

Module 3: Core Leadership Skills
Persuasive communication combines credibility, evidence, and emotional resonance, adapted to the audience

and format. Active listening builds trust and often reveals strategic openings that persuasion alone would

miss. A structured decision-making process improves choices made under time pressure or uncertainty.

Strong teams distribute roles according to members' strengths and treat conflict as an

6 lessons · 12m

3.1 Communicating with Purpose
Leadership and advocacy both depend on communication that is clear, credible, and persuasive. Persuasive

communication generally rests on three pillars: credibility (why the audience should trust the speaker),

evidence (facts, data, or stories that support the message), and emotional resonance (why the issue should

matter to the listener personally). Strong youth advocates learn to weave all three together rather than relying

on emotional appeal or evidence alone. Format matters as much as content. A one-page policy brief for a

decision-maker should be structured differently from a two-minute pitch to peers or a social media post

intended to spread widely. Across formats, however, a few habits consistently strengthen communication:

leading with the most important point rather than burying it, using concrete numbers and examples rather

than vague claims, and closing with a specific, actionable request.
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3.2 Active Listening as a Leadership Skill
Effective leaders are not only strong speakers but skilled listeners. Active listening — giving full attention,

reflecting back what has been heard, and asking clarifying questions before responding — builds trust,

surfaces information a leader would otherwise miss, and often de-escalates tension before it becomes

conflict. In advocacy settings, active listening is also strategic: understanding a decision-maker's genuine

constraints and concerns, rather than assuming their position, frequently reveals openings for compromise or

collaboration that a purely persuasive approach would miss.

3.3 Making Decisions Under Uncertainty
Youth leaders are frequently asked to decide quickly, with incomplete information, and without a script to

follow. A simple structured approach can improve the quality of decisions made under these conditions:

clarify the actual decision to be made; gather the most relevant information available within the time

allowed; identify two or three realistic options; weigh each option against the group's shared values and goals;

decide, communicate the decision and its reasoning clearly; and review the outcome afterward to inform

future decisions. This structure does not eliminate uncertainty, but it prevents decisions from being made

purely on impulse or unexamined assumption.

3.4 Building and Leading Teams
Most advocacy and leadership work happens through teams, not individuals. Strong teams typically combine

complementary roles — including people who generate ideas, people who manage logistics and

follow-through, people who build external relationships, and people who keep the group's morale and

cohesion strong. Leaders do not need to fill every role themselves; a key leadership skill is recognizing team

members' strengths and deliberately distributing responsibility accordingly. Conflict within teams is normal

and, managed well, can strengthen a group's work by surfacing disagreements before they become public

liabilities. Constructive conflict resolution generally involves separating the issue from the individuals

involved, ensuring all parties have a genuine opportunity to be heard, focusing discussion on shared goals

rather than personal positions, and seeking solutions that address the underlying interests driving the

disagreement rather than only the surface demands.
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3.5 Case Study: Turning Team Conflict into Better Strategy A youth-led
environmental g
Turning Team Conflict into Better Strategy A youth-led environmental group preparing a campaign against

single-use plastics in their community split into two camps: one favoring a confrontational public campaign

targeting local businesses, the other favoring a collaborative approach of working directly with business

owners on voluntary changes. Rather than allowing the disagreement to fracture the group, the team's

facilitator used a structured conversation to identify the shared goal — reducing plastic waste as quickly and

durably as possible — and asked each camp to identify their underlying concern: one group worried that a

purely collaborative approach would be too slow; the other worried that confrontation would alienate

potential allies. The resulting strategy combined both approaches in sequence: an initial collaborative

outreach phase to businesses willing to change voluntarily, followed by a public accountability campaign

focused specifically on businesses that declined to participate after being given the opportunity. The

compromise strengthened, rather than weakened, the campaign's overall design.

3.6 Hands-On Activity
Write a 60-second spoken pitch for an issue you care about, using credibility, evidence, and emotional

resonance. Recall a recent disagreement in a team or group setting. What underlying interest, rather than

surface position, was each side really protecting? Apply the decision-making framework in section 3.3 to a

real decision you are currently facing. What does each step reveal? Identify one team role (idea generator,

logistics manager, relationship builder, morale keeper) that comes naturally to you, and one you would like to

develop.

Module 4: Community and Stakeholder Engagement
Stakeholder mapping — identifying targets, allies, and influencers — should precede tactical planning in any

advocacy effort. Focusing energy on high-influence, low-support stakeholders is often more strategic than

only reinforcing existing support. Authentic relationships, built before they are needed, are among an

advocate's most valuable long-term assets. Preparation, professionalism, and authe

5 lessons · 10m

4.1 Why Stakeholder Mapping Matters
Every issue exists within a web of people and institutions who care about it, are affected by it, or hold power

over decisions related to it. Before designing tactics, effective advocates first map this landscape: who

supports the change, who opposes it, who is undecided, who holds formal decision-making power, and who

holds informal influence over those decision-makers. Skipping this step is one of the most common reasons

youth advocacy efforts stall — energy is directed at the wrong audience, or an influential ally or opponent is

overlooked entirely.
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4.2 Categorizing Stakeholders
A useful starting framework organizes stakeholders into three broad categories: Targets — the individuals or

institutions with the formal authority to make the specific decision being sought (for example, a principal,

school board, city council, or agency). Allies — individuals or groups who already share the goal and can

contribute support, credibility, resources, or access. Influencers — people who may not hold formal

decision-making power themselves, but whose opinion carries weight with a target (for example, a respected

teacher, a local journalist, or a community elder). A simple two-axis map — plotting each stakeholder's level

of influence over the decision against their current level of support for the cause — helps a team visualize

where to focus limited time and energy: strengthening relationships with high-influence, low-support

stakeholders is often more strategically valuable than continuing to organize an already-supportive base.

4.3 Building Authentic Relationships
Stakeholder engagement is ultimately about relationships, and relationships built solely to extract support for

a campaign are usually recognized as such and rarely endure. Genuine relationship-building involves

approaching stakeholders with curiosity about their perspective and constraints, offering value before

making requests, following through reliably on commitments, and maintaining relationships beyond the life

of a single campaign. Young advocates who invest in these relationships over time — rather than only when

they need something — typically find doors open more easily when a new issue arises. Engaging with adults

and institutional gatekeepers deserves particular attention, since many young advocates encounter skepticism

about their seriousness or capability. Coming prepared — with research, a clear ask, and a professional tone

— while remaining authentic rather than imitating an adult persona, is generally the most effective way to

earn credibility. Framing the relationship as a genuine partnership, rather than a request for permission, also

tends to shift the tone of these interactions toward collaboration.

4.4 Case Study: Mapping Power Before Taking Action A group advocating
for a safer pede
Mapping Power Before Taking Action A group advocating for a safer pedestrian crossing near their school

initially planned to petition the mayor directly. A stakeholder map revealed that the city's transportation

engineer, not the mayor, held technical authority over crossing design decisions, and that a local

parent-teacher association had raised the same concern the previous year without success. By reaching out to

the parent-teacher association as an ally, and requesting a meeting with the transportation engineer rather

than the mayor's office, the students were able to combine forces with an established group, direct their

request to the correct decision-maker, and reference the prior effort — turning what had looked like a dead

end into renewed momentum. Before you plan what to say, map who is listening — and who is not yet in the

room.
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4.5 Hands-On Activity
For the issue you identified in Module 2, list at least three targets, three allies, and two influencers. Which

stakeholder on your list currently has high influence but low support? What would it take to shift their

position? Describe one relationship you could begin building now, before you need anything from that

person. What assumptions might adults make about your credibility as a young advocate, and how could you

address those assumptions constructively?

Module 5: Designing an Advocacy Campaign
SMART goals convert broad aspirations into achievable, measurable campaign targets. Effective messaging

adapts a consistent core message for different audiences. Tactics should be chosen deliberately, sequenced

over time, and followed by accountability after a commitment is won. A campaign timeline built backward

from the decision point clarifies what must happen, and when.

5 lessons · 10m

5.1 Setting a SMART Advocacy Goal
A campaign's goal should be Specific, Measurable, Achievable, Relevant, and Time-bound. "Improve school

mental health" is a worthy aspiration but not yet a workable campaign goal, because it cannot easily be

measured or achieved on a defined timeline. "Secure school board approval for one additional full-time

counselor position by the start of the next academic year" meets the SMART standard: it names a specific,

measurable, time-bound outcome that a defined decision-maker can grant. Large, ambitious visions remain

valuable as motivation, but campaigns are most effective when broken into SMART goals that can each be

pursued, achieved, and built upon.

5.2 Crafting Campaign Messages
A single message rarely works for every audience. Effective campaigns typically develop a core message —

the central, values-based statement of what the campaign is about and why it matters — and then adapt

supporting messages for specific audiences: a message for peers may emphasize shared experience and

solidarity; a message for a decision-maker may emphasize evidence, cost, and feasibility; a message for

media may emphasize the human story behind the issue. Across all versions, messages are strongest when

they are concise, honest, specific, and paired with a clear ask.
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5.3 Choosing Tactics
Tactics are the concrete actions a campaign takes to advance its goal, and should be selected deliberately

based on the campaign's goal, audience, timeline, and resources — not simply because a tactic is popular or

familiar. Common youth advocacy tactics include: Petitions and sign-on letters, which demonstrate breadth

of support. Direct meetings with decision-makers, which allow for dialogue, negotiation, and

relationship-building. Public testimony at hearings or board meetings, which places an issue on the public

record. Op-eds, letters to the editor, and media outreach, which shape public narrative. Rallies, walkouts, or

public demonstrations, which visibly demonstrate collective concern and can generate media attention.

Coalition-building events, which combine resources and credibility across multiple groups. Digital and social

media campaigns, covered in depth in Module 6. Most durable campaigns sequence multiple tactics over

time rather than relying on a single action, often beginning with relationship-building and research, escalating

toward public visibility if initial direct engagement does not produce movement, and maintaining pressure

and accountability after an initial commitment is won, since decisions announced are not always decisions

implemented.

5.4 Building a Campaign Timeline
A campaign plan should translate goals, messages, and tactics into a timeline with clear milestones, deadlines,

and named responsibilities. Working backward from a key decision point — such as a school board vote or a

legislative session — helps identify when research must be completed, when outreach to allies must begin,

and when public-facing tactics should launch to build momentum ahead of the decision, rather than after it

has already been made. A cause becomes a campaign the moment it has a goal, an audience, and a deadline.

5.5 Hands-On Activity
Write a SMART goal for your chosen issue. Draft three versions of your core message: one for peers, one for

a decision-maker, and one for local media. Select three tactics appropriate to your goal and timeline, and

explain why each was chosen over alternatives. Sketch a timeline working backward from your key decision

point to today. What needs to happen first?

Module 6: Digital Advocacy and Media Literacy
Digital tools amplify visibility and coordination but rarely replace offline relationship-building and strategy

on their own. Verifying sources before sharing protects a campaign's credibility and integrity. A deliberate,

consistent digital presence is more effective than improvised or ad hoc posting. Protecting personal safety,

privacy, and well-being is an essential part of responsible digital a

6 lessons · 12m
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6.1 What Digital Tools Can — and Cannot — Do
Digital and social media platforms have dramatically lowered the barrier for young people to reach large

audiences, coordinate collective action, and place pressure on decision-makers who are themselves

increasingly present online. Digital tools are particularly effective for raising visibility quickly, coordinating

geographically dispersed supporters, and documenting evidence such as photos, videos, or firsthand

accounts. They are less effective, on their own, at replacing the relationship-building, negotiation, and

sustained follow-through that most campaigns ultimately require to convert visibility into a concrete

decision. The most effective digital advocacy integrates online tactics with the offline relationship-building

and tactics covered in Modules 4 and 5, rather than treating a viral post as an end in itself.

6.2 Media and Information Literacy
Credible advocacy depends on credible information. Before sharing a claim, statistic, or story, effective

advocates apply a basic verification habit: checking the original source of a claim rather than a secondhand

repost, confirming that a statistic is current and accurately represents its original context, and being

especially cautious with emotionally charged content, since strong emotional reactions can bypass the instinct

to verify before sharing. Spreading inaccurate information, even unintentionally, can damage a campaign's

credibility in ways that are difficult to repair, particularly when the campaign is targeting adult

decision-makers who may already be inclined to underestimate young advocates' rigor. Media literacy also

involves understanding how algorithms and platform incentives shape what content spreads, recognizing that

engagement (likes, shares, comments) is not the same as impact (movement toward the campaign's actual

goal), and being alert to coordinated misinformation or bad-faith actors who may attempt to discredit or

derail a youth-led campaign.

6.3 Designing a Credible Digital Presence
A campaign's digital presence should be intentional rather than improvised. Useful practices include

establishing a consistent, recognizable campaign identity (name, visuals, and voice) across platforms; posting

a mix of content types, including factual updates, personal stories, and clear calls to action; responding to

questions and criticism professionally rather than defensively; and designating one or two team members to

manage digital communications consistently, rather than leaving posting ad hoc, to maintain message

discipline over the life of the campaign.

6.4 Safety, Privacy, and Well-Being
Young advocates who gain public visibility online should take deliberate steps to protect their safety and

privacy: reviewing privacy settings and being thoughtful about what personal information (school name,

location, schedule) is shared publicly; being prepared for the possibility of critical or hostile responses, and

having a plan — including trusted adults to consult — for handling harassment if it occurs; and setting

boundaries around time spent monitoring and responding online, since sustained digital advocacy can be

emotionally taxing. Module 8 returns to the broader theme of sustaining well-being throughout advocacy

work.
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6.5 Case Study: When a Post Becomes a Movement — and When It Doesn't
A short video doc
When a Post Becomes a Movement — and When It Doesn't A short video documenting unsafe conditions at

a local youth sports facility, posted by one team member, was shared widely and generated thousands of

views within days. The visibility created real momentum, but the campaign initially had no specific ask, no

identified decision-maker, and no plan for what to do with the attention once it arrived. The team regrouped,

applied the stakeholder mapping and SMART-goal tools from Modules 4 and 5, and used the online attention

to recruit volunteers for a research and outreach effort, culminating in a formal proposal delivered to the

parks department. The viral moment created an opening; the offline strategy is what converted that opening

into a facility-improvement commitment the following season. Visibility is not the same as victory. Digital

tools open doors that strategy and relationships must still walk through.

6.6 Hands-On Activity
Choose a claim or statistic relevant to your issue. Trace it back to its original source. Is it current and

accurately represented? Sketch a simple two-week digital content plan for your campaign, including at least

one factual post, one personal story, and one clear call to action. What personal information should you be

cautious about sharing publicly as your campaign gains visibility? Who is a trusted adult you could turn to if

your advocacy work online became a source of stress or harassment?

Module 7: Ethics, Inclusion, and Intersectionality
Ethical leadership requires honesty, accountability, respect, and humility, particularly given the trust others

place in a leader. Intersectionality highlights how overlapping aspects of identity shape different people's

experience of the same issue. Advocacy movements should actively guard against reproducing the power

imbalances they aim to challenge. Centering the voices of those most affected

5 lessons · 10m

7.1 Ethical Foundations of Leadership and Advocacy
Leadership and advocacy carry real influence over other people's time, trust, and sometimes safety, which

makes ethical practice essential rather than optional. Core ethical commitments for youth leaders include

honesty in communication and claims made on behalf of a cause; accountability for mistakes, including a

willingness to correct course publicly when needed; respect for the people a campaign claims to represent,

including those who are directly affected by the issue but not present in the room; and humility about the

limits of one's own knowledge and experience, paired with a willingness to learn from those with more direct

experience of the issue.
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7.2 Understanding Intersectionality
Intersectionality refers to the way multiple aspects of a person's identity — such as gender, race, disability,

socioeconomic status, sexuality, and immigration status — combine to shape their experience of an issue in

ways that cannot be fully understood by examining any single factor alone. A policy affecting "youth"

broadly may affect a low-income rural student, an urban student with a disability, and a recent immigrant

student in very different ways. Advocacy that fails to account for these differences risks designing solutions

that work well for the most visible or privileged members of a group while leaving others behind, even when

the campaign's intentions are good. Practically, an intersectional approach to advocacy involves actively

seeking input from those most affected by an issue, especially those whose voices are least often centered;

disaggregating data and evidence where possible to understand how an issue affects different subgroups

differently; and being willing to adjust a campaign's goals or messaging when new information reveals that

an initial framing was incomplete.

7.3 Power, Voice, and Who Gets to Lead
Youth movements, like all movements, can unintentionally reproduce the same power imbalances they set

out to challenge — for example, when a small group of already-confident, well-resourced young people

speaks on behalf of a much broader and more diverse community without genuinely consulting them.

Guarding against this requires deliberate practice: rotating speaking and leadership opportunities rather than

concentrating them in the same few individuals; creating multiple, accessible ways for community members

to contribute (not only public speaking, which not everyone is comfortable with); and regularly asking

whether the people most affected by an issue are shaping the campaign's decisions, or only being asked to

support decisions made on their behalf.

7.4 Case Study: Centering Affected Voices in Campaign Design A youth
coalition advocat
Centering Affected Voices in Campaign Design A youth coalition advocating for improved school meal

quality initially designed its campaign around the preferences of the students most active in student

government. When the coalition expanded its outreach to include students receiving free or reduced-price

meals — who were significantly underrepresented in the original planning group — new priorities emerged,

including concerns about meal stigma and scheduling conflicts with part-time work, that had not been part of

the initial campaign design. Incorporating this feedback changed both the campaign's specific asks and its

messaging, and ultimately produced a stronger, more broadly supported proposal than the original version

would have achieved on its own. Advocacy done well does not just speak for a community. It creates space

for that community to speak for itself.

7.5 Hands-On Activity
Who is most directly affected by the issue you are working on? Are they currently involved in shaping your

campaign's goals and messages? Identify one aspect of your own identity or experience that might shape —

or limit — your perspective on this issue. What is one concrete step you could take to bring underrepresented

voices into your campaign's planning process? Review your campaign plan from Module 5. Does it account

for how the issue might affect different subgroups differently?
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Module 8: Sustaining Impact
Distinguishing outputs, outcomes, and impact helps teams assess genuine progress rather than mistaking

activity for success. Willingness to adapt strategy in response to real feedback is a sign of strategic maturity.

Burnout prevention — shared responsibility, deliberate rest, and realistic timelines — is essential to

sustaining advocacy over the long term. Long-term change often requires patience

8 lessons · 16m

8.1 Monitoring Progress: Outputs, Outcomes, and Impact
Sustained advocacy requires knowing whether an effort is working, not only hoping that it is. A useful

distinction separates outputs (what the campaign directly produced, such as a petition with a certain number

of signatures or a meeting held with a decision-maker), outcomes (the change in decision, behavior, or policy

the campaign was seeking), and impact (the broader, longer-term change in people's lives that results once an

outcome is achieved and implemented). A campaign can generate strong outputs — widely shared posts,

well-attended events — without achieving its intended outcome, which is why teams should track

outcome-level indicators from the start rather than substituting visible activity for genuine progress. Simple

monitoring tools are usually sufficient for youth-led campaigns: a shared log of meetings held and their

results, a running list of confirmed allies and commitments received, and a brief periodic check-in against

the SMART goal set in Module 5 to assess whether the campaign is on track, ahead of schedule, or in need of

a strategy adjustment.

8.2 Adapting When a Strategy Isn't Working
Not every campaign proceeds as planned, and adapting strategy in response to real feedback is a sign of

strategic maturity, not failure. Common signals that a strategy needs adjustment include a decision-maker

who is unresponsive despite repeated direct engagement, allies whose energy or turnout is declining over

time, or new information that reveals the original ask was poorly targeted or incomplete. In these situations,

effective teams revisit their stakeholder map and theory of change rather than simply repeating the same

tactic with more intensity, and remain willing to escalate tactics, build new coalitions, or reframe the

campaign's ask in light of what has been learned.
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8.3 Preventing Burnout and Sustaining Motivation
Advocacy and leadership work, particularly on issues tied to personal experience or injustice, can be

emotionally demanding, and youth advocates are not immune to burnout — a state of chronic exhaustion,

cynicism, and reduced effectiveness that develops from sustained stress without adequate recovery.

Protecting against burnout is not a distraction from advocacy work; it is what makes long-term advocacy

possible. Practical strategies include sharing responsibility across a team rather than concentrating critical

tasks in one person, building in deliberate breaks and celebrating incremental progress rather than waiting

only for final victory, maintaining relationships and activities outside of advocacy work, and normalizing

conversations within a team about workload and emotional strain rather than treating exhaustion as

something to hide. Setting realistic expectations about timelines also protects motivation: meaningful policy

or institutional change frequently takes longer than an initial campaign timeline anticipates, and framing

early setbacks as expected features of long-term advocacy — rather than as personal failures — helps sustain

commitment through the inevitable periods when progress is slow or invisible.

8.4 Capstone Advocacy Project
The capstone project invites you to bring together everything developed across the eight modules into a

single, complete advocacy plan for an issue you genuinely care about. This project can be completed

individually or, ideally, with a small team, and can be adapted for submission to a teacher, program

facilitator, or simply kept as a personal portfolio piece. Capstone Components Leadership statement

(Module 1): A short statement of your values, strengths, and personal motivation for this issue. Issue and

advocacy type (Module 2): A clear description of the issue, the specific change you are seeking, and the

type(s) of advocacy most appropriate to it. Communication plan (Module 3): A sample persuasive pitch and a

description of how your team will make decisions and handle disagreement. Stakeholder map (Module 4): A

completed map of targets, allies, and influencers, with a plan to strengthen at least one key relationship.

Campaign plan (Module 5): A SMART goal, tailored messages, selected tactics, and a timeline working

backward from your key decision point. Digital plan (Module 6): A short plan for how you will use digital

tools responsibly and credibly to support your campaign. Inclusion review (Module 7): A brief reflection on

whose voices are shaping your campaign and how you will center those most affected. Monitoring and

sustainability plan (Module 8): Your indicators of progress and a personal or team commitment to sustaining

the work over time.



Africa Climate Leadership Academy — Course Study Guide 18

8.5 Carrying This Forward
Leadership and advocacy are not credentials to be earned once and set aside; they are practices, refined

continuously through action, reflection, feedback, and, inevitably, setbacks. The frameworks in this course

— a clear sense of personal values, a precise advocacy ask, a mapped understanding of power and

relationships, a deliberate campaign strategy, responsible use of digital tools, an inclusive and ethical

approach, and a sustainable pace — are not a formula that guarantees success on any single issue. They are,

instead, a durable foundation that young leaders can return to and adapt across many issues, many teams, and

many years. The world's most consequential movements for change have, again and again, been shaped

decisively by young people who did not wait for permission to begin: who identified a problem close to their

own lived experience, built relationships and coalitions, learned to communicate with clarity and courage,

and stayed the course past the first setback. This course does not create that impulse — it already exists in

the learners who chose to begin it. What this course offers is structure, language, and tools to help that

impulse become sustained, strategic, and effective action. Whichever issue you carry forward from here, the

invitation of this course is simple: keep leading, keep advocating, and keep returning to these tools as your

work — and your community's needs — continue to grow. The next generation of leaders is not waiting in

the wings. It is already at work — and it is you.

8.6 Suggested Group Adaptations
Reflect & Apply activities can be converted into pair-share or small-group discussions before individuals

record their own written responses. Case example boxes can be used as discussion prompts, asking learners

to identify what worked, what didn't, and what they would have done differently. The capstone project works

well as a team-based final assignment, mirroring the collaborative nature of real advocacy work. Modules

can be delivered in a single extended workshop, across a multi-week course, or as standalone sessions

depending on program length.

8–10 week program: one module per week, with the final one to two weeks devoted to the capstone project.

Weekend or multi-day intensive: two to three modules per day, grouped as Modules 1–2 (foundations), 3–5

(skills and strategy), and 6–8 (execution and sustainability). Single-session introduction: select Modules 1, 2,

and 5 as a condensed introduction to leadership identity, advocacy concepts, and campaign design.

Facilitators seeking to formally assess learning may consider evaluating the completed Reflect & Apply

responses for depth and specificity, the quality and feasibility of the completed capstone advocacy plan, and,

where a group project is used, evidence of collaborative process such as documented team roles and

decisions.
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8.7 Case Study: Building In Recovery Without Losing Momentum A
student-led coalition c
Building In Recovery Without Losing Momentum A student-led coalition campaigning for expanded public

transit access to their school worked intensively for several months, culminating in a well-attended public

hearing. When the transit authority postponed its decision by two additional months, several core team

members reported feeling discouraged and considered stepping back entirely. Rather than continuing at the

same intensity or abandoning the effort, the team's leaders scheduled a deliberate lower-intensity period —

maintaining light contact with allies and monitoring the transit authority's process, while explicitly pausing

new public actions — and set a date to regroup and reassess strategy once the postponed decision was closer.

The pause preserved the team's energy and cohesion, and the campaign resumed with renewed capacity

ahead of the rescheduled decision. Advocacy is a marathon carried out in sprints. Protecting your energy is

part of the strategy, not separate from it.

8.8 Hands-On Activity
For your campaign, identify one output indicator, one outcome indicator, and how you will know if you are

making genuine progress toward your SMART goal. What is one early sign that would tell you a strategy

adjustment is needed, and what alternative approach could you try? What personal or team practices help you

sustain energy and motivation during long or difficult efforts? Write a short personal sustainability

commitment: one boundary or habit you will maintain to protect your well-being while doing this work.

Final Assessment & Certificate
The final test draws on questions from every module. The pass mark is 80%. When you pass, Tapi Learn

issues a certificate of completion bearing your name, the course title, your final score, a unique certificate

number and the signature of the CEO of the Pan African Network for Climate Action (PANFCA). Each

certificate carries a verification URL (acla.io/verify/<number>) so employers and partners can confirm its

authenticity. You can download the certificate as a PDF directly from the app at any time, and your progress

and certificates are backed up to the cloud under your email address.

The Africa Climate Leadership Academy (ACLA) is a pan-African education initiative of the Pan African

Network for Climate Action. All Tapi Learn courses are free. Learn more at https://acla.io and get the app at

https://acla.io/tapi-learn.


